



ELECTRICAL «2 


© FS e. 


NHRD SIND 





ra 
4 al 
on OIL OT 
“ a ~~ 
a : = 
eee.) 





ETE SI Re a Ee te eee ee ‘ 
eo ceneinel lec . eine ie 
e et - - . = 6 r 1 eae + oF, re 


SEPTEMBER: 1954 


McGRAW-HILL PUBLISHING CO., 
PRICE SEVENTY-FIVE CENTS 











wv. 


ite indrceting saa 


> 
BR: 


Sip ty 





' 


09), MORE SUCTION POWER 
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be ‘. FEATURES THAN ANY OTHER 
HOME CLEANER ! 


APEX 


STRATO-CLEANER 


@ NEW 2-TONE, COLOR-STYLING BEAUTY 
—Coral and Beige color combina- 























tion for maximum display impact APEX POWER UNIT 
y ... Source of Super-Suction 
and sales appeal! Only Apex Engineering 
has achieved this Super 
Suction Power Unit! It 
combines the efficiency 


+ EASIEST LID REMOVAL— No motor lifting of both fan and motor 


. . « base located for low 


TURNTABLE BASE 
Turns 360° 
for both cleaning 
and spraying! 








est center of gravity 


to remove disposable dust bag! greater stability 















Complete set of basement-to-attic 
cleaning tools engineered for 
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ij 


every home cleaning job! 
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TOOL KIT RUG NOZZLE FLOOR & WALL BRUSH, 
Handy, sturdy, carrying case and With comb and float ROUND DUSTING BRUSH 












Build store traffic with 
the world’s lowest priced, full-size, 
complete swivel-top cleaner! 
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ing brush for one Two special attach 
t | Iso sh n— : 
container for all tools. Also show en ion Mit Rea phate a esi " 
durable rubber construction hose with ing that gets all the cleaning far easier 
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On amor Westinghouse 








STARTING SEPT. 15 


Westinghouse 


Presents TV’s Most Spectacular 
Fall and Winter Series 


“BEST 
OF BROADWAY" 


DRAMAS « COMEDIES « MUSICALS 


Every One a Broadway Smash Hit 
with an ALL-STAR CAST 
TELEVISED LIVE in Both COLOR and 

BLACK and WHITE — CBS-TV 


99 STATIONS! 
52 IN FULL COLOR! 
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Get in the ACT! 
Hang out the Main 
Entrance Sign 
Identify Your Store 


with "BEST 
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HOW TO MAKE A MILLION 


dollars’ worth of talent work for you 





Westinghouse Presents 
BEST OF BROADWAY 


TELECAST IN FULL COLOR AND IN 
E, COAST fT AST 


COLBERT 


Charles Coburn ° Diana Lynn 


National 
Newspaper 
Advertising 





koa 


Cash in with WESTINGHOUSE TV 


Right now, you take the lead in the nation’s #1 merchandising 
program! Just tie in with this Westinghouse production and 
be sure of a smash hit in sales: 

1. ‘Best of Broadway’—Opening night: “The Royal Fam- 
ily”, with Helen Hayes, Fredric March, Claudette Colbert, 
Charles Coburn, Diana Lynn—September 15. 

2. Studio One=TV’s top dramatic show—September 20. 

3. Commercials by the First Lady of TV, Betty Furness. 

4. Full national schedule of newspaper ads. 

5. Complete local newspaper and radio advertising, store 
and window display and promotion package. 















See your WESTINGHOUSE Distributor 


PLUS ‘Best of Buys’—a special deal featuring a beautiful new 
21" open-face console at a $50 list saving ... AND a special 
price and promotion for you on Color TV for building traffic 
with ‘Best of Broadway’ store parties. 


That’s the lineup—the rest is up to you. Are you ready to 
make money? Then take your cue from Westinghouse and 
cash in! 















YOu CAN BE SURE...iF irs 












WESTINGHOUSE ELECTRIC CORP. e@ TV-RADIO DIVISION, METUCHEN, N. J. 


Westinghouse a 
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Business Quick-Check 


SALES, appliances, radio-TV ($millions) 


Latest 
Month 


Preceding THE SHORT 


Month 























DEBT consumers owe on appli.-radio-TV ($millions) 259 257 256 BIGGER # 
FAILURES of appl.-radio-TV dealers 39 54 29 FEWER 

RETAIL SALES total ($billions) 14.4 14.0 14.4 UP 

DEPT. STORE sales index (1947-'49 = 100) 115 112 113 UP 
PERSONAL INCOME annual rate ($billions) 286.4 286.2 287.3 uP 

LIVING COST index (1947-'49 = 100) 115.1 115.0 114.5 UP 











¥iu PIM ISX TNS 





SAVINGS of consumers, annual rate ($billions) 19.7 21.8 19.6 DOWN 
HOUSING starts (thousands) 120.0 107.0 104.6 UP 
AUTO output (thousands) 441.6 504.8 597.1 DOWN 
UNEMPLOYMENT (thousands) 3,346 3,347 1,548 BETTER 





RENDS 


‘he signs all point to a very healthy autumn for the radio-appli 





ance-I'V business. 





Latest of these signs — and in many ways the most encouraging 





— is the preliminary report on consumer buying intentions released 





last month by the Survey Research Center of the University of 
Michigan. The study shows the consumer has become more opti 
mistic about the business outlook — reversing a downward trend 
evident in the previous two surveys. More people than in any other 
survey think that now is a good time to buy big household goods. 
That doesn’t necessarily mean that more people intend to buy now 
than at any previous time but it provides an encouraging climate 
for stepped-up selling. Actually, the researchers found some hes- 
itancy on buying intentions and concluded that an “upturn (in 
sales) will come only if sellers do what consumers expect them to 
— namely, if business firms proceed with energetic marketing, favor 
able discounts and trade-ins and the like.” 


(You'll find a detailed story on the findings of this important 
survey in the news section of this issue. In Economic Currents, also 
in this issue, you'll find a quick summing up of the other signs 
which point to good business this fall. ) 

© 


Set makers are currently betting heavily on the 21-inch set as the 





pace-setter in sales this fall. Only one firm (Philco) has gone so 





far as to eliminate 17-inch models completely, but it’s obvious that 
most other set makers are expecting the biggest share of the market 
to fall to 21-inch sets. You can get an idea of the strength of the 
trend toward the larger tube when you consider that they accounted 
for only 69 percent of sales during 1953 and that during the first 
half of 1954 this percentage jumped to 77 percent. This gain was 
registered in the face of the success of the moderately-priced 17-inch 
sets which appeared on the market this year. One big reason why 
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(Sources, in order: Dept. of Commerce, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, 
Dept. of Commerce, Bur. Labor Statistics, Council Econ. Advisors, BLS, Ward's Avto 
Reports, Census Bureau) 


the 21-inch looks like a good bet is that manufacturers have suc 
ceeded in dropping 21-inch prices to within $20 or $30 of 17-inch 
price levels. 

e 


Don’t write the department store out of the appliance picture 





just yet. ‘lo be sure, there have been a number of casualties in this 
field so far. But you should not assume that this trend will neces 
sarily continue. Marketing men are putting a good deal of thouglit 
into the problem of how department stores can adapt themselves 
to changing market conditions. Some of their proposed solutions 
are intriguing — and if adopted they could mean that the depart 
ment store-would regain some of the business it has lost in the 
appliance-radio-television field. 


For instance, consider a solution suggested in a recent issue of 
“Grey Matter,” the bi-monthly newsletter of Grey Advertising. 
The writer suggests that for certain types of goods (and appliances 
are cited as an example), the department store might develop a 
composite merchandising program which would make use of (1) 
a “warehouse” or other low-cost outlet and (2) a string of “specialty 
stores” handling only certain categories of merchandise. Both of 
these developments have actually taken place recently and neither 
is any longer a real innovation. Combined in a single, comprehen 
sive merchandising program, however, they would be a new ap 
proach for the department store interested in getting its share of 
the hard goods business—and as such they merit the close attention 
of every retailer in the industry. 


Manufacturers have long courted department stores for (1) the 
potential business they represent and (2) the prestige value. As a 
matter of fact, however, the manufacturer has very often gotten 
little more than prestige from his department store accounts. If 
department stores begin to overhaul their approach to hard goods 


(Continued on page 6) 
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TRENDS continued 





merchandising somewhat along the lines suggested above, the 
manufacturer can logically expect more than mere prestige from 
his department store accounts. 


No one has yet established an accurate scale for measuring the 
drawing power of shopping centers but until one has been devel- 
oped you would be well advised to be extremely conservative in 
making such estimates. And if you are giving any thought to open- 
ing a new store in an outlying shopping district, or shifting there 
from your present location, you'll have to make such an estimate. 
During the summer markets in Chicago a panel of experts discussed 











the problem of shopping centers and during the discussion a North 
Jersey dealer who operates a string of five stores said that you have 
to depend fully on the population the store can draw from a radius 
of approximately ten miles. Even though the stores are on highways, 
the key areas for customers all lie within this radius. 


No one is selling the shopping center idea short but some people 





have capitalized on its popularity by planning centers which have 





little regard for proper planning, coordination of merchandise lines, 





and the potential market such centers can draw on. Chicago realtot 
Arthur Rubloff told the group that 1800 shopping centers have been 
Continued on page § 















MANUFACTURERS’ SALES 





1954 1953 % 

| (Units) (Units) (Change) 

| DISHWASHERS. June 16,954 15,760 + 7.58 
6 Mos. 91,825 83,555 + 9.90 










DRYERS, CLOTHES 7.60 


+11.69 


June 
6 Mos. 


30,297 
293,970 


32,789 _ 
263,201 









FOOD WASTEDISPOSERS June 


6 Mos. 


30,090 
179,956 


23,562 
152,644 


+27.70 
+17.89 


FREEZERS 








June 
6 Mos. 


76,819 
352,569 


62,375 
502,473 


+ 23.16 
— 29.83 







IRONERS —58.62 


54.73 


june 
6 Mos. 


5,185 
44 808 


12,529 
98,981 







RADIOS, HOME 


226,350 
,313,271 


June 
6 Mos. 


287,724 
2,059,618 


— 21.33 
— 36.24 


RADIOS, PORTABLE 








june 
6 Mos. 


141,904 
843,039 1,004,059 


239,189 — 40.67 


—-16.04 










RADIOS, AUTOMOBILE 


june 
6 Mos. 


336,733 
080,893 


505,774 
3,079,341 


— 33.42 
— 32.42 






RADIOS, CLOCK June 


6 Mos. 


132,668 
649,356 


131,144 
1,123,524 


1.16 
— 42.20 







RANGES.. 


June 
6 Mos. 


85,854 
588,164 


113,086 
700,982 


—24.08 
—16.09 










REFRIGERATORS 


June 
6 Mos. 


303,127 
1,875,052 


343,114 
2,180,432 


—11.65 
—14.00 









TELEVISION... June 


6 Mos. 


544,142 
2,845,147 


524,479 
3,834,236 


3.75 
25.80 














Send details of Exclusive Laundry Queen 
HYDRO-POISE* Franchise 












WIRE 


Dept. EM-9 






Name 


Address 










City 












- NEWTON, 


INDEPENDENT MANUFACTURER OF A 
LAUNDRY EQUIPMENT 


IOWA 


AN 











VACUUM CLEANERS... june 


6 Mos. 


195,781 
1,322,796 


197,506 — .87 
1,549,645 —14.64 






WASHING MACHINES 


June 
6 Mos. 


303,455 
1,662,100 


304,086 — 21 
1,898,977 — 9.12 






WATER HEATERS........ June 56,613 52,980 


6 Mos. 310,961 330,479 - 


WASHERS, IRONERS, DRYERS—Membership of American Home Laundry Mfrs. Assn.; VACUUM 
CLEANERS—Industry Estimate by Vacuum Cleaner Mfrs. Assn.; RADIO & TELEVISION— 
Industry Production Estimate by Radio-Electronics-Television Mfrs. Assn.; ALL OTHERS—NEMA 
Members, not Industry. 


6.86 
5.90 
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Now you can offer a free play Hoover 





with every new Hoover—for less than 
ordinary trade-in expense. You can in- 
crease your volume with this exciting 
new offer. 

Just look at the possibilities of this 
sensational toy —an exclusive which only 
Hoover dealers can offer. Not available 
through other retail stores. And think of 
the play it will get between now and 
Christmas—kiddies will deliver the 
parents to your store! 















rade-in Offer 


FOR NEW CLEANER VOLUME 
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New Play 
HOOVER 


JUST LIKE THE BIG HOOVER 








This new play Hoover is a real mechan- 
ical toy—sure to delight every little girl 
and boy. Youngsters will play with it. 
They’ll learn with it. Actually, they’ll 
clean with it. For this tiny toy Hoover 
lights as it runs as it hums—and it really 
picks up dirt! 

Here is a brand new plan for vacuum 
cleaner selling. So basic, so simple, so 
powerful, it’s certain to multiply sales. 
Call your Hoover District Manager now. 












It really works! A kid- 
size Hoover that runs 
and hums. That’s safe 

and fun. It lights up. 
Bag fills up. It’s avail- 
able only through 
Hoover dealers. Re- 
tail value $14.95. 






New Merchandising Program 
ready for you now! 


Tie in now...completely ... powerfully. 
Plan your own local program with the help 
of your District Manager. He’ll give you full 
details on Hoover’s national advertising 
program—network television and national 
magazines. He’ll show you merchandising 
material with everything you need. 


The Hoover Company * North Canton, Ohio 





Manual 


Automatic 





KLIXON Motor Protectors Aid in 
Providing Customer Satisfaction 


Says Pittsburgh Motor Rebuilder 


PITTSBURGH, PA.: Mr. V. E. Oswald, President of Elec- 
tric Manufacturing & Repair Company, a leading motor 
rebuilder in Pittsburgh, has this to say about the advan- 
tages of Klixon Protectors — 


“I am glad to advise that the use of ‘Klixon’ Motor Pro- 
tectors as applied to motors repaired in our plant have 
been very favorable. 


“We feel they are an aid in providing customer satisfaction 
with motor operated equipment.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
Reset outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with 
KLIXON Protectors. 





Reset 


METALS & CONTROLS CORPORATION 
SPENCER THERMOSTAT DIVISION 
2509 FOREST STREET, ATTLEBORO, MASS. 











TRENDS continued 








built so far and that “thousands more” are planned. He said that if 
the 20 additional centers being planned for the Chicago area actu- 
ally are built the potential market will be so badly divided that all 
of the city’s 103 retail sections would be seriously affected. 


Earlier this year in a speech in Montgomery, Ala., a New York 
realty consultant, Robert H. Armstrong, pointed out that a major 
reason for some shopping centers having failed to live up to expecta- 
tions was an “overestimation” of the trading area from which the 
stores had hoped to draw business. It may be 10 years before reliable 
figures are available on which such estimates can be based. These 
figures fluctuate with the type of store involved as well as with the 
section of country in which the center is located. For supermarkets, 
this effective area may be as small as a half mile to a mile and a half 
or two miles, Armstrong said. In regional shopping centers even 10 
miles may be too far for more than a few customers to travel. 

e 

Consumer installment credit outstanding rose during June but 
this increase was largely seasonal in nature and is small in com- 
parison to the increases registered in 1952 and 1953. This June the 
installment credit total rose $178 million, compared to $422 million 








in 1953 and $732 million in 1952. Most of the increase came in auto- 
mobile paper ($142 million increase) while paper for other consum- 
er goods actually dropped $20 million. One point to note: while this 
other consumer goods total dropped, credit extended by household 





appliance stores rose two million dollars. Counterbalancing this 





increase were decreases on the part of commercial banks ($18 mil 
lion), department stores ($2 million) and furniture stores ($2 


million ). End 








MANUFACTURERS’ SALES 





5 Mos. June 6 Mos. 
Electric Housewares — NEMA 1954 1954 1954 
Members Only — NotIndustry (Units) (Units) (Units) 


BED COVERINGS 126,153 36,842 162,995 
BLENDERS 83,932 14,629 98,561 
COFFEE MAKERS 999,010 205,540 1,204,550 
CORN POPPERS 105,187 19,075 124,262 
DEEP FAT FRYERS 125,226 17,616 142,842 
HEATERS, PORTABLE: 
Convector and Radiant 7,812 1,285 9,097 
Fan-Forced Types 63,374 15,234 78,608 
71,186 16,519 87,705 
IRONS: 
Traveler ; 65,229 41,744 106,973 
Standard, Automatic. 410,306 74,299 484,605 
Steam and Steam Attachments 971,224 184,975 1,156,199 


Non-Automatic. . ; 21,413 6,848 28,261 


1,468,172 307,866 1,776,038 


GRILLS AND WAFFLE IRONS: 
Single Waffle-lrons & Sand. Grills. . 16,703 4,119 20,822 
Comb. Grills & Waffle-lrons. .. 144,475 36,913 181,388 


161,178 41,032 202,210 


HEATING PADS........... 333,038 142,461 475,499 
HOTPLATES DISC STOVES. . 138,402 22,412 160,814 
TOASTERS: 
Automatic... . 491,820 118,171 609,991 
Non-Automatic. . ii 73,610 18,466 92,076 





565 ,430 136,637 702,067 


Note: 1953 figures not available. 











SEPTEMBER, 








1954—ELECTRICAL MERCHANDISING 






hree-slice toaster 
-gize families ! 































SUPER DE LUXE 3-SLICE 
WITH POWER-ACTION 


“Our 2-slice toaster simply isn’t large enough for our big 
family. Why don’t you produce a 3-slice toaster?’’ One 
of your customers might have written that! It’s typical 
of many, many requests we've received. And it proves 
that this new 3-slice model is really wanted! 


No newness for newness sake here! This 3-slice toaster 
fills a real gap in your sales picture. The good old- 
fashioned family is back. And with it a need for more 
toast—quicker service. Here, too, is a powerful new gift 





appeal. It’s that “something different,” something extra 














special for someone close. 








Like the new 2-slice Super De Luxe model, this toaster 
has Power-Action. It takes the bread right out of your 





fingers, starts it toasting, and brings it up perfectly 
toasted—all by itself! Here’s an entirely new toaster with 





the unique appeal it takes to stir up today’s gift market. 
Get your order in today! 


$39.50 








SUPER DE LUXE, $27.50 NEW SUPER DE LUXE NEW DE LUXE DE LUXE, $23.00 
“TOAST 'N JAM” SET, $34.95 “TOAST 'N JAM” SET, $29.95 





With this wider selection, more customers make a choice! 


NOW, MORE THAN EVER, YOU CAN ASK: 
“Which TOASTMASTER Toaster do you prefer?” 


There’s not much room for a ‘“‘no”’ answer in this selection! Your Remember, only ‘“Toastmaster’’ offers such a complete line of 
chances of making a sale are so much greater, because you meet _ toasters. And there’s no more readily acceptable sales talk than to 
more people’s exact needs. Customers begin to pick and choose. say: ‘‘It’s a ‘Toastmaster’* Toaster’! 

And once that far, the decision to buy has already been made! Feature this fast selling selection. Call your distributor today! 


Only “Toastmaster” Offers Such a 
Complete Line of Toasters 


GuMlMsey 


Automatic Toasters 
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S$ TOASTMASTER" and “‘Toast’N JAM” are registered trademarks OP 
McGraw Electric Company, Elgin, Ill. © 1954. 
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the newest thing in kitchens is 
Capitol Kitchens’ completely new 
gline of steel kitchen cabinets 





NEW COLOR! Capitol joins forces with 
the famous House & Garden color program 
to bring you twelve Capitol colors plus white, 
perfectly coordinated with all the quality 
home furnishings and accessories already 
offered in House & Garden colors. 


NEW FINISH! Six of Capitol’s new colors 
are in the remarkable “Color-flecked” finish, 
a variegated, multicolor effect of unique 
beauty ... and so durable it can actually be 
scoured without marring! 


NEW DESIGN! Capitol kept only its tra- 


ditional quality all-welded construction, then 
restyled from top to bottom. The result is a 
modern, functional, rounded-contour design 
that incorporates such features as: 


Self-closing drawers on silent nylon 
rollers. Self-aligning hinges. Choice 
of four handle finishes, Fully insu- 


RES 
KITCHENS 


DIVISION OF HUBENY BROTHERS, INC. 





608 East First Ave. 


1954 





Roselle, N. J. 
**CABINETS OF STEEL FOR LASTING APPEAL"' 


lated door and drawer fronts. Re- 
cessed “sit-down” sink fronts . 


and many others. 


Feature cabinets include popular 
built-in oven and countertop range 
cabinets, mixer cabinets, fan cabinets 
and roto-base corner cabinets. 


NEW PROMOTION! The full-color ad 
shown at left is the kickoff of Capitol’s new 
promotional series. New literature, new ad 
mats, new point of sale material round out 
the program . . . most comprehensive in 
Capitol history. 


NEW SALES OPPORTUNITIES! i+ all 


adds up to big new moneymaking possibili- 
ties for the dealers and builders who sell and 
use the all-new Capitol Kitchens. 


Write for full details today! A few dealer 
and distributor franchises are still open? 


re 
CAPITOL KITCHENS 


division of Hubeny Brothers, Inc. 
608 East First Ave., Roselle, N. J. 


Please send complete information about the new CAPITOL 
Kitchens. 


lama [1 distributor [] dealer 0 builder. 


4 NAME = 7 pee 
i es 
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The situation above reminds us of some ap- 
pliance dealers who aren’t inthe vacuum cleaner 
business. They’re doing fine—real fine—but 
they could do even better! 

The cleaner business is big business! Gross 
profits last year were $106 million* on sales of 
$267 million.* That’s business that belongs in 
your store because cleaners are appliances. 

Now the best way to get your share of the 
profits is the G-E way. Thousands of dealers 
from coast to coast tell us it’s the most sensible 
plan in the business. Here’s why .. . 

e G. E. has the fastest-selling cleaner on the 
market—the 1954 model of the G-E Swivel- 
top, handsemer than ever in two-tone green! 


"IF you think thats good, wait until he throws his fast ball!” 


e G. E.—and only G. E.—has the hottest 
attachment to hit the business in years—a 
2-in-1 floor-and-rug tool! 

e G. E. has the best selling theme of any clean- 
er—‘‘Reach-easy”’ cleaning—and women know 
it and want it! 

e G. E. has the biggest backlog of customers 
thanks to the biggest television and magazine 
advertising campaign in cleaner history! 

e G. E. has easy-to-use promotions to make 
these pre-sold customers your customers. 

e G. E. has a big cash and bonus contest for 
your customers that’s bound to step up floor 
traffic. And what’s more > 





*Source: Electrical Merchandising, 1954 Statistical Issue 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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You can win an all expense paid Caribbean 
Cruise for you and your wife while you're 
making extra sales! 


Yes sir! Twenty-four lucky 
i ‘ dealers (you can be one of 

[ntien| them) will sail with their 
es a wives aboard a luxury liner 
— for 17 sun-filled, fun-filled 


Ne 





days of travel and excite- 
ment. Best of all—aLL EXPENSES PAID! 


And that cruise is so easy to win. All you do is 
.-. give 10 cleaner demonstrations . . . complete a 
special G-E Cleaner jingle . . . and you’re in the 
running for a chance at this dream cruise. 

All dealers who sign up to be Contest Head- 
quarters are eligible. The entry blanks are part of 
the Contest Headquarters Kit. If you haven’t re- 
ceived your Contest Headquarters Kit, get in 
touch with your local G-E distributor right away. 
General Electric Co., Small Appliance Division, 
Bridgeport 2, Connecticut. 
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The East 





By JACK LANE 


Laundry equipment, ranges and 
heaters soften the air condi- 
tioning flop . . . Most dealers 
optimistic for fall... More pro- 
motion needed 


"aarp eastern dealers fared 
pretty well in July. Although nearly 
half of those reporting admitted losses 
from “a little under last year” to a 
drop of 10 percent, the other half 
showed increases over July 1953, of as 
much as 25 percent. One dealer who 
said his sales were 10 percent ahead of 
June and 20 percent ahead of July a 
vear ago, qualified his statement by 
saying last year’s net profit was higher. 

The dog-in-the-manger was room 
air conditioning. Units just did not 
sell and widespread price cutting found 
dealers trying desperately to liquidate 
inventories. A New York dealer told 
of selling two units to a customer 
during a brief period of heat and then 
getting a cancellation the next day 
when the weather suddenly turned 
cool. Another dealer termed himself 
“more fortunate than most”—he sold 
the last seven units in his inventory 
at dealer cost. 

Most everyone blamed the flop on 
weather—not enough prolonged hot 
spells to steam up the market—but a 
few had other ideas. One said that 
prices are too high while another said 
he lost sales because of inadequate 
wiring that skyrocketed installation 
costs. Still a third placed the blame 
on the general consumer attitude 
(“It’s a luxury we can do without’) 
and thought the market will never 
blossom until it is changed. 


A Switch. Just as air conditioning 
was the villain in the show, laundry 
equipment, ranges and heaters stepped 
out of character to save the day. Sales 
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perked up considerably early in the 
month and many dealers reported 
gains over June and substantially ahead 
of last year’s sales too. A Boston 
dealer reported “a surprising reversal 
of seasonal form” and said that laundry 
equipment sales plus a steady tele- 
vision business kept him from serious 
losses. 

One said that “price is the big thing 
except in automatic washers where 
people want nothing but the best.” 
A New England dealer said that al- 
though water heaters, ranges and re- 
frigerators “are not moving in excit- 
ing totals,” better wiring campaigns 
will surely contribute to better and 
steady sales in the fall. 


Promote to Sell? ‘The dealers who 
could brag about a good July also had 
something to say about more and 
better promotions, “Specials” and im- 
proved service. A Massachusetts dealer 
said “Unless you advertise vigorously 
even the most attractive TV product 
will die on its feet in the store.” A 
Boston dealer declared that “People 
are buying price merchandise today. 
If you've got the item, an attractive 
price, and promote it to the hilt, you 
can move fairly well. Anybody who 
hasn’t the lines or doesn’t promote 
them enough is bound to get hurt to- 
day. Specials are the order of the day.” 

Another New England dealer who 
relies on newspaper ads, direct mail 
and displays says he’s now playing the 
long-range angle by giving better-than- 
average service and it’s “already begin- 
ning to pay off.” He gives free service 
on television sets for three months, 
checks on the operation of new ranges, 
washers and driers and fixes vacuum 
cleaners free after the warranty has 
expired. 

Others reported good sales follow- 
ing heavy promotions and thought 
that sales can be made if dealers put 
intensive effort into selling. A Buffalo 
dealer expressed disgust with a refriger- 
ator ad (“We only got one inquiry”) 
and counts largely on repeat business 
and referrals for volume. One of his 
competitors, however, said that “July 
was very good and we credit our 
consistent newspaper advertising.” 


More Loose Money? Reports of 
more cash sales and easier credit at 
banks come from all over the East. 
A big Boston dealer observes that un- 
certain economic conditions and the 
unsettled international situation has 
held down buying so far this summer. 
But with employment holding up well 
in New England he thinks the fall 
outlook is promising and expects to 
push hard to bring his sales up to 
within five percent of 1953, biggest 
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year in his history. He says the credit 
situation is somewhat improved and 
thinks that much depends on the next 
60 to 90 days. “It should be one of 
the most competitive periods we’ve 
seen yet.” 

One says that “credit is no longer 
a stumbling block. We still have to 
chase the dough but it’s there. People 
are getting onto the idea of paying 
cash, saving money.” One New Eng- 
lander says he goes along with the 
trend and thinks others should do the 
same. He says his customers want 
“deals” when they pay cash but that 
it’s worthwhile just to keep merchan- 
dise moving. The old method of sell- 
ing high-priced merchandise on a 
credit basis, says he, is too uncertain 
these days. 

Banks have loosened up their purse 
strings as fewer applications are re- 
ceived for credit. An upstate New 
York dealer says people don’t need 
bank credit badly now but that they 
are reluctant to spend the money they 
have saved. “It takes some strong 
selling.” 


The Miwest_ 





By TOM F. BLACKBURN 


Loading days are over — a 
year’s difference in color T¥— 
Warehouse Sale idea growing 
—Record on price sheets — 
Conversation that clicks 


UMMER of 1954 saw every appliance 
S on the list in abundance. There 
will even be 1,800,000 room coolers 
produced, if this reporter’s sources are 
reliable. 

All of which means a change of 
pace in dealer buying is in the wind. 
You can’t sell them on the belief “‘it’s 
going to be hard to get.” Onesies, 
twosies and threesies will be common- 





Flotsam & Jetsam. Housewares 
showed an unexpected surge through- 
out the East. No one seems to know 
why. High priced ($89.95 and up) 
window fans selling like crazy im 
Brooklyn . . . Free T'V entertainment 
in New England motels is improving 
business . . . Hartford’s first TV sta- 
tion WGTH-TV, started program- 
ming August 15 . . . Summer camps 
helped sales of all appliances in New 
England this summer . . . A big dealer 
surveyed his service files and found 
that 80 percent of customers are ripe 
for new television sets. They have 
10 in., 12 in., and 14 in. sets .. . One 
dealer who says his reputation for 
good deals in used appliances has 
spread, did a land-office business with 
motels, camps and vacationers. His 
sales volume was better than July last 
vear, would have shown a 20 percent 
loss without the second-hand sales . . . 
In Washington, sales were spotty and 
spasmodic. Big ads stirred little inter- 
est, a little ad swamped one store. . . 
Builder business was good and will 
probably be even better. 


place orders. Loading days are over. 
Dealers will have to watch to see that 
the guy down the street is not retail- 
ing at their wholesale prices. Distrib- 
utors who franchised everybody and 
his dog will find the shoe on the other 
foot. They will find solvent retailers 
picking up bargains from every source 
and peddling them regardless of 
brand. 

One of the big manufacturers, who 
pioneered specialty selling, is reported 
as seeing the light. In the early days 
its retail outlets were properly spaced 
and made money off repair parts as 
well as merchandise. In the postwar 
craze to get volume this was forgotten 
and a lot of small dealers set up. To- 
day these dealers are losing interest in 
the line in a way that depression deal- 
ers never dreamed of. The thinking, 
on high, is to get back to making the 
franchise valuable, even at a cost of 
big volume. 


Color A Year Later. The progress 
in color television can be cited in this 
off-the-record experience of two execu- 
tives in the business. 

A year ago one manufacturer’s brass 
hat had a color television set taken 
out to his country home. There was a 
constant procession, almost daily, of 
engineers out to keep that set in op- 
eration. This year, another firm’s ex- 
ecutive had one put in his home, and 
an engineer hasn’t been near since the 
job was installed. The owner knows 

(Continued on page 16) 
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MILLIONS WILL asourAblc 
“Red Hot” Wiatchmates 


IN LEADING MAGAZINES THIS FALL! 
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WITH A SET-UP LIKE THIS... 





* New pace-setting style and beauty 


Custom-engineered for matchless 
> performance 


* Stepped-up advertising ... national 
and local 


* New merchandising materials 





>K New promotions that pull 
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“Shampoo” Washing’s 
the Reason 
ABC Owners 


Pass the 800d word. 
They'll tel 


you how gentle, thorough 
“MATIC ig in Washing 


Nn, is water-thrifty, 
--. Washes Clothes 
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“Jet-Aire” Drying’s 
the Reason 


Want safe automatic drying? Better 
See the new ABC Dryer. The Single 
drying temperature IS pre-set to 
Prevent Overheating Clothes. You 
simply dial the drying time on the 
colorful Control panel. and forget 
line-drying drudgery, Clothes dry 
fleecy-soft and fresh, €asy to iron 
- Many pieces so wrinkle-free 
they neeg NO Ironing. Pp 


Proved ABC Dryer Matches the 


handsome ABC-O-maTic WASHER. 


Ask your AB 
ABC-O-MATIC w 
'Sinthe Classified 


C dealer to demonstrate the remark 


asher and Matching Automatic Dryer 
Section of your phone director 


able new 
His name 


y. Or write direct 
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APPLIANCE-RADIO-TV 
PICTURE 


CONTINUED FROM PAGE 13 


nothing about the technical end and 
yet has been able to get pictures in 
color satisfactory to himself and fac- 
tory. Morcover, his firm has made 
shipments of color tubes and sets all 
over the country, giving them the 

ELECTRICAL usual shakeup that freight cars pro 
duce, and they have all turned up in 
workable condition. Part of this is 
due to a change in the method of 
manufacture of the tubes, which right 
now are on the edge of quantity pro- 
duction. With the coming this fall 
of a lot of programs flashing color all 
over the scene this executive feels 
that many people are going to be ready 
to buy his product. 


Warehouse Idea Growing. ‘That 
the American public is acutely con 
scious of bargains has again been 
demonstrated at a warehouse store sale 
held recently in Chicago. In a three- 
day sale this warehouse is reputed to 
have moved $40,000 worth of knock- 
down kitchen cabinets. No delivery 
problems because people carted them 
home in the backs of their cars. Nice 
looking people, who had had a bath, 
and not a bargain-counter type usually 
encountered in polite fiction. The idea 
of taking all the stickers in the house, 
sweetening it up with a lot of hot mer- 
chandise and selling it at some other 
place than in the store seems to be 
growing. It worked in Escanaba, 


Mich., and it works in Chicago, and 
next year is going to see a lot more 
of this movement. 


Price Sheets for Everyone. Some 
Chicago distributor men are reported 
to be carrying up to nine price sheets 
on their merchandise, a different price 
for every level and type of buyer. 
Basically, the retailer who puts in the 
biggest order gets the bottom price; 
this often makes it impossible for the 
small dealer to compete with the large 
discount house. He can’t even dis- 
count in proportion and stay alive. 


Color Bar Sells on Radio. The best 
answer as to why radio sales are off 
seems to be given by a large manu- 
facturer, who said, the business is just 
catching its breath. A check of several 
types of operations reveals that one 


MANUFACTURERS WHOSE PRODUCTS SERVE BEST... of the new principles which has come 


into radio selling has been the mass 
Spocfy be id ein 


(Continued on page 28) 
WIREMAKER FOR INDUSTRY 





“THAT'S NOTHING! YOU SHOULD SEE OUR 
SECOND SET.” 
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its a NEW and DIFFERENT world wit 


... with Sensationally New and Advanced 


'ENITH 


... with Fresh and Exciting New 


LE RADIOS 


... with Genuine Full Matched Component 


ZE— HIGH FIDELIT 


Only a world leader in radionics would dare to present a line so radically different, divorced from run-of- 
the-mill thinking that keeps you marking time when you could be making money. 


New Zenith Royalty 55 Line lifts you, your business and this industry up and out of the world of $130 
TV, run-of-the-mill radios and “phony” High Fidelity. This is not a face lift. This is the big lift you need. 


Zenith is lighting off the rockets for a trip UP, to the stratosphere of selling, where the profit opportun- 


ities are great, where the trade-up customers are many. They’ll belong to the dealer who grabs this new 
Zenith line and really “rides’’ it. 


Look at it now .. . 8 pages of new profit opportunities that only Zenith could—and did—create for ’55! 























ENITH 


ROYAL “R” CHASSIS 


20,000 volts of power from the Zenith 
Royal “R” Chassis, the hardest-driving 
direct view high voltage chassis yet built 
for black-and-white television. 











ENITH 











YEARS-AHEAD STYLING 


All-new design for thrilling performance 
in the living room. Every inch of it a cut 
above the conventional. This is not experi- 
ment. This is perfection! 


Fawr 


CINEBEAM PICTURE TUBE 
WITH NEW CINE-LENS 


Rich reality with the Cinébeam picture 
tube... and every detail heightened and 
every trace of glare diminished by the 43% 
dark Ciné-Lens faceplate! 









































ENITH 


ITH 
HIGH FIDELITY TELEVISION LEY 
Zenith-built dual High Fidelity speakers that re- 


produce a range of tonal effects never even at- TOP TUNING 

tempted before with television! Sound system is 

complete with Zenith-built 342” tweeter, 10” woofer, ; ; ; 

6-watt undistorted push-pull amplifier. Phono-jack Instant automatic station selector brings 

and special controls permit using TV for fullest en- in picture and sound so automatically 

joyment of hi-fi records. perfect you don’t even bend over to in- 
spect the screen! 








FROM THE LABORATORIES OF LE BACKED BY 





TV DRAMATICALLY 
NEW AND DIFFERENT 


Royalty 55 Deluxe Series with TOP Tuning... 


features the revolutionary Zenith Model X, the greatest 


trade-up special ever introduced in the television industry 


e put it in your window, alongside any other console AND PROFIT by the extras Zenith has put into this 
set to out-perform, out-class, out-value every other 
console TV in America! If you don’t have this one in 
e pitch it right, to every console customer your store, you don’t have the best. 


® feature it on your floor, next to the other brands 





























36 YEARS OF EXPERIENCE IN RADIONICS EXCLUSIVELY 





ew and : : 
WS corer world with - 
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ZENITH LEADS THE WORLD 
IN PICTURE QUALITY WITH 


UO <(cineseaM 4NDAOW Cwe'Lens 


The plus-power tube with Ciné-Lens, the plus factor that intensifies the picture 
contrast...now in Zenith high-sales-volume table and console models! Put this 
greatest “double plus” in picture-selling to work for you. Profit, by inviting 
customers to compare Zenith’s quality. They’ll buy Zenith’s quality! 

















EVERY feature a QUALITY feature 


ZENITH ZENITH 
SPOTLITE DIAL a “FRINGE-LOCK”’ 
shows channel holds picture 


‘ 
| 


number clear across 
room. 


ZENITH 
HIGH-VOLTAGE 
Royal ‘R"’ Chassis 
—no set less than 
16,500 volts. 


ae 


rack-steady on all 
channels. 


ZENITH BUILT-IN 
VHF AND UHF 
Antenna eliminates 
need for outside 
aerial in many 
more locations. 


ZENITH ONE-KNOB TUNING 
gets picture and sound per- 
fectly together, VHF or UHF. 


Bulls-Eye Turret Tuner gets 
any 13 VHF stations... or UHF 
by the simple addition of strips 
to the tuner. Zenith pioneered 
this! 


Continuous Tuner gets all UHF 
stations present or to come with 
one continuous dial. 








ZENITH PUTS INTO ITS COMPLETE 


HIGH FIDELITY THE MATCHED COMPONENTS 
THAT SELL THE PACKAGE! 


To sell musical realism to the growing numbers of people 
interested in it, feature the real thing...Zenith High 
Fidelity. True from the turntable, all the way! Zenith 
takes out the chance of sour notes from the turntable, 
“phony sound” from the system. Zenith puts in the gen- 
uine, matched components for profit! 


HFR-15E Zenith Custom Super- 
phonic High Fidelity Table Phono- 
graph. In’ jlonde. 


HFR-15R. Zenith Custom 
Super-phonic in mahogany. 


4 


HFR-14E. The Super-phonic 


in blonde Pyroxylin. 


HFR-14. The Super-phonic 
in blue Pyroxylin. 


Zenith Cobra-Matic™ Record 
Changer with fully variable 
10-85 RPM speed regulator 
permits the most precise ad- 
justments for exact recorded 
pitch and tempo. 


Zenith's new flywheel-type 
turntable is weighted for 
steady, non-varying revolu- 
tions. Sponge rubber ridges 
cushion records, reduce slip- 
page, lint. 


Zenith Stroboscope Speed- 
ometer shows with a dot of 
light when records play at 
exact speed. Spots the turn- 
table errors that can creep 
into any machine! 


Cover-lock lid converts even 
Zenith table models into a 
sealed, true High Fidelity 
sound chamber. Consoles 
acoustically engineered for 
direct radiation and super- 
ior projection of overtones. 


Ideally matched Zenith-built 
speakers have heavier Al- 
nico 5 magnets and ‘‘con- 
cert cone’ design for great- 
er sound output per inch. 
Separate bass and treble 
controls for emphasis of 
highs and lows. 


Zenith pre-amplifier and 
amplifiers have essentially 
flat response, undistorted 
power output. Overall re- 
sponse of Super-phonic 
models, 40 to 15,000 CPS; 
console models from 30 to 
15,000 CPS. 


Zenith lightweight Cobra® 
Tone Arm has side-to-side 
floating action for closer 
tracking. Puts less weight 
and wear on record. gets 
more music off record! 


HI-FI EXTRAS! Zenith 45 
rpm spindle for convenient 
record changing; Zenith 
2-way cartridge for instant 
selection of proper stylus; 
Zenith DIAMOND cartridge 
brings you profitable needle 
replacement business. 
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HFR-16. Zenith PORTABLE 
High Fidelity Phonograph in 
durable vinyl plastic. Reelaway 
power cord winds itself in; 
leather straps and metal clamp 
to hold tone arm and changer 
when carrying; sturdy handle, 
metal feet. Light leather color. 


HFR-21R. 
In mahogany. 








HFR-20E. 
In blonde. 


Zenith High Fidelity Console Phono- 
graphs. Infinite baffle speaker enclosure; 
15-watt amplifier with 11 watts undistorted 
output; 2-way cartridge for LP's and 78's. 


HFR-1184E. In beautiful Zenith High Fidelity FM-AM Radio-Phonographs. Zenith super- 

comb grain oak and sensitive FM and Long Distance AM Radio; more than 9000 cu. in. of 

oak veneers, cane acoustically engineered cabinet enclosure with 3 sound outlets; High 

weave front. Fidelity 20-watt undistorted amplifier; 10-tube Zenith AM-FM tuner plus 
rectifier; six-position record compensator; Diamond cartridge standard 
equipment. 


HFR-1190R. In 
handsome mahogany 
veneers and solids. 


Specifications subject to 
change without notice 


_@ g Zenith “Private Phone” TV earphones let you listen without disturbing others 
Ws 
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From Zenith, your best seller, come totally new designs, packed 
with fresh tone, fresh power and features that create retail store 
excitement! It’s typical of Zenith, a world leader in quality radios, 
to present you with a meal-ticket line in its own right, not a mere 
running mate for TV. 





PUSH A BUTTON, 
GET A STATION! 


A whole new generation of customers have never 
seen anything like it. Display this one where they 
can push the buttons and sell themselves! 


WORLD’S HIGHEST QUALITY AT 
NEW LOW PRICES THAT ROCK 
THE MARKET! 


Inch for inch, here’s the greatest value in radio today! Bril- 
liant in tone and color. Built to bewitch the housewife, the 
gift buyer! 


ZENITH PACEMAKER T 9? 5* 





AC-DC TABLE RADIO only 


R509. Compact, colorful Maroon plas- 





Zenith AC-DC Table Radio with PUSH-BUTTONS on top! tic cabinet with super-powered Zenith- *Manufacturer's sug- 

R512. The Advance. Electrical push-button tuning gets 5 built Alnico 5 speaker. Volume and gested retail price, 

favorite stations, even in dark, without hunting or dialing. tuning dials on sides. Plugs in and plays os higher in For 
Push-buttons are on top so you don’t push radio off base. Beam —fills the room with music! est end South. 


of light pin-points the station you’re tuned to. Powerful Zenith 
Long Distance chassis with built-in WAVEMAGNET™® an- 
tenna. Powerful Zenith-built Alnico 5 speaker for tone of 
console quality. In glamorous colors of Maroon, Red, Green, 
Ivory plastic. Also available in same colors without push- 
button top as Model R511. 





Also in Red, Ebony, Ivory, Green, $22.95* 









FROM THE LABORATORIES OF (EMT packed 












Zenith Super AC Clock-Radio R519. 
Appliance outlet, radio alarm and timer. In 
Maroon and Ivory. 








Zenith Deluxe Clock-Radio R521. Appliance 
outlet, pilot light on both clock and radio dial, 

| dimmer control on clock dial, radio alarm. In Ebony, 
Grey, lvory, Green, Maroon. 





Specifications subject to change without notice. 






PRESENTS...FRESH, EXCITING, 








36 YEARS OF EXPERIENCE IN RADIONICS EXCLUSIVELY 


a EROS MITE ME ARBRI 


ALL-NEW RADIOS ! 


ALL NEW for ’55 
ENITH 


CLOCK RADIOS 
with dials that 


LIGHT UP AT NIGHT 


Zenith dialite does it ...adds another selling 
extra to the most beautiful line of clock- 
radios that ever opened anybody’s eyes! Bright 
new design! Beautiful tone! Work-saving auto- 
matic wonders. The difference in clock radios 
is the radio itself—and every one has Zenith 
Long Distance chassis, built-in WAVEMAG- 
NET® antenna, super powered Zenith-built 
Alnico 5 speaker! 


And that’s not all! 


Zenith backs this brand new merchandise with 
the bellwether radio and phonograph line of 
the industry! Turn the page for proof, and 
MORE PROFIT! 


Zenith Super Deluxe Clock-Radio R623. Appii- 
ance outlet, pilot light on clock dial with dimmer 
control on clock dial, alarm set, timer, radio alarm; 
added RF stage. In Ivory, Grey, Ebony, Green and 
Maroon. 








K526. The Allegro. Broad Range Tone 
Control, built-in phono-jack. 7 
Zenith-built Alnico 5 speaker 
Ivory, Ebony plastic 


a 


K725. Zenith Super-Symphony, finest 
performing table radio made. In 
Grey, Walnut, Green 





























Zenith Super Deluxe TRANS- 
OCEANIC Radio. World's only 13- 
year-proved Shortwave and Stand- 
ard Broadcast portable—now de- 
monstrably better 7 ways. Tropic- 
ally treated against humidity. L600, 
in Black Stag. L600L in genuine 
brown cowhide. 


ZENITH POWERIZED PORTABLES 


L507. Zenith Meridian 3-band 
Standard and Shortwave Portable 
Radio. In Black Stag. 


M505. Zenith New Universal, Zenith 
Standard Broadcast super-powered 
portable. Maroon, Moss Green, 


[ 


N\\\\ 


L406. Zenith Voyager, a rich-toned 
Standard and Shortwave portable 
in one. Smart, sturdy Maroon plastic. 


M403. Zenith Zenette”, mighty 
handful of radio that plays instantly, 
gets distant stations. Oyster White 






inch 
Walnut 


, ty 





R724. The Super Triumph FM-AM 
Radio. Individualized Tone Control 
On/off indicator. French Green 
Dawn Grey or Swirl Walnut plastic 
AC/DC 





- wessreress 

_seseeeSitscesseeees, 

DP esennen wri canceeresee eee 
arr 


R510. The Commodore with the rich, full 
tone-quality of big sets 
Antenna. Walnut, Grey, Ebony plastic 


ZENITH FM-AM 


Ebony plastic. 


ZENITH AC-DC TABLE RADIOS 





R615. Zenith Zephyr. Dial speaker de- 
sign, wide-angle tuning. Walnut, Ivory, 
Ebony, Dawn Grey, French Green plastic. 


TABLE RADIOS 


Wavemagnet” 





R723. The Super-Medallion FM-AM 
Radio. Built-in Wavemagnet" and 
Lite-Line antennas. Swirl Walnut 
plastic. AC/DC 


R721. The Challenger" 


plastic. AC/DC. 


~ 
i 


FM-AM 
Radio. Static-free, super-sensitive 
Zenith FM and powerful Standard 


Broadcast reception. Swirl Walnut 


Grey, Maroon, Ebony, Flame plastic. 


R515. Zenith AM Clock-Radio. ‘Dyna 
Center’ speaker. Sleep switch turns radio 
off and on automatically. Swirl Walnut, 
Ebony, Grey, Green and Ivory colors. 





AC only 





R733. Zenith FM-AM Clock-Radio 
Adds crystal-clear Zenith FM to clock 
radio utility. In Scotch Grey, Maroon, 
Ebony. 


ZENITH TABLE PHONOGRAPHS and RADIO-PHONOGRAPH COMBINATIONS 





$9012. Zenith Cobra-Matic™ Record 
Player with Stroboscope plays all 
speeds from 10 to 85 RPM for perfect 
pitch and tempo. Brush-wood cabinet 
Without Stroboscope, $9011. 


Call your Zenith Distributor today! ZENITH RADIO CORPORATION © CHICAGO 39, ILLINOIS 


$9013. Zenith Portable Cobra-Matic" 
Record Player with Stroboscope—dots 
of light show when record is playing 
at exact speed. In blue pyroxylin 
finish. 


L565. Zenith Cobra-Matic" Record 
Player with Stroboscope plus Long 
Distance AM Radio. Broad Range 
Tone Control. 7'/2-inch speaker. Ma- 
hogany-color or Blonde Pyroxylin. 


speaker. Maroon plastic. 


Specifications subject to change without notice 


R566. Zenith Cobra-Matic® 
Player plus Long Distance AM Radio. 
Broad Range Tone Control. 7'/2-inch 


Record HF-846-H. Chairside Radio-Phono- 
graph. Features FM-AM Radio, Cobra- 
Matic" Record Player, dual speakers 
and dual cartridge. In Cherry, Blonde 


and hand-rubbed Mahogany woods. 






















Order your heaters with these 


fine Honeywell Controls...» 


Have you ever thought about this? 


you sell 








automatic dryers... 


V5163 — Modulating Thermostatie Gas Valve 
Automatically keeps room temperatures at desired setting 
by modulating the flow of gas from full volume to a 
pre-set minimum flame. Built-in safety pilot provides 
100% shut-off if pilot fails. 
V5140— Modulating Thermostatic Gas Valve 
For application on manually controlled gas heaters al- 
‘2 qi e rs teady equipped with 100% safety shut-off. 
any manual gas space heater models you have in stock. 


H MINN EAP OLE S I] 
Just call your regular supplier or any of the Honeywell 
branch offices located from coast to coast. Fit ¢ 
112 OFFICES ACROSS ( uitols. 
THE NATION Ww) WE 
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V5151 — New Modusnap automatic gas valve 


Automatically combines “on-off” and modulating firing 
to provide more accurate temperature control! Prevents 
overheating in mild weather, and conserves fuel by elimi- 
nating excessive on-off firing. This new dual-action ther- 
mostat-valve, when used with the C-585 Honeywell 





Pilotstat, offers 100% safety control and manual shut-off, 
Suitable for all gases and most any type heater. 














Honeywell Controls can also be purchased separately to fit 
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-- that’s why she'll buy a 











She’s a shrewd buyer with a sharp 


if 
_ 


| 4, 





=< . insight for value. She wants an automatic 
electric range. Of course the range she'll 
buy must offer her the newest of the modern 
features, but in addition, the quality and per- 
formance of her range must be incomparable. 
She’s the customer Hotpoint engineers had in 
mind when they designed the 1954 Hotpoint 
Range Line. She’s a tailor-made prospect for 


Hotpoint dealers. 


ett he ee 


Whether her need is for a 30-inch range, 
a 39-inch range or a Hotpoint Customline 
ensemble, Hotpoint offers her faster, more 
efficient Calrod” surface units, larger-than-ever 
Super Ovens, Golden Bake and Golden Broil 
Calrod units, plus an array of exclusive fea- 
tures that will make her proud to say, “I own 
a Hotpoint.” Let your Hotpoint distributor 


show you why! 
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Hotpoint rvtomatic Electric Ran 


| 












The Hotpoint Customline Automatic Electric Range Ensemble 
—Unmatched Modern Versatility. 





The Hotpoint Super-30 De 
Luxe Lighted Pushbutton 
Automatic Electric Range — 
A Feature-Packed 30 
Inches. 


The Hotpoint Super De Luxe Lighted Pushbutton Automatic 
Electric Range—America’s Prestige Range. 





RANGES S REFRIGERATORS © DISHWASHERS ” DISPOSALLS® WATER HEATERS * FOOD FREEZERS * AUTOMATIC WASHERS * CLOTHES DRYERS + AIR CONDITIONERS + DEHUMIDIFIERS » CABINETS 


HOTPOINT CO. (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, Mlinois 
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new lightweight 
CORNER REFLECTOR 


UBF antennas! New 114-093 


piece construction; reflector 


Presenting the Installer’s Choice of 
J Light- 
weight Corner Reflector features single- 
screens 
open like a book and driven element 
snaps out—attached to mast with two 
sturdy clamps. 812 db to 12 db gain 





























chicago 50, illinois 
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antennas 


vision products. 


TELEVISION SET COUPLERS 


models; decorator-grey case. 


ISOLATING NETWORKS 


or 
— & 


te ane 
——_—. 


aM PHENOL 


AMERICAN PHENOLIC CORPORATION 





in Canada: AMPHENOL CANADA LTD. 


ASSURE 
“ the Beat 


T PERFORMANCE 


with KILLED 


accessories 


A complete AMPHENOL antenna installa- 
tion is the best assurance of top per- 
formance for any television set! For the 
quality-wise engineers of AMPHENOL de- 
sign each antenna and accessory with 
the object of better picture quality on 
every tv set! That they succeed is proved 
by the efficiency, and resulting popular- 
ity, of the AMPHENOL quality line of tele- 


With the big swing today toward the 
two set family, AMPHENOL Tele-Couplers 
are a fast-selling item for every dealer. 
With the installation of a Tele-Coupler 
only one antenna is needed for two, 
three or four tv sets! Two or Four set 


UL APPROVED LIGHTNING ARRESTORS 


Protects the set from the hazards of light- 
ning; low-loss performance also protects 
the signal strength from the antenna. 
For FM, VHF or UHF installations. Uni- 
versal type. Available with pipe-mount- 
ing strap. Sturdy phenolic body has 
excellent dielectric properties. 


The AMPHENOL Isonet couples separate 
VHF and UHF antennas to a common 
transmission line, saves the expense and 
unsightly appearance of individual lead- 
ins. Trisonet couples low-band VHF, 
high-band VHF and UHF antennas. In 
beautiful royal-blue weatherproof case. 


the Zuality Line of Abutennas 





display. The industry has copied the 
Telechron clock idea of dressing up 
the same chassis in various hues and 
designs. A check at the summer mar- 
kets revealed that bright, pastel colors 
are most effective, and that a “color 
bar” pulls the most business. 


Conversation that Clicks. A Chi- 
cago dealer with a sales crew rated as 
one of the best in the city, is using 
this pitch successfully on many items 
on which there is a particularly good 
spiff. Salesman says to the prospect: 
“This is the best on the market. Con- 
fidentially, this is the kind I have in 
my own home.” 

That “own home” comment puts 
the deal over and the salesman pockets 
$10 extra for the order. 

This particular dealer is in the heart 
of the discount district and when a 
phone call comes in and he is asked 
the price on an item, he promptly re- 
plies: ““What’s behind your question- 
what am I bidding against?” 

Once he learns what brand the cus- 
tomer is shopping around on, he gets 
a chance to put on his pitch with his 
own particular brand of appliance in 
the same field. 


Pay for Salesmen. Salesmen paid by 
the hour for being in the store is a 
new type of compensation used in 
Chicago. One dealer gives his men 
$1.25 an hour for being on the job. 
Commissions vary according to the 
items sold. In the case of one major 
brand which is being widely footballed 
in Chicago, the salesman only gets $1 
commission if he sells one. On the 
other hand, he will get a commission 
of $24 on a dryer. 


To Follow Sears? Rumor persists 
that one of the big manufacturers is 
toying with the Sears Roebuck method 
of distribution—that of going direct 
and putting stuff on the dealer’s floor, 
forcing the dealer to run certain adver- 
tising, and to have a certain sized sales 
force on the job and then taking mer- 
chandise off his hands in case it won’t 
sell. That all-the-way down organiza- 
tion is what makes Sears-Roebuck guys 
percolate and while it will be denied, 
don’t be surprised if you see this sort 
of thing being tried out with the regu- 
lar trade. 


Latest Sales Data. Kansas Gas and 
Electric Company reports on five 
months sales for 1954 shows eight 
items gaining over last year and eleven 
declining. Room coolers were up 53 
percent, clothes dryers 5, ranges 14.8, 
television 323.7, automatic washers 5, 
water heaters 17 and water pumps 
123.6. Biggest decline was in attic 
fans, a drop of 42.3 from last year. 
Refrigerators almost broke even, but 
home freezers still suffer from the food 
racket. 
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The South 





By AMASA B. WINDHAM 


Increase in refrigerator sales 
indicates business upswing .. . 
Air conditioning mess grows 
. . . Home freezers good and 
ea 


HE most significant news we can 

report this month is that refriger- 
ator sales have begun to show a steady 
climb in practically every section of 
the Southeast. The No. 1 electrical 
appliance suffered pretty heavily all 
during the first half of the year com 
pared to 1953 sales figures. 

In the Carolinas, for example, deal- 
ers were lagging at an estimated 5,000 
unit sales behind the first half of last 
vear. But the second half of 1954 
has started off with an auspicious in- 
crease in refrigerator sales in Char- 
lotte, Columbia, Raleigh and Ashe- 
ville. A bang-up “2 to 1 You'll Like 
It” (electricity over other fuel) pro- 
motional campaign launched by Caro- 
lina Power & Light Co., undoubtedly 
played a big part in the sales increase. 

Dealers on the Florida east coast, 
from Jacksonville to Key West, noted 
an upswing in refrigerator sales, also. 
After whopping business in January 
and February, sales took a sudden dip 
in the next three months, but have 
now turned upward again. In ‘Tampa, 
unit sales of refrigerators had again 
topped the 1,000 mark after ranging 
from 100 to 300 below that figure all 
during the first half of the year. 


Louisiana Sales Spotty. In New 
Orleans, the sale of refrigerators was 
about on a par with 1953, while 
other sections of Louisiana were 
slightly under last year’s figures but 
have been showing a steady month-to- 
month increase. Nashville, Birming- 
ham, Chattanooga, Knoxville and At- 
lanta also were considerably under 1953 
sales, comparatively, but observers 
in all of these cities noted a steady 
increase in sales every month since 
March and freely predicted that the 
outlook for Fall was pretty good. 
They feel that when the No. | ap- 

(Continued on page 32) 
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‘JUST A °76°° 
Cummins. 
POWER TOOLS 


ORDER 
gets you in on this 


















1” 


terrific program! 


* AT DEALER PRICES 
















YOUR STORE NAME 


wort / LISTED IN 4 FULL-COLOR 
=a | ADS TO RUN IN YOUR LOCAL 
cea NEWSPAPER—AT NO 

$s 


COST TO YOU! 












A COMPLETE PROMOTION 
PACKAGE — PREMIUMS, 
MATS, DISPLAY PIECES, 
MAILERS, BANNERS— 

All NEW—ALL FREE/ 





Big Selling Season for Indoor Shop Work, 
Christmas Gift Buying — Coming Up! 
Nothing like it—ever —in the power tools field! Imagine—dynamic 
FREE advertising with your name listed—right in your own home 
town—where it pays off big for you. Just a $76 investment, on 


which you make $45.90 profit, starts you on your way to good 
sales and profits with Cummins Power Tools. Act now! 


QUALITY PRODUCTS OF 


MANUFACTURING CO. 


5055 N. LYDELL AVE., MILWAUKEE 17, WISCONSIN 
CUMMINS IN CANADA: 334 LAUDER AVE., TORONTO 10 
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RUSH 
COUPON 
TODAY! 


Cummins Model 3052 Drill-Saw Kit, $39.95 


All-new in design and engineering. Handiest helper one could 
have around home, shop, garage. 35 pieces to drill, sand, 
saw, grind, buff, polish. Case mounts on wall or carrys to job. 
Owners MONOGRAM on case FREE at no cost or handling 
to you. Other Cummins Drill Kits from $24.95 to $49.95 


Amazing New 
MAXAW 717 


with magic® pivot 


$49.95 


Finest homeshop power saw. 
Packed with new performance 
and sales features. Builds 
everything from bookcases to 
complete houses! Never 
before retailed under $69.50 








Cummins Jig Saw and Drill Kit, Both for $47.50 


This combination works together. Drill in Kit runs Jigsaw. 
Owner can drill, sand, grind, buff, polish, and do any Jigsaw 
work of any size! Model 441 Jigsaw sells separately for $24.95, 
Model 3031 Kit, $24.95 


7-Power Tool 
Home Workshop 
$79.95 


Commins do-it Shop builds 
all kinds of fine home fur- 
nishings, helps remodel, 
make repairs. Combines the 
7 most wanted power tools 
into one 20 pound unit. 
Sells complete at this price 
with no extras to buy. 
Highly praised by owners! 


(do-it 





i John Oster Manufacturing Co., Dept. CPT 
{ 5055 N. Lydell Ave., Milwaukee 17, Wis. 


Gentlemen: Please rush me complete details on the Cummins 
PowerTools Program,and name of the nearest Cummins jobber. 


a7 
7 
z 
§ 
a 
; Name : ion 
a Address 4 
4 i 
i § 








City t  , pea Eee 
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ONLY UNIVERSAL 


GIVES YOU A COMPLETE LINE 
OF AUTOMATIC COFFEEMAKERS 





ONLY THE GENUINE UNIVERSAL 
\ CARRIES THIS DESIGN... 
YOUR ASSURANCE OF QUALITY CRAFTSMANSHIP 
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SELL °EM ALL with Universal . . . the only automatic 
coffeemaker line that answers every request for size and price. 
Do away with costly mixed inventories, know just one set of 
super features, make more sales . . . make easier sales with the 


coffeemaker line that has everything! . .. UNIVERSAL. 
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Grills or Fries 


\ Fricassees 


. Stews or 


A vigorous shot in the arm 
for your holiday sales! 


<A 


Combines all the uses 
of an oven, roaster, skillet, 


A natural! A knockout! Your cus- 
tomers will wonder how they ever 
lived without it! Bakes pies, cakes, 
rolls, potatoes, beans! Roasts meats! 
Fries chicken! Cooks stews, fricas- 
sees, Swiss steak, spaghetti, omelets, 
fruit, vegetables—and plenty 
of ’em, with a capacity of better 
than 4 quarts! Take out the 2'4’- 
deep aluminum insert pan, open 
both sides of the Cook-All flat, and 
there’s 190 sq. in. of cooking area 
for hamburgers, steaks, chops, ba- 


Electric Housewares Division 


grill, sauce pan, chafing dish! 


con and eggs, pancakes, or toasted 
sandwiches! 


Accurate heat, 150° to 500° 


Temperature is accurately con- 
trolled from 150° to 500°, with a 
red signal light to show when 
desired heat is reached. Serves per- 
fectly as a chafing dish for buffet 
parties, with heat turned low. Plugs 
in anywhere—kitchen, porch or 
patio. Recipe book included. A 


wonderful gift item! $99” 


complete 


Arvin INDUSTRIES, INC., COLUMBUS, INDIANA 


AWwviMn LECTRIC COOK 


Grills! Fries! Toasts! Bakes Waffles! 


The original and still America’s top- 
selling combination grill and automatic 
waffler! Cooking area equals 3 ten-inch 
skillets. Plenty big for 16 hamburgers, 
8 pancakes, bacon and eggs for a family! 


Converts in seconds to a fully auto- 
matic waffier with heat control and 
signal light, making 4 king-size waffles. 
A proved favorite with gift shoppers! 
Pre-seasoned waffle grids included. 


ne 


4 am! 
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pliance starts moving toward the 
higher sales brackets again, any re- 
cession or business lag we've had is 
just about over. 

Laundry equipment also joined the 
increase in sales. An excellent job is 
being done particularly in automatic 
washers. Knoxville dealers are mov- 
ing approximately 40 percent more 
automatics than they did last vear; 
Miami and Jacksonville estimate a 
20 percent increase in automatics, and 
Birmingham, New Orleans and At- 
lanta are at least on a par with 1953 
sales figures. 


Southwest Not So Good. Only in 
the Southwest was there a serious de- 
cline in automatic washing machine 
sales. Purchases of this item in Hous- 
ton and San Antonio were down an 
estimated 15 to 20 percent from last 
year, and a Dallas contact simply de- 
clared, ““They’re way off.” Miserable 
weather, with temperatures up to 110 
degrees was blamed for the buying 
slump. In fact, sales declined across 
the board in most of Texas, and even 
the Houston area, which has hereto- 
fore been one of the steadiest in the 
nation, suffered along with the rest 
of the state. 

The air-conditioning business is < 
crazy hodge-podge, with all existing 
sales records tumbling daily and few 
dealers anywhere, paradoxically, mak- 
ing a comfortable profit at it. One 
big dealer in Memphis last week told 
this reporter: “On air-conditioning, 
I’ve just forgotten the word ‘retail.’ 
I'he thing to do is buy at wholesale 
and sell for all you get above that.” 

The mess began in late May and 
early June while it was still unseason- 
ably cool. Dealers with loaded ware- 
houses got a little panicky at the 
thought of being stuck with surplus 
units and having to carry them over 
the winter. Price-cutting set in on 
such an enormous scale that it was 
fantastic, and today we have the spec- 
tacle of the biggest air-conditioning 
sales boom running on the smallest 
margin of profit in history. Since the 
last week in June sales have been 
enormous everywhere and_ probably 
will forge ahead of 1953 when the 
counting up is done. 


Radio Sales Still Down. Elsewhere 
in this issue will be found a complete 
report on television in the South, with 
further comment unnecessary. Radio 
sales are off generally in almost all of 
the South and few observers expect 
them to pick up until the fall, when 
football and the gift season come to 
the rescue. 

Electric water heater sales were run 
ning an up-and-down course—up at 
a terrific figure in Miami and most 
other Florida cities (about 45 per- 
cent); up considerably in Charlotte 
(15 percent); about even in Birming- 
ham and Atlanta, and down from 
“slightly” (Memphis) to ‘‘consider- 
ably” (Houston and Dallas). 
(Continued on page 38) 
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NEW @ MO 








Model M-1090 
Seal $15.95* 


@ More beautiful than ever 
@ New Plastic Bubble Fixtures 
@ New easy to install Portables 
@ The Effective Sales Approach 
of “Inspiration-Lighting’’t 
@ All Out Promotion 
@ Pricing That Assures Big Volume 





t(a combination of g |, localized and accent lighting) 


A new high in Sales Appeal 
and Sales Promotion... 





DECORATOR FIXTURES 





4) ‘The new Moe Light Decorator line is loaded with 


sell. It’s the one line that blankets all the wants of 
the big mass market. There’s a style to suit every 
taste, a variety to meet every need, a price to fit 
every budget. It’s a tremendous opportunity for 
Fall selling. 


Millions will read about them and want them 








MOE LIGHT, Fort Atkinson, Wisc., Dept. EM-954 


Gentlemen: I am enclosing 10¢. Please send me folder 241 
showing the complete line of Moe Light Decorator Fixtures. 


a 
Address____ seasnllaainaecaaaiel 
a 
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Over 19,000,000 consumers will see Moe Light fixtures 
prominently featured in the impressive SATURDAY 
EVENING POST “Showhouse” promotion—a hard hit- 
ting, full color, two page spread. 

In addition, over 35 million people will see a host of 
Moe Light ads in such purchase influencing publica- 
tions as LIFE, HOUSE AND GARDEN, BETTER 
HOMES AND GARDENS, HOUSE BEAUTIFUL, 
and others. You can be assured of increased demand, 
easier sales and bigger profits. 

*Prices slightly higher Denver and west 


Get set for BIG fall sales... 
MOE LIGHT, Fort Atkinson, Wisconsin 


(DIVISION OF THOMAS INDUSTRIES, INC.) 


Plants at Fort Atkinson and Sheboygan, Wisconsin, Princeton, Kentucky 
and Los Angeles, California Originators of Inspiration-Lighting 





NEW STUDY IN 33 NEIGHBORHOODS WHERE 


FAMILY CIRCLE 
BY OVER TWICE AS 


AS ANY LEADING SUBSCRIPTION 





TWICE 


as many households as Ladies’ Home Journal 


TWO AND ONE HALF 


times as many households as McCall’s 


TWO AND ONE HALF 


times as many households as Woman’s Home Companion 


THREE 


times as many households as Good Housekeeping 








4,000,000 FAMILIES BUY FAMILY 
CIRCLE IN THE 7,750 SUPERMARKETS 
OF THESE 14 LEADING CHAINS IN ALL 

48 STATES AND CANADA 


SAFEWAY * KROGER * AMERICAN * FIRST NATIONAL * JEWEL - 
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FAMILY CIRCLE MAGAZINE IS SOLD SHOWS 








BOUGHT AND READ 
AAT OwoLHeLDS 


TYPE WOMEN’S MAGAZINE 
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More readers in your neighborhood mean more sales for you! 


And Family Circle readers are the customers you want because they TURN moe 

buy Family Circle at supermarkets—the “next door” location preferred 

by appliance dealers 20 to 1 over any other! TO FIND OUT 
Those manufacturers who know the importance of close-in local retail HOW TO CASH iN 






support advertise regularly in Family Circle. Their advertisements porag m 

in Piel Circle put you“right next door’ to the supermarket. ON FAMILY CIRCLE'S n ae a es 
Cash in by putting up free “‘As Advertised in Family Circle’ ad display ; 

cards—to pull in local supermarket-customer traffic. You’re 

welcome to them—over 3,400 have been ordered in recent months. 
Just mail order-blank on the next page for easel-backed 

displays of advertisements in the current Family Circle— 

fastest growing of the top ten magazines! 


WINN & LOVETT * GRAND UNION * BOHACK » RED OWL + ALBERS * WEINGARTEN * DIXIE HOME ¢ BUTT + H.G. HILL 
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WHIRLPOOL 


“When women are married, 
have children, and go down 
to the nearest shopping center 
two or three times every 
week, they are top prospects 
for almost any household 
product you can name. These 
are the women—hundreds of 
them in the individual 
dealer’s territory, millions of 
them nationally —who read 
Family Circle. They'll 
see this compelling ad in the 
October issue, and reminder 
reprints of it in their local 
Whirlpool dealer’s window.” 
L.W. Howard, 
Merchandising Manager 


FREE 





MAGIC CHEF 
Magic Chef knows that the best 
sales prospects for its dealers 
are supermarketing housewives 
and their families. With two 
advertisements (one shown here) 
in October Family Circle, 

Magic Chef reaches an 

audience of 4,000,000 
supermarket-shopping 
families—no wasted circulation 
among people who don’t 

prepare their own meals. 

Family Circle readers have 

big families, need every 

kind of labor-saving appliance 

to make homemaking easier. 





DISPLAY CARDS 
FOR COUNTERS 


@ AND WINDOWS 


UNIVERSAL 


When it comes to homemaking, 
Family Circle’s 4,000,000 
family-shoppers are experts. 
And they’re experts, too, at 
selecting the appliances that 
will help them doa job 

more quickly and efficiently. 
Appliance advertisers like 
Landers, Frary & Clark know 
that these women are an 
important market for their 
products and schedule 
sales-building ads like this 
one featuring the Universal 
Coffeematic in October 
Family Circle Magazine. 


4,000,000 family-buyers, in the market for home and family appliances, 
buy Family Circle at supermarkets of 14 leading chains 
doing 40% of U.S. chain grocery volume! 
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(C] West Bend Flavo-matic............. — 
(CJ Hamilton Beach Mixette............- 
(C) Wedgewood Range............... —— . 


(_] Western-Holly Range... ..... 


(American Gas Associatio 
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WEST BEND 


West Bend features this 
Flavo-matic in the October 
issue of Family Circle. 
Family Circle’s 4,000,000 
housewives have home 

as their primary interest. 
They’re women who 

want the very best in home 
appliances...and appliance 
advertising in Family 
Circle sparks their brand 
decisions. It’s Family Circle 
advertised brands they will 
be looking for when shopping 
at neighborhood appliance 
stores all across the country. 


CANADIAN 











NORTHWEST 


SAFEWAY 
CALIFORNIA” J] ~ 


WINN & LOVETT 
Vv 


ELECTRICAL 





r\ 
FIRST NATIONAL 
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oO UST FILL IN AND MAIL COUPONEEE EG @ @ =i 


Merchandising Dept., Family Circle, 25 West 45th St., New York 36, N. Y. 


Please send me the free display cards checked 
at left, featuring appliance advertisers 
from the October issue of Family Circle. 











{l\ixett ¢ 
WAMILTON BEACH 
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WHIRLPOOL JOINS 
THE FAMILY CIRCLE 


Every month new appliance adver- 
tisers cash in on the buying power 
of Family Circle's 4,000,000 family- 
shoppers, all in the market for 
modern, work-saving appliances. In 
October, Whirlpool Corporation 
joins Family Circle with a full-page 
advertisement in all editions. In 
Family Circle, appliance advertisers 
are in the market to sell! 








HAMILTON BEACH 
With this ad in October 

Family Circle Magazine, 
Hamilton Beach shows 
4,000,000 housewives how 

to make cooking easier 

with the Mixette. Family Circle 
readers, with their seven- 
days-a-week job of preparing 
bigger and better meals for 
their families, can’t help but 

be interested in this and 

the other work-saving 
appliances they see advertised 
in the magazine every month. 
These housewives are top 
customers for home equipment! 


MA G A 
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APPLIANCE ADVERTISERS USING 
SECTIONAL EDITIONS OF OCTOBER 
FAMILY CIRCLE MAGAZINE 


AMERICAN GAS ASSOCIATION 
American Gas Association 
advertises the Western-Holly 
Range in Family Circle 
editions sold in all Safeway 
stores in California, Northwest 
and Mountain regions. 


RHEEM MFG. CO. 


Rheem Mfg. Co. advertises 
Wedgewood Ranges in Family 
Circle’s California edition. 







@ 


LOS ANGELES 
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profit 
by PARAGON 


ev pacace™ 


RINGS THE BELL with a terrific, new offer! 


Paragon's “Elec-trivet Profit Sampler” offer gives you the biggest gift 
profit opportunity of 1954! It’s specially designed to help you sell more 
Elec-trivets and increase your profits. What’s more, it gives you sam- 
ples of the whole fast-selling Elec-trivet line. 

Here’s what your sampler contains. (A) One each of three Elec- 
trivet models in individual, eye-catching gold-foil boxes. (B) One 
“Elec-trivet Coffee Service” (one Elec-trivet and matching 8-cup carafe) 
packed in an attractive carton. Sampler also includes shopper-stopper 
window card, catalog pages, envelope stuffers . . . everything you need 
to sell. And remember . . . each style Elec-trivet — and the special 
Elec-trivet Coffee Service . . . is available separately. All are terrific 
gift items. Order from your distributor now! 


RINGS THE BELL with 2Q% extra profit! 


Here’s how it works... 
BUY 


3 Elec-trivets by Paragon, 1 each of three buy-appealing designs 
— retail valve $4.95 each - - - - - - - - $14.85 
1 “‘Elec-trivet Coffee Service’’ a beautiful 8-cup carafe, gift 





pocked with | extra Elec-trivet — retail value - $ 7.95 
Total retail value - - - $22.80 

Your SPECIAL ELEC-TRIVET SAMPLER PrRICE- - - $13.68 

Your normal profit (less than standard package) - - $7.60 

Your SPECIAL ELEC-TRIVET SAMPLER PROFIT - - §$ 9.12 


1638 Twelfth Street ° Two Rivers, Wisconsin 
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Home freezer sales showed a gain 
in several Carolina cities and a healthy 
increase in mid-Tennessee (Nashville, 
Knoxville and Chattanooga all up), 
but were slightly behind last year’s 
sales in Florida, in Mississippi and in 
most Louisiana cities outside of New 
Orleans. 


Utility Roundup. There were va- 
ried and continued promotions by the 
utilities which helped dealers a lot. 
New Orleans Public Service, Inc., was 
a big factor in boosting sales of home 
freezers in that city. A two-month 
“Treasure Hunt” promotion guided 
by Ed Avegno, of NOPSI, added 
about 1,000 extra sales to the dealers’ 
volume. 

Up in Raleigh, N. C., Tom Smiley 
launched his “2 to 1 You'll Like It” 
campaign, mentioned earlier, and had 
TV stations in Asheville, Raleigh and 
Wilmington hitting hard on the 
theme. Henry Keele, of Florida 
Power & Light Co., set off a $4,500,- 
000 television and radio campaign 
with a theme of “Pleasure for Pen- 
nies.” The three-month promotion, 
begun July 15, was already showing 
plenty of results. 

Gulf States Utilities and Louisiana 
Power & Light Co., concentrated on 
helping dealers move ranges, water 
heaters, air-conditioners and freezers. 
Local electric power boards at Nash- 
ville and Chattanooga followed up 
recent electric show exhibits with spe- 
cial advertising and promotional mail- 
ings, radio and television programs 
and increased newspaper displays. Big 
merchandising utilities such as Georgia 
Power Co., and Alabama Power Co., 
lent a hand to dealers through home 
economists and special personnel. 


The Far West 








by HOWARD J. EMERSON 
TS | 


Optimism at the market... 
association membership con- 
tinues to grow . . . ranges 
lead the way 


FOR the good of the Far West ap- 
pliance-T'V business in the com- 
ing season, it is well that Summer 
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Market Week in San Francisco was 
not a consumer buying activity. At- 
tendance during July 19-23 compared 
to that expected by the cellar team in 
a Class D league. However, no ob- 
server fresh from the field would con- 
sider the low market week attendance 
as a barometer of present or future 
business. Precluding any chance of 
the Summer Market reaching the 
standing-room-only traffic of the im- 
mediate post-war years has been the 
gradual drifting away of several major 
distributors to locations in or adjacent 
to their warehouses, plus the competi- 
tion between many distributors to get 
in their showings earlier in the sum- 
mer while the dealers still have some 
“open to buy.” 


Dealers Call the Turn. The dealers 
—from the eleven western states, 
Hawaii, Alaska and Canada—who did 
visit Summer Market, however, were 
mostly “top” dealers, those stable 
and experienced merchants who set 
the pace for the industry and whose 
views are respected, Interviews with 
many of those dealers brought forth 
definitely optimistic views of appli- 
ance-tv business for the fall and win- 
ter. Looking into the coming season, 
these dealers see: 

1. Little, if any increase in the 
number of discount houses in the 
larger market areas of the Far West. 
While they see no immediate let-up 
in discount buying, they believe that 
in some areas intense competition be- 
tween discount houses will strain the 
profit structure of those operations. 
In Los Angeles there is indication that 
among the discount houses the big are 
getting bigger and the small are get- 
ting shaky. 

2. Some increase in the number of 
dealers “going discount” in the larger 
market areas, particularly dealers with 
the “less accepted” brands. Causing 
this will be, the dealers say, the pro- 
motional activity of competing deal- 
ers with top name brands and the 
promotional activity of the larger dis- 
count houses. 

3. A much cleaner picture in the 
rural and suburban areas, with little 
if any additional swinging to discount- 
ing by neighborhood and small town 
dealers. One reason is that policing of 
dealers by distributors in the smaller 
market areas is on the _ increase 
throughout most of the Far West- 
one San Francisco distributor whose 
major appliance line is in every dis- 
count house in the Bay Area, is oper- 
ating 60 and more miles away with a 
tight franchise policy so well policed 
that a dealer is scared to advertise a 
flat trade. 

4. A continuance of hand-to-mouth 
buying by most dealers, except on pro- 
motional items. Behind the dealers’ 
thinking this fall: faster turnover in- 
stead of large volume is proving to be 
the most profitable way to operate; 
flooring charges can take what little 
profit the dealer has left at the prices 
he is forced to meet; dealers don’t 
want to be stuck with stock when dis- 

(Continued on opposite page) 
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tributors offer special deals; they are 
finding they can get end column 
prices without quantity purchases. 

5. The “year of the promotion” 
seems at long last to be in the offing. 
It has been coming for some time. 
Reasons for guessing this is the year: 
dealers at Summer Market report great 
increase and remarkable success of 
utility and association promotions dur- 
ing last year; those who work with one 
eye on success of discount houses feel 
store promotions are one of few com- 
petitive tools left for the legitimate 
dealer; insiders know that many manu- 
facturers are using Far West as testing 
ground for promotion ideas, putting 
more money and experienced person- 
nel into the tests than will be used 
when promotion is streamlined for 
nationwide use. 


The TV Picture. A pleasure to an- 
nounce two new tv stations without 
having to report caravans of suede 
shoe operators moving in to make a 
killing. Sept. brings to Northern 
California a powerful signal on Ch. 13 
from atop 4,000-ft. Mt. Diablo with 
studios in Stockton. It’s another ven- 
ture by TV maker Les Hoffman. 
San Francisco’s KQED is now hitting 
educational Ch. 9 with two short, but 
erudite evenings a week. Both sta- 
tions seen as boon to set owners, 
blow to UHF. 

California’s still in 2nd place in 
both TV and radio set sales, says 
RETMA. From Denver, RMEL’s 
Ralph Hubbard reports that Colorado 
has 227,822 sets in homes as area goes 
into 3rd year of TV. Survey of set 
owners in Los Angeles signal area by 
Tele-Census shows 7.5 percent of 
them have two sets, and 86.7 per- 
cent don’t expect to buy a color TV 
at reasonable price for at least two 
years. There, 21-in. sets are selling 
4 to 1 over 17-in., and 12 to 1 over 
24-in. Five color sets were sold in July. 

Fresno, Calif., site of one of na- 
tion’s most bitter and prolonged TV 
price wars, has gone over 50 percent 
saturation in first year of TV recep- 
tion. Says one dealer there, “. . . 50 
percent saturation at 50 cent profit.” 
Many of the established appliance- 
radio dealers there have closed out 
TV. One of the first cities to see an 
FM station go off the air, San Diego, 
becomes one of the few these days to 
have a new one come on—KSON-FM 
aims for the hi-fi audience with 11,000 
watts of power. In that city, an edu- 
cational campaign designed to “dig- 
nify and stabilize” ‘TV service business 
is underway through cooperation of 
Bureau of Home Appliances, the Bet- 
ter Business Bureau, and the local 
TV stations. Spot announcements 
asking public to patronize firms who 
have adopted BBB code are supple- 
mented by a weekly, Sunday PM one- 
half hour show moderated by public 
school experts and featuring a panel of 
dealers and servicemen discussing ‘TV 
service. 


Here, and There. Association mem- 
bership continues to grow at an unpre- 
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cedented rate. San Francisco-Oak- 
land’s new but active NARDA took in 
blocks of previously organized ‘T'V- 
radio dealers. Same way in Sacra- 
mento where 20 members of radio-T'V 
organization became members of Sacto 
Valley Elec. League. The Los Angeles 
Electric League took in 57 new mem- 
bers during first 5 months of year. 
Spokane league now has nearly 300 
members in the Inland Empire. 

Dealer association in Phoenix, Ariz., 
area brought four nights of free base- 
ball as traffic builder and boost to local 
team; 50,000 seats were purchased by 
the association and re-sold to dealers 
at $25 for 500 tickets and less for 
larger lots. Dealer stores were only 
source of tickets, and all were listed in 
five large display advertisements in 
newspapers. ‘Tickets contained stub 
for nightly drawing for merchandise 
prizes. Nearby Tucson dealer associa- 
tion rapidly growing in strength and 
activity, now has weekly radio program 
using interviews with local chefs to 
get attention of appliance buying 
women. That group recently petitioned 
phone company for reduction in super- 
fluous listings applying to the appli- 
ance industry. 

Dealers who “follow the highlines” 
are in for some real scenery. Arizona 
Public Service has a contract to run 
power into Grand Canyon rim area. 
Hotels there have been powered by 
Santa Fe RR equipment since a 
Harvey girl blew the first fuse. 

The dishwasher came into its own 
in northern California last month as 
PG&E separated it from full kitchen 
promotion for a separate campaign 
featuring newspaper copy in all mar- 
ket areas served by the utility. Dealers 
were offered display space in all 
PG&E offices. Same time, dishwash- 
ers and disposers were getting special 
promotion in newspaper advertise- 
ments of San Diego’s Bureau of Home 
Appliances. 

Electric ranges are much in the 
news out here, in spite of active gas 
campaigns. The Sacramento Valley 
Electric League’s annual “I want an 
electric range” contest drew 5,148 
contestants for the 15 free ranges, 
compared to 3,200 entries last year. 
Local dealers now have these names 
in prospect files. One dealer sold 46 
ranges in following up 1953 entries. 
More than 400 old stoves were traded 
in on new ranges in British Columbia 
Electric's annual program during 
which the utility pays the dealer for 
old ranges as they are scrapped. 
League promotion in the area of 
Washington Water Power boosted 
electric range sales to 2445 units for 
the three month period. The first 
month of the extra trade-in allow- 
ance program in the Ogden, Utah, 
area sent one month’s range sales to 
205 units. Similar programs by Utah 
Power & Light have resulted in that 
area boasting average home consump- 
tion of electricity at 46 percent above 
national average. In San Francisco, 
electric ranges are one of three appli- 
ances showing a 1954 gain in sales 
over 1953. End 
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PARAGON 


de-frost-it 


RINGS THE BELL with a proven sales appeal! 


Over 2,000,000 users prove that Paragon “de-frost-it’’ ends messy de- 
frosting forever . . . gives new life to older refrigerators. Yes . 
“de-frost-it” gives your customers today’s most wanted feature . 


automatic defrosting. Refrigerator runs less . . . stays colder .. . and 
keeps foods fresh longer. And a “de-frost-it’ is so easy to install, your 
customer can do it. Simply plug it in — set it, like a clock — and 


forget it. And here’s another important feature...  de-frost-it” 90 
only the Paragon “de-frost-it 90” comes equipped with » $995 
safe refrigerator cord that fits all refrigerators. a 3 


Also available ‘‘de-frost-it'’ 80—$7.95 retail 


Right now . . . there’s a giant array of 
merchandising aids ready to help you 
build store traffic and increase sales. 
Just look at this line-up! National ads, 
ad mats for your local papers, counter 
display, ‘““Sales-Maker” carton, stuffers 
—everything you need to sell! Use them 
... they’ll help you create more sales and 
bigger profits with Paragon “de-frost-it.” 
See your distributor or write: 


PARAGON ELECTRIC COMPANY 


1638 Twelfth Street 





Two Rivers, Wisconsin 
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KLIXON Motor Protectors 
Save Many Headaches Says Large 
New Jersey Motor Rebuilder 


TRENTON, NEW JERSEY: George R. Lockwood, Presi- 
dent of Lockwood’s Electric Motor Service, Inc., one of the 
largest and best equipped motor shops in the Trenton area, 
and representatives of several large motor manufacturers, 


recommends KLIXON Protectors for motors. He says: 


“We find Klixon Protectors save us a lot of headaches on 
come-backs and enable us to give our customers guaran- 
teed service on motor repairs. We recommend Klixon 
Protectors highly.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 





— outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 

ps you well to ask for equipment with 

eset KLIXON Protectors. 





METALS & CONTROLS CORPORATION 
SPENCER THERMOSTAT DIVISION 
2509 FOREST STREET, ATTLEBORO, MASS. 
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A Utility Objects... 
Dear Mr. Emerson: 


We have read your article in the 
June issue of ELecrricaL MERCHAN- 
DISING, entitled “I Failed as a Dis- 
counter.” This story on Carl Hag- 
strom’s experience is most interesting 
and will, undoubtedly, have the effect 
of deterring some other dealers from 
pursuing a similar course. 

We have had great confidence in 
the reporting of ELecrricat MERcuH- 
ANDISING. ‘Iherefore, we were quite 
surprised to see in the Hagstrom ar- 
ticle the following statement, which is 
not in accordance with the facts: 

“What hurt was the existence of 
facilities within the utility that en- 
abled an employee to buy at little if 
any above dealer cost most of the ap- 
pliances and television distributed in 
the area.” 

About five years ago our company 
abandoned direct merchandising, large- 
ly because of requests from retail 
dealers that we do so. At the same 
time we abandoned the sale of appli- 
ances to our employees. In contrast 
with this, many other utilities—some 
in California—continue to sell appli 
ances direct to their employees. 

We do, however, occasionally pass 
on to our employees offers made by 
appliance distributors, permitting our 
employees to buy certain appliances at 
less than the list price, for a limited 
time only. Such offers are usually on 
low saturation items, such as roasters, 
bed coverings, floor polishers, etc. The 
purpose of making such offers is to 
stimulate public acceptance of these 
low saturation items, through the rec- 
ommendations of utility employee 
users, which in turn creates a larger 
volume of business for the retailers. 

One of the requirements which we 
make of distributors when such offers 
are made is that they have the approval 
of the distributor’s dealers. 

Following is a list of all such offers 
which have been made recently: 

September 1 to October 31, 1953— 
Electric Roasters. 

November 1 to November 30, 1953 
Clothes Dryers. 

November 1 to December 31, 1953 
CLM Lamps and Bed Coverings. 

May 1 to June 30, 1954—Floor 
Polishers. 

As you can see, all of these are low 
saturation items and much different 
from “most of the appliances and 
television distributed in the area.” 

However, it is possible that Mr. 
Hagstrom had this activity in mind 
when he was talking to you. 

We trust that you will find the op 
portunity to correct the statement re 
ferred to above. 

Kindest personal regards. 

O. R. Doerr 

Vice-President in Charge of Sales 
Pacific Gas and Electric Co., 
245 Market St., 

San Francisco 6, Calif. 
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The Wiring Problem 


To The Editor: 
In the July 26 issue of “News 
Week” appeared the following item: 


PLAN AND PREJUDICE 


“The United States is now an eight- 
cylinder nation with four-cylinder 
roads. There are no less than 55 mil- 
lion cars and trucks in the U. S. to- 
day, crammed into a road system built 
for 35 million. Every year, the cars 
and trucks keep getting bigger, heavier, 
and more powerful; yet, the U. S. will 
lay hardly a square foot more road sur- 
face in 1954 than it did in the ’30’s. 
It wasn’t laying nearly enough then, 
since the demand now is for four-lane 
highways, not two, a square foot of 
road today goes only half as far. 
“Trafic accidents will kill 40,000 
Americans this year and injure 1.35 
million, and they will clog the courts 
with civil suits. ‘Traffic jams will waste 
billions of man-hours. The road sys 
tem is strangling the nation, physi 
cally and economically.” 

As I read it I thought I would 
paraphrase it. 

Here is the paraphrase: 

“The United States is now a 100 
ampere nation with 30 ampere elec- 
trical highways. There are no less than 
30,000,000 homes today which are 
looking forward to electrical living 
which can’t be accommodated on 
present entrances. Every year the re- 
quirements in the home for electrical 
use keep getting bigger, heavier and 
more powerful and yet, many homes 
being built today are making no more 
provision for this increased load than 
was the case in the ’30’s. The number 
of houses that were being wired as 
recently as 10 years ago for 3-wire, 
100 amps. service wasn’t anywhere 
near enough to support the productive 
capacity of appliances available today. 
“Fuses continue to blow—appliances 
operate at low efficiency—and voltages 
become inadequate to clear the traffic 
jam on the existing roads. In the elec 
trical industry the electrical highways 
in homes are denying electrical living 
to millions of families and strangling 
the nation’s electrical development 
physically and economically.” 

You can see it is almost a direct 
copy from “News Week” and the 
parallel is most striking. 

J. R. Poteat, General Manager 
Range & Water Heater Dept 
General Electric Company 
Louisville 2, Kentucky. 


TV in Cuba... 


To The Editor: 

In reading the June issue of ExrEc- 
TRICAL MERCHANDISING, particularly 
the article entitled “In Cuba TV 

(Continued on page 50) 
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mood. Mother sells father an 


idea when he’s in a good mood. A 
salesman makes a sale when the pros- 
pect is most receptive. And appliance 


advertising does best where it is most 


welcomed. No wonder The Saturday 


Evening Post is such a great producer. 
lts readers spend more time with it, 


return to it more often, and have more 


in the advertising it 
carries. It gets to the 


heart of America. 
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Hallicrafters King Size 


Advertising Gives You 
King Size Sales... King Size Profits! 


Hallicrafters big space, big time adver- 


tising promotion for Fall has already 


gone 
to press. 


And that press located in the 
newspaper right in your own community will 
keep on rolling out hard-selling, impres- 
sion-building ads every week for the re- 


mainder of the year. These ads featuring 


Hallicrafters sensational King Size Tele- 
vision and other new products are there 
for two reasons: to tell your customers 
2 . . . to sell for you 

— 
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What’s new in the Hallicrafters picture? The 














All prices slightly high 





The story board tells all! 
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o the Employee Relations Director 


of every American company 


LET’S FACE IT. . . the threat of war and 
the atom bomb has become a real part 
of our life—and will be with us for 
years. Fires, tornadoes and ‘other dis- 
asters, too, may strike without warning. 
The very lives of your employees 
are at stake. Yours is a grave responsi- 
bility. Consider what may happen. 
When the emergency comes, every- 
body’s going to need help at the same 
time. It may be hours before outside 
aid reaches you. The best chance of 
survival for your workers—and the 
fastest way to get back into production 
—is to know what to do and be ready 
to do it. To be unprepared is to gamble 
with human lives. Disaster may hap- 
pen TOMORROW. Insist that these 
simple precautions are taken TODAY: 
Call your local Civil Defense Direc- 
tor. He'll help you set up a plan for 
your offices and plant—a plan that’s 
safer, because it’s entirely integrated 


with community Civil Defense action. 


Check contents and locations of 
first-aid kits. Be sure they’re ade- 
quate and up to date. Here again, your 
CD Director can help—with advice on 
supplies needed for injuries due to 
blast, radiation, etc. 


Encourage personnel to attend Red 
Cross First Aid Training Courses. 


Encourage your staff and your com- 
munity to have their homes prepared. 
Run ads in your plant paper, in local 
newspapers, over TV and radio, on 
bulletin boards. Your CD Director can 
show you ads that you can sponsor 
locally. Set the standard of prepared- 
ness in your plant city. There’s no 
better way of building prestige and 
good employee relations—and no 
greater way of helping America. 


Act now... check off these four simple 


points ... before it’s too late. 
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Get your name liste 




























Here's a new conception of the hath scale. with 
everything you want in a sale inrorperaied in a cane 

af jewel-like beauty. The platform. in nibted colors, ix 
mar-preof Vinylite—the tram. silvery and golden 
metals. Seek. slim and beautiful, with a broad dial 

to make reading your weight ¢asy. and the 

famous Borg mechaniam to tell your exact 

wright always... . 4 conversation piece. 

and the gift for any occasion. 


No other scale ix made like o EZ C)> FR 
Nicene Ce: cctiatiintinn. sie §. whee =. ay Cima 





Cobewe: Jot Whack, Cloned W bite 
Sky flan, Sun Yetlow, Dawe Pik, See Green 


Horo nnent b- Kayamend few > Cone ruins 


1S Prone Prams £7 08 ond Pocesan Posen 





You can sell the Borg “Flight” scale in volume this fall—at 
$15.00* list (East of Denver)—if you act now to be listed in 
Borg’s ““THIS WEEK” ad and promote this big-profit scale 
during the Christmas season. 


Here’s the plan: The ad shown appears 
Nov. 28 as a full-color page in This Week 
Magazine distributed by 34 top-circula- 
tion newspapers, reaching 10,899,759 














families. 

Note the column for dealers’ names. 
Your name can be listed here in your 
local newspaper carrying This 
Week, if your order for the new 
Flight 6-scale deal (including 
colorful new display unit) is 
received prior to Oct. 1. 


Your wholesale salesman 
has full details. 


Me See t 






he Flight” 
: =] 500" 


at these stores: 





to be listed 
alphabetically 


by state. 


store 


name 


CHRISTMAS 
AD 


Get aboard this profit-maker! 
Borg’s “Flight” sales have opened everyone’s eyes. At $15.00* 
list (East of Denver) the “Flight” is selling nearly unit for 
unit with low-priced scales, in many stores! 

Dealers now know that there is no price ceiling on bath- 
room scales—and that no store is too small to sell this “super- 
scale” in volume! 

At $15.00*, the “Flight” pays you nearly DOUBLE THE 
PROFIT PER SALE of many scales. 


os ‘ ‘ 
Prove it in your store, this Christmas season 

Let Borg’s heavy advertising behind this higher-priced scale 
make money for you. Order the “Flight” deal now, in time to 
be listed as a dealer in this powerful color page appearing in 
THIS WEEK Magazine Nov. 28. 

Contact your wholesaler now — or drop us a postcard naming 
your wholesaler and saying “I want in,” and we'll arrange the 
details. The Borg-Erickson Corp., 1133 N. Kilbourn, Chicago51. 


No other scale sells like a Fe © re 4 ..+ No scale makes profit like the ‘‘Flight”’ 





*Denver and west, 15.75 a 
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In 3 short months 
Easy Is running 
17 full page ads 

Cc 
in America’s best-read 
magazines cas 


TO TELL 1 OUT OF 
EVERY 2 FAMILIES: 





In color pages in the Saturday Evening Post, This 
Week, Better Homes and Gardens, Good House- 
keeping—in Household, Country Gentleman and 
Progressive Farmer, Easy is reaching 71,000,000 
readers this Fall. We're telling your best custom- 
ers to “Look Inside” the Easy Automatic. 


NATION-WIDE DEMONSTRATION 
OF INDUSTRY’S *1 FEATURE 


That’s Spiralator washing 

action—an Easy exclusive your 

customers will see when they 

“Look Inside.” They'll see 

visual proof of Easy’s superior 

washing action—proved best 

by over 2,000,000 users. They 

will see why Easy washes cleaner, better! And 
they’ll know why the Easy Automatic is the best 
buy for them! 


COAST-TO - COAST 
NEWSPAPER ADVERTISING 
Easy’s second-to-none newspaper campaign will 
help dealers hammer home this new selling theme 
at the Jocal level. It’s a hard hitting campaign de- 

signed to produce more Easy sales for you! 


TIMELY PRODUCT PROMOTIONS ON 
THE ONLY “ALL 3° WASHER LINE 


As always, Easy backs up its national advertising 
program with geared-to-the-minute product pro- 
motions that span the entire Easy line—the only 
complete line in the washer industry. Wringers, 
Spindriers and Automatic—all with exclusive Easy 
Spiralator Action—give you a natural lead-in to 
the famous Easy step-up selling technique. 





TIMED FOR YOUR PEAK 
WASHER SELLING SEASON 
Now’s the time to get set up to cash in on this 


biggest of all Easy campaigns—right when your 
selling season reaches its peak. 


d ‘Il decid 
qd 4 yo u QCl e Remember, you can’t cash in unless Easy is on 


your floor. And you'll cash in double if you get 
set now for wet demonstrations and alert your 
salesmen to tell every customer to “Look Inside.” 


Spiralator AUTOMATIC 
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1ST PRIZE 
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2ND PRIZE 















































WHO IS ELIGIBLE ? By abe 
. 
a 

Only professional sales personnel is 
in the continental United States who 
are engaged in selling ROPER Gas 
Ranges at the retail level. 

. ieee S — 


YOU, T00, CAN WIN 7 a 
It’s easy! It’s fun! It’s profitable! —— 


Here's a golden opportunity for sales- 


SRD PRIZE 


men to win any one of these wonderful prizes totaling 

more than $10,500.00. It’s another industry “sales stimulator”’ 
sponsored by ROPER, manufacturers of “America’s Finest Gas 
Ranges”... Performance Proves It! Fill out the coupon for complete 
contest details. But hurry! Big prizes are waiting to be won. 


SALES MANAGERS: 
WRITE TODAY FOR COMPLETE CONTEST DETAILS 


I am interested! Please send me complete details on how to enter 


my salesmen in the ROPER “Score More” National Sales Contest. 
2 eer rT rr rr Tr reer err rrrrrrerrrr rr TT 


NL, ch tiueees 450d cede ndeh mate sessed eee shsens ee weeeeeies ° 


ROPER ‘‘SCORE MORE’’ CONTEST 
P. O. BOX No. 5995 
CHICAGO 77, ILLINOIS 


CORO EERE REE EEE HEHEHE EEE HEHE EEO ES 


Cee eee eee meee eeee 


yrs EAS 


START THE BALL ROLLING NOW...WIN YOUR 
oe ee ee ee ek, Oe, BO eo ee a 


The Loudspeaker 


CONTINUED FROM PAGE 40 


Takes a Bath”, I find some inaccura- 
cies reported by your Havana Bureau 
which I would like to bring to your 
attention: 

1. The fourth paragraph refers to 
“some programs costing as much as 
$35,000.00 to produce”. 

The most expensive television pro- 
gram ever produced in Cuba was “E] 
Grand Teatro Esso” on the CMQ-TV 
Network, for the Standard Oil Com- 
pany of Cuba and the total monthly 
cost never reached $7,000,000 per pro- 
gram, which is long ways off from 
$35,000,000. 

Television programs in Cuba have 
been rather inexpensive, however, 
CMO-TV Network charges are higher 
because the Network is the only one 
giving Island Wide coverage with 
Channels 6 in Havana, 9 in Matanzas, 
5 in Santa Clara, 6 in Camaguey and 
2 in Santiago. 

. a news program costs as little 
as $135.00 per telecast including time 
and program. A dramatic half hour in 
the evening is about $850.00 per 
performance, including station time 
and talent. 

2. The sixth paragraph refers to 
“channels in the order of importance.” 


SOB B BEBE EGGS IS SS 


Some electrical appliance dealers 
walk through the back shop of their 
establishment about once a month— 
and then wonder out loud about the 
inefhiciency. 


PAPA MOO Orr 


If your News Bureau is thinking 
about the investment each channel 
has made, this order is: Channel 6; 
Channel 4; Channel 2; Channel 11; 
Channel 7. 

However, if this importance refers 
to popularity with the audience, then, 
according to the last TV survey made 
by the Association of Advertisers of 
Cuba, the order of importance is: 
Channel 6; Channel 7; Channel 4; 
Channel 2; Channel 11. 

You can see from the above why 
Channel 11 suspended operations at 
the end of April this year and it also 
confirms the operating losses men- 
tioned in your story. 

3. The eight paragraph makes a 
clear statement about the ownership 
of Channels 6 and 7. 

The owners are Goar, Abel and 
Luis Augusto Mestre, 3 brothers and 
not 2, who instead of cutting expenses 
have established a Public Relations, 
Sales Promotion and Publicity Depart- 
ment and also have increased salaries 
to many of the several hundred em- 
ployees. 

I sincerely hope the above will help 
you clarify the points in question. 


Cordially yours, 


Caribbean Networks, Inc. 
A. M. Martinez 
Exec. Vice President 
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Why be satisfied with small “minnow” profits when dealers 
fishing in the same waters are pulling in “big whopper” profits? 


What makes the difference? Short discounts, excessive inven- 
tories, service problems, frequent model changes, name on too 





LOOK AT THE FIGURES.....IT’S EASY 
TO SEE WHAT YOU SHOULD BE SELLING 


TODAY 
OPPORTUNITY 


| a Sa 
3%[ DISHWASHERS |97% 
| 


| 
4%[ __—iDISPOSERS 196% 
| 


SATURATION 














ee —_ 
10%| STEEL KITCHENS |90% 
| 


| 

61%, RNS 39% 
| 

637, EL 37 7, 


| 
79% BERS LL Lee 21% 
| 
90%, ETSI TT 107, 
| 
| 
87, TC 27, 
| 
| 
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Ae Are You Satisfied with 


“Vinnow Profits? 


s 


much retail paper...all these nibble profits on most lines down 
to minnow size. 


However, with American Kitchens the profit nibbles can’t get 
started... you make a full 40% profit and the profits you make 
you keep! 


Here’s why: Large unsaturated market, no trade-ins, no yearly 
model changes, inventory only a display...and financing with 
3 years to pay on FHA insured loans which mean cash to you. 


American Kitchens is the most profitable line in the business 
... because it is easiest to demonstrate—easiest to sell... with 
such work-saving features as seamless one-piece drawers, 
rounded contours for easy cleaning, 15% larger sink bowls! 


Write, wire or phone your American Kitchens distributor now 
and get your share of “whopping big” profits! 


Arwenitnn Kifehens 


MAKE MORE MONEY FOR YOU 





American Kitchens Division | AVCO ) Connersville, Indiana 


Cabinets of steel for lasting appeal 
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ADMIRAL TS 
TURNING THE 

INDUSTRY 
UP-SIDEDOWK 


GET THE COMPLETE “UP-SIDE-DOWN” STORY NOW FROM YOUR ADMIRAL DISTRIBUTOR 
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WITH ITS NEW 


UP-SIDEDOWN 
REFRIGERATOR 


cchlitonntemiinnaimnninanisiiniiiinntCt *etthil tte cin 
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Yes—another Admiral first! 
| Family-size home freezer 
= andrefrigerator—all in one! 








At The Bottom—Giant sub-zero freezer! Over 120 lbs. 
capacity! 

Up Top—Full-size 9 cu. ft. “Humid Cold” Refrigerator! 
Never needs defrosting! 

Plus— Dual Temperature Controls * Door Shelves, Cheese 
Keeper, Butter Keeper—all removable * Crystal Storage 
Pan « Roll-Out Shelves - 2 Aluminum Crispers + Ultra- 
Violet Lamp « Glacier Blue Porcelain Enamel Interior . 
Gold Anodized Lifetime Aluminum Trim, and many other 
new salesmaking features! 


Admiral 


ADMIRAL CORPORATION + 3800 W. CORTLAND ST., CHICAGO 47, ILLINOIS 


Cc 



































ys 








Upright Home 
Freezers 





Chest-type Home Dual-Temp Automatic Defrosting Flex-O-Heot Room Air 
Freezers Refrigerators Refrigerators Electric Ranges Conditioners 
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CAN YOU MAKE THIS 
ELECTRIC RANGE 


DEMONSTRATION ? 


4 Bake the second pan- 
cake. Make no adijust- 
ments to the element. 


1 Get a package of 
pancake mix, an aluminum 
griddle, a little water, 
some butter. Mix batter 
for two cakes. 

5 show your customer 


the absolute uniformity of 


2 Turn on the element to 
the two cakes. 


the right setting for pan- 
cakes. Bake one cake and 


serve. iy 6 this is unequalled 
= cooking uniformity. Ask 
3 Leave element turned Yak for the order; you'll get it! 


ana || \ 
on. Wait several minutes. 


You Can Make This Convincing Demonstra- 
tion... And Make More Sales if The Line 
Of Ranges You Carry Is Equipped With 
Proctor's Infinite Control Switch! 


¢ Unlimited heat selection—not just 5 or 8 
settings, but infinite! 

¢ Absolute uniformity of heat! 

e Entire element is under heat—not just 
outside or inside coil! 


Tell Your Manufacturer How Important 
These Selling Features Are To You. He'll 


~ PROCTOR 


PL 
pPPLiIANce NAME You caé <a” 





e «** 
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ECONOMIC CURRENTS 








Equipment Division, PROCTOR ELECTRIC CO., 3rd Street and Hunting Park Ave., Philadelphia 40, Pa. 


Good Business This Fall 


By the McGraw-Hill Dept. of Economics 


Consumers are still confident—still 
spending at a record rate. In the sec- 
ond quarter of this year, consumer 
spending for goods and services hit 
an all-time high—an annual rate of 
$232 billion per year. And a new 
survey shows that the average con- 
sumer does not intend to change his 
spending habits in the next six months. 

The prospects are that the con- 
sumer will have more disposable in- 
come in the second half of this year 
—perhaps as much as $1 billion more 
—than during the first half. In fact, 
there is so much money, and credit, 
available that a considerably higher 


level of business activity could be 
supported. 
But, in addition to having the 


money, consumers have also indicated 
their intentions to spend it. Accord- 
ing to a survey of consumer attitudes 
and intentions made by the Survey 
Research Center at the University of 
Michigan, not only do consumers feel 
that they are better off than a year 
ago, but they also feel that it is a 
good time to buy big household goods. 
If consumers stick to these attitudes, 
there is a good possibility of an up- 
turn in the sale of automobiles and 
other durables later this year. 


GOOD OMENS 


The reaction of consumers the past 
few months indicates that there is 
a good possibility that these intentions 
will be carried out. Consumers in- 
creased their installment purchases in 
July by $178 million. This was the 
third successive month that install- 
ment buying had increased. This was 
not as great an increase as compared 
with a year ago. But it still was a 
very high level. A large part of this 
increase was for the purchase of auto- 
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mobiles. But it also shows, in a gen- 
eral way, that consumers were willing 
to commit themselves to future debt. 
Noninstallment credit was up, too. 
It brought the total consumer credit 
outstanding to $27.7 billion in June. 
an increase of $368 million over a 
vear ago. 

Although department store sales 
account for a small portion of appli- 
ance sales, they are another indication 
of how the consumer feels about 
spending. At the end of July, depart 
ment store sales were only 3% below 
a year ago. 

And there are other signs point- 
ing to confidence in the future. 
The money spent for new construc 
tion for the first half of this year 
was 2 per cent above 1953. And June 
was the highest month on record 
New construction put in place in 
June amounted to $3.3 billion—7 per 
cent more than the previous month 

Housing starts, an important sta 
tistic to many appliance dealers, were 
up, too. June was the highest month 
this year . . . 12 per cent above May 

And the total number of starts was 
only slightly lower than 1953 levels. 
The reason for the decline . . . less 
public housing. 

Private housing starts, however, 
topped last year’s record for three 
straight months. The annual rate for 
private starts in June was 1.2 million 
—very close to the record set in 1950. 
And with mortgage money relatively 
easy to get, it’s probable that a large 
portion of these new houses will be 
sold this year. 


APPLIANCE PRODUCTION HIGH 


Appliance makers are producing on 
the basis of high level consumer spend- 
(Continued on page 58 











“DON’T BE SO DOWNHEARTED, MR. SLAVLY—HOW COULD YOU KNOW, WORKING IN 
SECRET AND NOT READING THE PAPERS. . 
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ais. FOR A FALL HARVEST OF SALES! 


tag * 
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ntastic Selling Price! 


BIG 1399 cuele Foor Ze! 


= 
~< HOME FREEZER 










"LOWEST PRICE _ 
PER CU. FT. EVER! 





















After Small Down Payment 
places this beautiful 
freezer in your 

customer's 
home 



















e J 
Radiant Condenser Design 
A Deepfreeze “first” that eliminates hazard of "sweating" 
on outside cabinet wall. Prevents condensation under any 
humidity condition. 





IT’S BIG! 13.59 CU.FT.! 


Here is a real family freezer big enough to take 
care of the food requirements of any customer. 


IT’S FEATURE PACKED TOO! 


This sensational Deepfreeze Freezer has every 
woman-wanted feature you've ever dreamed of! 


You have more to tell... more to sell with this 
deal than any you have ever had. It’s packed with 
power, prestige, price, and promotion! 


Check this list of features found in Model B-146 


@ Finger-touch latch with lock! 
@ Floating-action counterbalanced lid! 
@ One-piece wrap-around cabinet! 
® Toe space 
@ Adjustable temperature control 







































Floating Action Lid 


A touch of a fingertip and lid virtually floats open... stays 
open to leave both hands free for storing or removing 
foods. Special lock guards against “‘raiders'’! 















MAIL COUPON TODAY! 


a ee ee 
















Special ! ® Separate fast-freeze compartment : aca ana 5.084 
PROMOTION HELP! ® Radiant condenser : ae ee 
We give you . I’m interested in this power-packed proposi- 
everything you need I tion for profits. Please rush me details. 
to advertise and ® 4 
promote this great Deepfreeze 4 Dealer Name 
special Deepfreeze i 
Home Freezer. HOME APPLIANCES I Street Address___ ses poe co 
Makers of genuine Deepfreeze Home Freezers, Refrigerators, ¥ 
Electric Ranges, Room Air Conditioners and Water Heaters. i City State 





Also sold by authorized dealers in Canada. 
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1T2. LVIVAMA? 


The Picture Tube with three amazing design features! 


SILVER-ACTIVATED SCREEN...SUPER ALUMINIZED REFLECTOR 
PRECISION-FOCUS ELECTRON GUN 


















Here is a truly great achievement in tele- 
vision picture tubes! Sylvania’s “SILVER 
SCREEN 85” is the last word in design 
and engineering perfection. It’s the picture 
tube with the SILVER-ACTIVATED 
SCREEN, to produce television’s sharp- 
est, clearest pictures; the SUPER ALU- 
MINIZED REFLECTOR to catch and 
use all available light, giving pictures 
more depth, more dimension than ever 
before; the PRECISION-FOCUS ELEC- 
TRON GUN that scans every inch of the 
screen, making images stand out in pin- 
point detail. 

From foreground to background, pic- 
tures are razor-sharp, crystal clear! Blacks 
are really black—whites are true white. 
Only professional movies can duplicate 


YOU CAN BE PART OF THE 
BIGGEST PICTURE TUBE 
CAMPAIGN IN THE INDUSTRY! 


All this promotion material 
is yours FREE 


_All you have to do is ask for it! 


window streamers - - - 


dis- 


@ attractive 
@ colorful counter and window 
plays - - 

@ radio wai TV commercial 
on your local stations - 


s for you 


to use 
@ newspaper mats .- 


@ publicity releases .-- YOUR SYLVANIA 


jf DISTRIBUTOR HAS THE 
) “SILVER SCREEN 85’" NOW! 
| MAKE SURE YOU ARE PART 
OF THIS PROFIT-PACKED 
PROMOTION—CALL HIM, 
WRITE HIM, SEE HIM TODAY! 


e postcards . - 
envelope ES 
: al to describe 


rand new 
ab Screen 


the revolutionary “Silver 
ey to your customers - 








the “Silver Screen 85” picture. It’s a 
SUPER ALUMINIZED PICTURE 
TUBE, designed to give top performance, 
made to the highest quality standards, and 
backed by the world’s most experienced 
manufacturer of picture tubes! 


<f 





24 MILLION PEOPLE—INCLUDING YOUR CUSTOM- 
ERS—WILL HEAR ABOUT THE “SILVER SCREEN 85” 
EVERY WEEK ON “BEAT THE CLOCK"! 80 STATIONS 
NOW REACH 93% OF THE TV HOMES IN THE 
COUNTRY. 


Right in your own town! That’s where Syl- 
vania will help you sell the “Silver Screen 

85”! Hard-selling commercials will tell mil- 
lions of people every week that you're the 
man to see for a new “SILVER SCREEN 
G3.” 


SYLVANIAr 


Sylvania Electric Products Inc., 1740 Broadway, New York 19, N. Y. 


In Canada: Sylvania Electric (Canada) Ltd., University Tower Building, St. Catherine Street, Montreal, P. Q, 


LIGHTING *RADIO*ELECTRONICS*TELEVISION 
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There are several excellent nickel-chrome 
combinations on the market. But there is only one 
Nichrome*. 


What is it that makes this alloy the universal 
standard by which engineers judge the properties 
of heat and corrosion resistance? There is always 
at least one extra ingredient added to the nickel 
and chrome. That is... the supreme mastery of the 
Driver-Harris specialists, gained in their 55 years 
of melting and drawing experience. This hard-won 









THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 





PAGE 58 








skill of theirs is reflected in improved heating and 
quenching techniques . . . in specially developed 
deoxidizing anneals . . . in expert and precise con- 
trol of every technical process of the entire manu- 
facturing cycle. Sometimes, indeed, there are as 
many as 127 distinct operations between melting 
crucible and the finished wire, strip, or rod. 


In recognition of its unique properties, the 
United States Patent Office in August, 1908, 
granted solely and exclusively to us the trademark 
NICHROME. There is only one Nichrome, and it 
is produced by Driver-Harris. 


Driver-Harris Company 


HARRISON, NEW JERSEY 


BRANCHES: Chicago, Detroit, Cleveland, Lovisville, 
Los Angeles, San Francisco 


itCanada: The B. GREENING WIRE COMPANY, Ltd., 


Hamilton, Ontario. 


*T. M, Reg. U. S. Pat, Off. 
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Economic Currents 





“All factors point to business 
stability... . .” 





ing. Production of refrigerators 
vacuum cleaners, washers, and ranges 
for the first half of 1954 was higher 
than 1952 and almost as high as 1953. 
Total production of these four appli 
ances in the first six months was 5.4 
million units—only slightly under the 
level for the same period a year ago 
And production in the last half of this 
year will probably be as high as the 
first half. The total for the year for 
these appliances should be very close 
to last year. 

Radio and TV producers had some 
cutbacks in the first half of this year 
—7.4 million sets were produced in 
the first half compared with 11.1 mil- 
lion a year ago. But indications are 
that there will be a pickup in the last 
half. It is estimated that the number 
of sets produced this year will be ap 
proximately 16.2 million—about 4 
million less than 1953. 


SELB BB EF EEE I I SS 


An electrical dealer should know his 
business from A to Z—with special 
study on the letters C.O.D. 


OBB BBB DPE I DD PPP" PPD PP” 


The unemployment outlook for the 
country as a whole showed encourag 
ing signs, too. Unemployment did not 
take as big a jump as had been ex- 
pected in June when the graduates 
came into the labor force. Instead, 
unemployment increased only slightly, 
as a large portion of the graduates 
found jobs immediately. And it is ex- 
pected that unemployment will stabi- 
lize in the months immediately ahead. 
Of course, some regions are feeling the 
effects of unemployment much more 
than others. For example, Detroit, 
the center of the auto industry, will 
show a sharp rise in layoffs when the 
auto companies retool for model 
changeovers. But, for most of us, un- 
employment is losing its place in “the 
most publicized recession in history.” 

These factors point to stability for 
the months immediately ahead. With- 
out any drastic changes in the political 
outlook, the consumer will continue to 
hold up his end of the economy, 
spending as much, and possibly more, 
than he did the first part of the year. 
And, with incomes remaining at high 
levels, business will continue to have 
confidence in the consumer’s ability 
and willingness to spend. End 
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LECTRIC TOASTERS 


SIM 


“KEEP AN EYE ON YOUNG MILLER, IT’S THE 
HARD SELL ATTITUDE | LIKE.” 
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Merchandising Tip for Gas Range Dealers... 
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ASSURES HIGHER 


“baking ability” 


It’s no secret! You know from experience that housewives want 
and buy gas ranges with the-highest possible “baking ability.” 
And, because this feature is so dependent upon the oven control 

. more and more gas range manufacturers are switching to the 
Penn Oven Thermostat. 

This truly different thermostat is more sensitive and responds 
faster, yet it does not “hunt” for the selected level. Turn it up... 
turn it down, oven temperature is stabilized quicker and stays true 
to dial setting .. . over-run and under-run are minimized. 

Does the gas range you sell have this higher “baking ability” 
feature? If not... ask your manufacturer, be can get it for you! 
Penn Controls, Inc., Goshen, Indiana. Export Division: 13 E. 40th 
Street, New York 16, N. Y., U.S.A. In Canada: Penn Controls 
Limited, Toronto, Ontario. 
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AUTOMATIC CONTROLS 


FOR HEATING, REFRIGERATION, AIR CONDITIONING, GAS APPLIANCES, PUMPS, AIR COMPRESSORS, ENGINES 
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IT COSTS ONLY 3: 








You help yourself to sales — when you help your customers sell 
themselves! This Graybar Gift Booklet is jam-packed with fresh 
ideas for electric gifts for every occasion. It features all the nationally 
advertised brands of electric housewares distributed by Graybar. 
Sunbeam, Universal, Toastmaster, Telechron are some of the famous 
appliances illustrated and fully described in gift-slanted selling copy. 

The total cost of this hard-selling booklet to you? Just 3 cents each 
prepaid to your store! Use them as over-the-counter reminders — or 
send them as 24-page self mailers to charge account customers and 
other likely prospects. And, if you order 500 or more booklets, you'll 
get your own imprint on each copy — Free! 


Make this coming Christmas season 
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It’s Free ... It’s exclusive with Graybar! Do you want 
tested ideas on how to attract more people, build store traffic 
all year ’round? It’s all here in this handy Graybar Catalog- 
Merchandiser. It contains scores of down-to-earth suggestions 
and plans for volume sales through: 












® Window and store displays 
© Special money-saving display units 
© Advertising and promotion 


© A complete catalog of Graybar-distributed 
electric housewares for your reference Electric 


In addition to illustrations, descriptions, and prices of all Housewares 
Graybar-distributed appliances, there’s an 8-page section 
crammed with practical tips to help you get your store known 
as the Gift Headquarters in your shopping area. 


Act now! — remember, it’s in the next few months that 
you'll have the opportunity to do your biggest year’s business. 
That’s why you should get the details promptly from Graybar 
on their exclusive, business-getting combination, — The 
Christmas Gift Booklet and Catalog-Merchandiser. Call, write 
or phone today! 457-69 


the most profitable with appliances... 
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“We feel Commercial Credit Plan 
is soundest and most complete” 


soys MR. R. E. LEWIS, Vice-President 
and General Manager of Southwestern 
Appliance Co., distributors of Philco, Easy 
Washers, Lewyt Cleaners with head- 
quarters in Amarillo, Texas. 


ee ORE than any other finance 
M company operating in the appli- 
ance business, we feel the COMMERCIAL 
Crepit PLAN offers both the dealer and 
distributor the right kind of help and 
protection. Insured contracts, competi- 
tive rates, nationwide collection service 
and local activity are features which 
help the retailer. CommerciaL Creprt’s 
wholesale floor plan also enables dealers 
to carry adequate stocks of merchandise.” 


COMMERCIAL CREDIT DEALERS 
ARE Successful peacers 


Appliance dealers and distributors have 
learned through experience that they 
can look to COMMERCIAL CREDIT PLAN 
for financing that’s flexible, dependable 
and complete. Ask your distributor for a 
copy of our booklet, ‘““More Profits with 
Sound Financing.” Or, call your nearest 
COMMERCIAL CREDIT office. 





COMMERCIAL. 


CREDIT PLAN 


COMMERCIAL 
CREDIT 


CORPORATION 


A service offered through subsidiaries of 
Commercial Credit Company, Baltimore . . . 
Capital and Surplus over $150,000,000 
. . . Offices in principal cities of the United 
States and Canada. 
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Electrical 
Merchandising 


The Picture is Bigger... 
but Not Much Clearer 


Color television this fall will bear little resemblance to what has happened so far; 


programming will be improved and expanded and the sets will have bigger screens 


But the industry is still confused about what's likely to happen, and even those firms 


now readying sets for the market are uncertain about what's ahead 








All About TV and Radio 


The “season” for radio-television is at hand. Traditionally, sales 
of these products pick up sharply in the early fall after a slowing 


down during summer months. 


Just as traditionally, the editors 


of ELECTRICAL MERCHANDISING, have devoted a good share 
of each September issue to the radio-television industry, offering 
it as a background and source of ideas for merchandising activity 
in the months ahead. This year is no exception to the tradition, 
and in the following pages you'll find a variety of stories covering 
radios, television, hi-fi equipment and recorders from a number 
of angles. You'll also find, as usual, stories of successful merchan- 


dising of other products. 


For your convenience in spotting the 


radio-TV articles to which this issue is principally devoted, here’s 


a brief summary of what’s contained in this issue: 


Color: The Picture is Bigger but Not Much Clearer..... page 63 
The FV Winshet’ is Geil Cibiiee: 2s. ee ee cet page 66 
They Make Mency Gm TV Temi. so. 5os ies ok be page 68 
Canadian TV: They Couldn’t Hold It Back............ page 71 
ae re ere reo reerey tc page 72 
A Mass Market for Tape Recordings?.................. page 75 
TV Mees Beaeniir We tne BOs oie cicse so 9c8s weddd cers page 76 
How to Sell Hi-Fi to Both These Prospects.............. page 78 
eee Fo EE LD er ener rer rey cert page 80 
Putting TV Repairs on a Paying Basis.................. page 82 
Why He'd Rather Sell TV in the Store.................. page 84 
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By TED WEBER, JR. 


HERE are still no answers to 

color television’s $64 questions. 

The infant industry is now 

almost nine months old and it has 

proven to be a promising and preco- 

cious child—but an unpredictable and 
explosive one as well. 

Last December, less than a month 
before the FCC gave its final approval 
to compatible commercial color tele- 
vision, this magazine reported the an- 
swers of a dozen leading set makers to 
“The Question of Color” (EM, De- 
cember, 1953, page 51). Those answers 
varied greatly and were accompanied 
with many qualifications. The simple 
fact was that no manufacturer—and no 
one else, for that matter—knew the 
answers. 

This was in December of 1953, 
three weeks before color became offi- 
cial. 

Today, after nine months of color, 
the still inescapable fact is that no one 
in the industry knows the answers to 
these same questions. The past nine 
months have provided information on 
some aspects of color. But they have 
also served to muddy the waters even 
more on certain other aspects of the 
business. 

The result? No one gives you an 


answer today without prefacing it with 
statements like “we think” or “we be- 
lieve” or “we hope”. Nobody is willing 
to say “we know’. 


A Variety of Reactions 


This continuing uncertainty has 
produced varying reactions. 

For one thing, it has made possible 
—sometimes it has even made neces- 
sary—a continuing war of words and 
rumors which has, in turn, increased 
the confusion. 

For another, it has led some set 
makers to decide that there’s little 


. point in becoming involved with color 


until the situation crystallizes. 

On the other hand, the lack of any 
firm answers to some basic questions 
facing the industry has led still other 
manufacturers to come up with widely 
different answers—answers which each 
proponent believes will be the right 
ones. 

But, paradoxically enough, the past 
nine months have produced a revolu- 
tion in dealer thinking. The slow and 
halting progress of color thus far has, 
strangely enough, been just the thing 
necessary to reassure the dealer about 
color and its impact. 

Last December, most dealers were 
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Top notch shows like this.... 


afraid of color and what it would do to 
their black and white volume. No 
amount of assurance to the contrary 
by manufacturers, distributors and the 
trade press was sufficient to allay the 
dealer's fears. Today just about the 
opposite is true. The dealer is probably 
the most sanguine element in the in- 
dustry. He’s hardly confident of color’s 
immediate future—but he’s no longer 
afraid of it. 


How the Dealer Changed 


This conversion happened in two 
installments. The first took place last 
January, during the Winter Markets 
and in distributor showings immedi- 
ately after the Markets. Dealers found 
that manufacturers had been telling 
the truth when they talked about small 
screen sets costing $1,000 (and it’s 
probable that some set makers showed 
sample sets for no other reason than to 
reassure the dealer). But there was still 
an important doubt in the dealer’s 
mind. He knew the customer wouldn’t 
be clamoring for a $1,000 set—but he 
was still afraid that the customer 
would be inclined to wait for a lower- 
priced color set. If the consumer did 
this, black and white sales were in for 
a bad time. 

The industry knows now that the 
consumer wasn’t so inclined and it’s a 
matter of record that 1954 sales to 
date have been far better than anyone 
in the trade had predicted. 
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On big screen sets like this.... 


\ 


The Industry Begins to Overcome Two 
of Color’s Early Stumbling Blocks 





... Will be available soon. Two of the biggest hurdles facing color last 
spring were small-screen sets and the lack of adequate programming. 
Both are now in process of being overcome. As a matter of fact, programs 
will be so attractive that some demand may develop, even though prices 
will be high and ultimate set designs have not yet been determined. 


That did it. The dealer finally 
changed his mind about the impact of 
color and at this moment he is far less 
worried about color TV than he was 
nine months ago. 

Now here’s the paradox: the dealer 
feels this way precisely at the moment 
when he should be starting to think 
seriously about the impact of color. 
Chere is undoubtedly more for him to 
worry about today than there was nine 
months ago. In the months ahead the 
customer will be able to buy a big 
screen set at a somewhat lower price 
than was being asked for the original 
15-inch color sets. More important, 
programming will be stepped up im- 
pressively this fall; as a result there will 
be vastly more reason for a customer 
to think about color television this fall 
than there was last spring—even 
though it was a novelty then. 

This is not to say, however, that 
there is any real cause for panic on the 
dealer's part over what’s just ahead. 
Production of sets will be limited this 
fall and next year and prices are going 
to stay high. But, the differentials be- 
tween color and black and white are 
being narrowed and the day is ap- 
proaching when they will provide com- 
petition for each other. Ideally, that 
day won’t arrive until color sets are 
within the reach of the average con- 
sumer and the industry will thereby 
not stand to lose any money because 
of this competition. Realistically, how- 


ever, you must expect something dif- 
ferent. Some day, probably before 
color prices have dropped enough to 
make them competitive with black and 
white, the consumer will become 
aware that these prices are dropping 
and will postpone his purchase until 
he can afford color. 

To be sure, manufacturers all agree 
that this is still some time away—and 
they are undoubtedly right. But you 
cannot escape the fact that this day is 
steadily drawing nearer. Fortunately, 
the dealer’s experience with color TV 
thus far has set his worst fears at rest 
and he is looking forward to more 
color with a more reasonable outlook. 
If this is so, this process of dealer 
education may well have been the 
most valuable result of color’s first 
nine months on the market. 


Nothing Tangible 


To be sure, this is an intangible 
benefit. Still, that’s typical of color’s 
first nine months. The trial marketing 
of small screen sets produced little ‘in 
the way of tangible results. Certainly, 
nobody made any money. Nobody 
sold many sets—and many sets are still 
unsold. Merchandising efforts on color 
were hardly new, having been pat- 
terned pretty closely after the lessons 
learned in monochrome. 

This lack of specific results isn’t sur- 
prising. In addition to the three-fold 
handicaps of small screens, big prices 
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and almost non-existent programming, 
the 15-inch set had one other obstacle 
to face: it was obsolete almost before it 
left the assembly line. At the same 
time that the industry was turning out 
15-inch sets it was talking about the 
big screen sets it would soon be mak- 
ing. It was argued that if the industry 
was indeed making a product which 
disappointed the public (because it 
was expensive and small) why not let 
the public know that better things 
were coming? This makes sense—but 
it also produces obsolete 15-inch color 
sets. 

In the first six months of the year 
the industry produced something in 
excess of 8300 sets. (RETMA says 
the total is 8349 of which 347 were 
produced in the month of June. 
A somewhat more _ conservative 
figure was used in July by John 
Thompson, manager of distributor 
sales for General Electric’s tube de- 
partment. He said that up to that time 
only 4,000 or 5,000 sets had been 
manufactured.) Many of the early sets 
were sold to agencies and to TV sta- 
tions for studio use. Some were given 
away as prizes. Others were used for 
service training. Many were used for 
display and sampling purchases. Rela- 
tively few got into the channels of 
distribution—and some that did are 
still stuck there. Thompson says that 
only 200 were sold to consumers 
through mid-July. (That was about the 
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time that one firm was attempting to 
find a means of disposing of its in- 
ventory of 15-inch color sets—probably 
the most awesome task ever given a 
sales manager when you remember the 
frequency with which stories about big 
screen sets were breaking during that 
time.) 

(In August, several firms took a dras- 
tic but obvious method of moving 
these 15-inch sets—they cut prices. 
Most dramatic of these moves was 
RCA’s: the firm slashed its old price 
of 1000 in half and put a new list of 
$495 on the small screen sets. Re- 
bates were made to purchasers who 
had paid the original price. In Au- 
gust too, Emerson abandoned its plan 
for leasing small screen sets, began 
selling them at $695). 

Obviously, the story of the 15-inch 
tube can’t be written in terms of unit 
sales or dollar profits. Most set makers 
_admit they lost money on these sets 
from the moment they began produc- 
ing them. 

Just as obviously, then, the benefits 
accruing from color set production 
during these early months were intan- 
gible ones. Some companies thought 
it necessary as a prestige builder, or to 
maintain their position in the indus- 
try. Others, who had been too late 
with black and white were determined 
to make an early start in color. Cou- 
pled with these was the hope that in- 
terest in color would build traffic for 
black and white sets (a hope which 
seems to have been fulfilled) and the 
possibility that experience now in color 
would be valuable in the months 
ahead. It is doubtful that this proved 
to be the case, if for no other reason 
than that there was nothing normal 
about color during the first half of the 
year and the lessons learned there may 
have little application when mass pro- 
duction begins. In addition, some of 
the merchandising was negative, with 
dealers selling against the color sets 
they had on their floors. One owner of 
a six-store chain purchased six sets and 
regularly, each month, wrote off $100 
per set on his books. In the meantime, 
he was using them to convince cus- 
tomers they should buy black and 
white. Tactics like this helped black 
and white but they provided little 
background for merchandising color 
sets. 

Few Programs 


The difficulty in making money 
with the 15-inch set was not unex- 
pected. No one felt that a public long 
accustomed to big screen sets would 
snap up small screen units carrying 
price tags around the $1,000 mark. 
But the industry does seem to have 
underestimated the handicap of lim- 
ited programming and to have over- 
estimated the amount of programming 
which would be available during the 
spring. Westinghouse officials soon 
decided that limited programming was 
a bigger sales barrier than tube size or 
picture. Another manufacturer is so 
convinced of this that he feels the in- 
dustry will sell out its 15-inch sets this 
fall (despite the appearance of bigger 
screen sets) because better program- 
ming is going to create a demand for 
sets which the industry cannot meet. 
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The small screen price will be marked 
down, he says, but the lure of better 
and more frequent programs will be so 
strong that customers will be willing to 
buy the 15-inch set this fall. 

At this point it begins to be ap- 
parent that color TV in the months 
ahead will be considerably different 
from what the industry has thus far 
known. 

Basically, you can write the first 
nine months off as experimentation 
and, starting almost any day now, you 
can begin to consider color as a com- 
mercial quantity. 

There will be many differences. 
Some are obvious—bigger screen sets, 
slightly lower prices, moderately in- 
creased production. Some are not so 
obvious—and among these you must 
consider the willingness of many key 
dealers to begin treating color as a 
salable commodity rather than a trafhic- 
building novelty. 


Stepped-up Programming 


Nowhere is the difference going to 
be more pronounced than in program- 
ming. But before considering programs 
as such it might be well to try to pin 
point the areas in which those pro- 
grams will be seen. 

Last spring color was a market by 
market business, principally because 
few stations were telecasting color sig- 
nals. Even today there are areas not 
yet reached by color signals and even 
after the first of the year a few of these 
areas will remain isolated. But such 
areas will be exceptions and for all 
practical purposes color will be a na- 
tionwide service this fall. By the end 
of the year, according to NBC’s Hugh 
Beville, 95 percent of the nation’s TV 
homes will be reached by color signals. 

This remarkable feat—virtually na- 
tionwide color facilities within a year— 
has been possible because it is fairly 
simple and not too expensive to equip 
a local station to re-transmit color sig- 
nals. Therefore, as the signals have 
been fed to more and more markets, 
it has required relatively little invest- 
ment by the local station to take ad- 
vantage of this availability. The 
origination of local broadcasts remains 
a considerably more expensive opera- 
tion and at this moment, there are only 
a handful of stations so equipped. 
General Electric estimates that it 
would cost a local station $25,000 to 
convert its facilities for re-transmission 
of a color signal and an additional 
$50-60,000 to use color film and slide 
broadcasting locally. To originate live 
programs would require an investment 
of double this total investment—or 
somewhere in the neighborhood of 
$150,000. 

Local shows can be an important 
factor in the acceptance of color by the 
public. Unfortunately, last spring, 
when network programming was lim- 
ited, there were very few stations able 
to fill this gap with their own color 
shows. Where this did happen (as in 
Oklahoma City) public acceptance of 
color was better and the introduction 
of color sets went more easily. The im- 
portance of such local programming 
may diminish somewhat as more net- 

(Continued on page 95) 
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Setting Up to Service Color 


The industry isn’t overlooking the problem of training servicemen to 
handle color. The job is being handled in a variety of ways—through 
local meetings, by means of national schools at the factory, as well as 
through new service literature. 


How is the problem of color training attacked at these national 
service schools? Here’s a brief recital of what happened recently at such 
a course conducted by Motorola. 


When the freshly scrubbed service men assemble in the color class 
room, most of them have read up a good deal on the theory of color. 


Nevertheless their questions are those that any school boy might ask: 
Is TV snow in color? When there is a ghost, is it colored? 


Fully 80 percent of the men’s time is spent in the laboratory. First 
they learn to converge the three color beams so as to get a black and 
white picture. It is a surprise to them to learn that this is the most 
difficult part of the operation, and if successfully done, color is almost 
automatic. In fact the color itself is adjusted to suit the customer's taste. 


Next the men go through the circuits, and learn that the alignment is 
more critical in IF. Following this the instructor throws out all adjust- 
ments and the men learn to correct them. Last stage is where the 
instructors put troubles into the sets, by short circuiting, opening up 
peaking coils, etc., and then letting the men trace down. 


Motorola service manager Tim Alexander thinks it will be necessary 
to have a final convergence in the location where it is to operate. The 
magnetic effect of the earth may offset some color installations. It takes 
good eyesight for the service men to see that the three dots are super- 
imposed, but a color blind man can otherwise get along all right. 


Other men in the color field say the going will be rough in service, 
particularly in the home. There is a lack of test patterns, during the 
day which is a handicap, states one expert. There is no decent signal 
color bar generator on the market as yet, says another. There are white 
dot generators which are all right, but none of these are adapted for 
carrying into the home. A lot of color sets will have to come back to 
the shop for adjustments. 


A shop must invest about $2,000 for test equipment if it is to go ahead 
with color TV service. Following is the minimum amount of equipment 
needed: 


1. A scope which has a vertical amplifier with sufficiently wide, rela- 
tively flat response (about 5 m.c.) and high vertical sensitivity. 
2. A video sweep generator covering 0-5 M.C. in linear fashion. 
3. Dot generator. 
Standard signal generator. 
5. Vacuum tube voltmeter and high voltage probe. 


6. (For U.H.F. markets only) A U.H.F. sweep generator plus markers 
either self contained or furnished by a separate marker generator. 


Outside men, says Alexander of Motorola, must have a dot generator 
for use on set delivery and for future service calls. 
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HOW TV SATURATION HAS GROWN 























51.4% 63.5% 78.3% 


1953 1954 1955 


The Television Market 


» Now that it’s become an American habit, TV is shaking down to a 


new and more clearly defined sales pattern. 


' But color, UHF-VHF, price cutting, the second set market, and the country’s 


general economic climate will all influence retailing in 1955 





WHAT THEY ARE BUYING 


The big trend this year has been for table model 
sets. Of all sets produced some 60% are table models, 
less than 40% are consoles and phonograph combina- 


tions have taken only a little over one percent so far. 


In screen sizes, the 19-21 in. sets hold the lead with 
about 80 percent of the market. Next are 17 in. 
models with some 17 percent, 24 in. models about two 
percent and 26 in.-and-over less than one half of 


one percent. 














TELEVISION RECEIVER PRODUCTION 


Production this year is considerably lower than last 
year, but right in line with industry prediction made 
some months ago. 





Percent 

1954 1953 of change 
May 396,287 481,936 —17.77 
5 Months 2,301,005 3,309,757 —30.48 
6 Months 2,800,000 (Est.) 3,834,236 —26.97 





ee 
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U- Upper income: 


Professional or executive family 


2.7% 
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Is Still Changing 


ORE than ever before, the 
M television industry shows 
signs of preparing for long 
years of competitive selling. The new- 
ness has worn off. If the predicted 
6,000,000 receivers are sold this year, 
by January, 1955, nearly three-quarters 
(73.9 percent) of all American homes 
will have TV. 

Most people in most areas of the 
country have learned to accept televi- 
sion as part of their lives. It’s become 
as much a part of the family scene as 
a refrigerator or the family car. Every- 
where you look, there are familiar signs 
of a business that is settling into its 
permanent niche in the marketing 
economy. 

With the possible exception of col- 
or, nothing is so startlingly new or radi- 
cally different as to warrant a spon- 
taneous flood of buying. 

Sweeping changes may be in the 
offing but until they show up, at least, 
marketers might better concentrate on 
marketing, and just plain old-fashioned 
selling. One observer, presumably with 
tongue in cheek, forcasts that “‘. . . un- 
til the unlikely day when three-dimen- 
sional ‘feelies’ come along”, television 
will be sold, not bought.” 


ELECTRICAL MERCHANDISING—SEPTEMBER, 


M-— Middle income: 
Most of white collar group & technicians 





However, just because the bonanza 
days have passed there’s no reason to 
grow panicky about the future. The 
buying public has plenty of money to 
spend and it’s spending it. Despite 
declining factory payrolls and a shorter 
work week that has trimmed weekly 
paychecks slightly, the over-all dollar 
outlays haven’t been cut. Aided by 
tax reductions, consumers are actually 
spending more than ever before. Prob- 
able explanation of this is that they 
save less and are willing to borrow a 
little more on future incomes. 

Most economic observers feel now 
that the plateau on which the economy 
rests will be the springboard to re- 
newed prosperity. Recently, one op- 
timistic industrialist declared that the 
next quarter-century will see employ- 
ment rise to 100,000,000 and the na- 
tional income skyrocket to $600 bil- 
lion. Significantly, his prediction went 
unchallenged by many of the “Gloomy 
Gusses” in the economic crystal ball- 
gazing fraternity. 


What's All This Mean? 


It means that increasing set satura- 
tion (see chart) makes selling tougher 
while a healthy economic climate 
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WHO OWNS TV? - TV ownership by income groups by years 


12.4% 


1953 


NOTE: 
“Videotown"’. 









L- Lower income: 
Unskilled workers, porters, clerks 


5.6% 





The chart above was drawn from the Cunningham & Walsh annuol survey 
Although the figures represent the 


rowth of television in three 


major income groups in the city of New Brunswick only, it is reasonable to project 
them nationally since, over a period of six years, this community has closely paralleled 


the national saturation increase. 


keeps the sales potential high. It 
means that the whole television mar- 
keting scene is changing and, while 
there's nothing strange or peculiar 
about this, like many another change, 
when it arrives it comes as something 
of a shock. 

Perhaps the most important thing to 
remember is that those enterprising 
people who recognize changes and ab- 
sorb them as they come along, are the 
ones most likely to survive and pros- 
per. 

Better yet—those who anticipate 
changes—and this is far from impossi- 
ble—are the ones who reap the richest 
harvest and show the greatest profit. 
Business failures are reported every 
day, to be sure, but for every failure, a 
success story can be found. Consumer 
needs and demands can’t be ignored 
or overlooked: methods of distribu- 
tion, merchandising and selling must 
be flexible to meet the constantly 
changing requirements of the market- 
ing revolution. 

Recently, in its own survey among 
the major manufacturers of television 
receivers, ELECTRICAL MERCHANDIS- 
NG found that the earlier forecast this 
year of some 6,000,000 sets to be made 





By JACK LANE 


in 1954 still stands up. Only one 
manufacturer predicted a lower (5,- 
000,000) figure and a couple thought 
production might rise somewhat, 
though not significantly, above 6,000,- 
000. 


Prices Too Low 


Questioned on pricing, most of the 
firms surveyed thought that “prices 
are too low now”. They expect some 
upward revision of price structures and 
probably by fall. All thought that the 
low-end sets will get the lion’s share 
of the business, a theory strongly sup- 
ported by reports from dealers every- 
where. One dissenter put it this way: 
“Future prices will reflect the pressure 
as volume decreases”. In other words, 
if sales volume falls off, the price struc- 
ture will be forced downward by the 
pressure of competitive selling. An- 
other said that prices will continue 
downward until the retail average is 
substantially under $200. 

Only one manufacturer expects an 
increase in the sale of 24 in. and 27 
inch sets. The others felt that these 
models have a limited market and that 
the greatest demand will be for the 21 

(Continued on page 98) 
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the disposal of the trade-in: 





Allowed on 10-inch set...... 

Check-up, cleaning & polishing. 

One new tube ............. 

Delivery and installation, if any 6.00 Delivery and installation ..... 6.00 
(many 10-inch are carried by buyer) 

Warranty, 30.day parts....... 

Commission (if sold at $49.50) . 


Total cost of trade-in... .$45.10 


Resale price ........... 49.50 
POs '6 ss dpess ook 


Commission to salesman who 
took the set in as trade (50 
percent of the profit)...... 


Overall commission to 
original salesman . . ..$31.29 






Here’s How The Plan Works on Paper .. . 


Salesman’s commission on sale of 21-inch console..................$29.09 
To this is added THE PROFIT from 









From this is deducted THE LOSS on 
the disposal of the trade-in: 


$20 Allowed on 10-inch set...... $35 
3.50  Check-up, cleaning & polishing. 3.50 
2.20 One new tube ............. 2.20 


oe. WEED. av ciuncceccceueaee Sean 
9.90 Commission ............... 9.90 


Total cost of trade-in.... 60.10 


Resale price ........... 49.50 
4.40 WD ccccaniicsdeens eee 


Deduction to salesman who 
took the set in as trade (50 


2.20 percent of overall loss).... 5.30 


Overall commission to 
original salesman ... .$23.79 


BECAUSE this dealer and his salesmen split the profit or loss on used sets .. . 


They Make Money on TV Trades 


r ‘SHANKS to a partnership arrangement with 
his salesmen, dealer Cliff Swanson of Studio 
City, Calif., now makes money on the TV 
sets his customers trade-in on new models. 
Swanson found that his salesmen, like many 
others, were overtrading to meet competition in 
their highly competitive and _ discount-ridden 
market. Even worse, the sets thus acquired were 
not being resold and Swanson often was forced to 
wholesale these old sets at a considerable loss. 
To meet this situation Swanson revised his 
commission schedules. Salesmen now receive one 
half the net profit from the sale of each piece of 
new merchandise—plus or minus the profit or loss 
from the trade-in which figured in the sale. 


Here’s how the commission schedule operates: 
From the selling price............... $359.95 
Is deducted the single lot wholesale cost 251.96 
and 15 percent of this wholesale cost to 





cover store overhead 37.80 
and a flat handling charge 12.00 
producing total costs of 301.76 
leaving a profit of 58.19 





salesman gets half as his commission $ 29.09 


This produces a base commission which is then 
adjusted upward or downward to reflect the profit 
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A photostory by HOWARD J. EMERSON 


or loss on the trade-in (as indicated in the chart 
at the top of the page). 

he best way to illustrate how Swanson’s system 
works is to consider this picture: 


Before: When his salesmen were paid a 7 percent 
commission, based on selling price of the item less 
the full amount of the trade accepted, Swanson 
was making a profit on his lines of DuMont, Hoff- 
man, Magnavox, Packard Bell and RCA television. 
But periodically, what looked like a terrific net 
profit on his books was cut down to mediocre size 
through the necessity of wholesaling at a loss a 
large number of the used television sets which his 
staff had taken in trade with his approval. 


After: During the four months that Swanson and 
his salesmen have been sharing in the net profit 
from each piece of merchandise only after the 
profit or loss from the trade-in has been figured, 
the group is doing better than breaking even on 
the handling of trades. More important, of course, 
the store is realizing the full profit from the sell- 
ing price of its new television sets. No “graveyard” 
is being built in the backroom or at the service 
contractors. Why this unique method of putting 
the salesman on a “share the net profit” basis pro- 
duces results is seen in Swanson’s analysis: 
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e The salesmen no longer look at a trade in as 
“something the boss will have to worry about.” 
They look at the trade just as the “boss” would— 
shrewdly considering its resale value, and figuring 
any possible loss in relation to the profit available 
in the new set being sold. 

e The salesmen do not forget a used TV set 
once they have taken it in trade. Their profit on 
the new set sale depends on selling the trade-in, 
so they live with it, pushing it through recondi- 
tioning, on into display and sale. By agreement, 
the used TV will be taken off the floor after 120 
days and wholesaled. It is to the advantage of each 
salesman to get his trades sold before he will have 
to split the loss such a clearance will incur. 

e They are encouraged by the commission basis 
to sell up to bigger ticket merchandise, not only so 
they will be sharing in the wider spread between 
cost and selling price, but in order to eliminate 
some of the gamble that is inherent in accepting 
any trade-in. If they are caught with a loss on the 
trade, their share of the larger net profit on a de- 
luxe model] can absorb the loss and still leave 
them some profit. Salesmanager Al Roesch, who 
worked with Swanson in developing the commis- 
sion arrangement says it is proving to be the most 
practical method of compensating salesmen in a 
trading market. 
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PROSPECT who wants to trade-in a 10-inch set on a 
$199.95 leader model causes Swanson sales manager 
A. Roesch to consider carefully: his commission on 
this type of sale is $3.43, not enough to let him 
gamble ona 10-inch trade. 


. » 


PB msen 





NEW TUBE, on hour’s work on set, cleaning and ad- 
justing costs $5.70; this charge is entered on set‘s 
inventory card by service contractor. Trade-ins are 
not backlogged but are reconditioned immediately. 


BUYER FOR SET is found by salesman Bill Mitchell. Because he'll get 20 percent 
commission on sale of old set, Mitchell is more anxious to sell it than to switch 
customer to low-price new set with small commission. 
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., « » Here’s How It Works in Practice 


IF PROSPECT INSISTS on trade, Roesch tries selling 
up to deluxe model, a $359.95 console with a sales- 
man’s commission of $29.09. He can now offer up to 
$35 for the trade; on the leader the top allowance 
would have been $10. 


BACK ON STORE FLOOR within two or three days, 
trade-in is Roesch’s “‘baby’’—it is charged to his 
account and he is responsible for its condition and 
appearance. 


6 


SINCE HIS OVERALL commission is now tied-up in 
this 10-inch set (which he finally allowed $20 on 
because it wasn’t working), Roesch is anxious to get 
it re-conditioned and resold. Here he checks with 
service contractor on necessary work. 


4 


PRICING OF USED SET is handled by dealer Swan- 
son, who must keep prices in line with Los Angeles 
market regardless of how much was allowed for 
set or how much it cost to recondition. 


ROESCH’S OVERALL COMMISSION is now figured by bookkeeper Marian Barnes. 
He'll get commission from the new set he sold and half the profit store made on 


the used set he took in as trade. 
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SUGGESTIONS on how family could use the second FINALLY, Wagner offers a new antenna free and 
Wagner shows purchaser of a new 27-inch set why set are offered salesman in attempting to resell them offers to send old set through shop for check-up and 
her old 16-inch set is still worth original dollar value on the old set. Here Wagner shows the customer how adjustments. A $10 investment on these offers may 
to family instead of $70 trade-in allowance the set could be moved to the child’s room save Wagner $20 loss on the trade. 


How To Make Money on Trades: MERCHANDISE THE SET 


prea 


SALESMEN hove oa half interest in profit or loss, are THEY TAKE TURNS in putting one of their used sets SALESMEN SELL QUALITY of used set in market 
more than willing to keep display clean and attractive out front to draw attention of sidewalk traffic and where many prospects are used to “as is’ merchan- 


all sets hooked-up for demos heavy San Fernando Valley auto traffic dise.. Warranties, guarantees are emphasized 


How To Make Money on Trades: DON T GET CAUGHT 


are 


SALESMEN ARE BRIEFED by contractor on how to spot rebuilt or homemade sets BUT WHEN NECESSARY, the store unloads. Sets are carried 60 days at list then 
and how to identify particularly desirable old sets or how to avoid troublemakers 60 days at cut price, then wholesaled. Salesman picks set from. his inventory to 
disguised in fine cabinets be advertised at cut price in regular classified advertising. 


END 
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FIRST of the privately owned TV stations 
in Canada, CKSO-TV, went into opera- 
tion in late 1953, now shares the airwaves 
with 14 other commercial outlets, six 
Canadian Broadcasting Corp. stations. 
Canada’s most northerly station, 
CKSO-TV is in Sudbury, Ont., appeals to 
viewers with American type programs 
like this weather broadcast. 


Canadian TY: 


By JAMES MONTAGNES 


HIS fall there will be at least 21 
television stations operating in 
Canada and just over a million 
sets receiving their programs. Every 
section of Canada will have some 
television reception as Canadian tele- 
vision begins its third year of pro- 
gramming. 

In the two years since the first 
Canadian television stations began 
telecasting at Montreal and Toronto 
in September, 1952, public demand 
for more television stations forced the 
Canadian government to alter its 
policy and allow developments of pri- 
vate interests in the television broad- 
casting field. As a result there will be 
at least 15 privately-owned television 
stations on the air throughout Canada 
this fall plus six stations operated by 
the government’s Canadian Broad- 
casting Corporation. A seventh CBC 
station will open up at Halifax in 
December, and additional licenses are 
being granted to private interests, 
mainly radio broadcasting stations, to 
open up television stations in all parts 
of Canada. 

Just as the Canadian government 
had to change its plans on the entry 
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They Couldn't Hold It Back 


Despite the Canadian government's desire to keep commercial stations to a mini- 
mum, private stations now outnumber government transmitters two to one and 
public demand has sent set sales soaring to over one million 


of private interests in the television 
station field, so it has had to change, 
or allow the CBC to change, plans to 
use a minimum of commercial pro- 
grams, and a majority of Canadian- 
produced programs. Today the ma- 
jority of programs, even over the 
CBC stations, are of American origin, 
either network or film, and commercial 
announcements are almost as fre- 
quent as on United States television 
stations. The CBC has found that 
television is far more costly than was 
anticipated, and has established a 
far larger television section in its com- 
mercial department than it has ever 
had for radio broadcasting. CBC has 
been successful in producing some 
high quality programs with Canadian 
talent and has found large industrial 
sponsors to underwrite the develop- 
ment of Canadian talent. All facets 
of the Canadian theatrical worid have 
benefitted with the advent of Cana- 
dian television. 


One Station Per City 


In establishing its present policy of 
allowing private interests to operate 
television stations, the Canadian gov- 
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ernment has ruled that until all parts 
of Canada have television stations, 
there will be only one station al- 
lowed in any city. This has had an 
important bearing on the number of 
sets sold in most Canadian cities, ex- 
cept those in areas close to the inter- 
national border where American 
stations can be tuned in. Heaviest 
sales have been made in those areas 
where there is a choice of stations. 
Sales have grown gradually in other 
centers, with intensive sales campaigns 
being necessary practically from the 
opening of the station. 

Canadian dealers have as yet not 
had to worry about UHF conversions 
and antennas, as no stations have been 
licensed in Canada yet for UHF allo- 
cations. ‘There are still ample VHF 
openings throughout Canada. Sim- 
ilarly, color has not yet entered 
Canada, and is not likely to do so for 
at least another year since price of 
receivers is at least 50 percent as high 
again as in the United States. First 
color TV sets are to be on the Ca- 
nadian market, however, this fall; 
American stations at Buffalo, Cleve- 
land, Detroit and Seattle are the onlv 


sources of color television for the 
present. CBC and Canadian inde- 
pendent station operators have dis- 
cussed color television possibilities, 
but no plans for color telecasting have 
been announced for the near future. 


Ontario Gets the Sets 


Sales of television receivers have 
been heaviest in the province of On- 
tario, in the area north of Lakes Eric 
and Ontario. Here at midyear were 
located more than half the television 
receivers in all of Canada. In this 
area most T'V set owners had a choice 
of several stations, both Canadian 
and American. Here the first Ca 
nadian independent stations were in 
operation before the end of 1953, 
less than six months after the govern 
ment had changed its policy and al 
lowed the licensing of privately-owned 
stations. 

In the southern Ontario region 
the sales pattern for electrical appli- 
ance dealers has followed somewliat 
that of the more congested TV areas 
in the northeastern United States. 


Cut-rate selling has been prevalent for 
(Continued on page 106) 
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DEALER JULIUS BADIS (right) of Harvey, Ill. belongs to the “‘you want ‘em, 
we've got ‘em school of selling, but moves some 350 units a year. Badis’ B&H 
Radio carries some 190 units in stock; groups major display on wall. 


RADIO 


Plays a New Role 


Because of TV, radio sales dropped from a high of 17- 
million in ‘47 to 8.4-million in ‘53 and most sales today 
are small-ticket table, portable and clock models 


* 
Merchandising techniques have changed to meet these 
new conditions. Dealers have developed new ap- 


proaches to display, advertising and selling 


And, despite the drop in volume, retailers happily are 
finding that a radio sale involves no headaches of in- 
stallation, in-home service, delivery or trade-ins 


* 
By N. BLEECKER GREEN 
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MPULSE SALES is angle at B&H Radio, where different styles of radios are 
displayed on top of TV sets in store. Badis finds five peak months run from Septem- 
ber to January when he does over half his radio business. 


FULLTIME RADIO SERVICEMAN is feature of B&H excellent, air conditioned 
service shop, one of best in Chicago area. Some 60 percent of total business 
($262,000 in 1953) is service; 40 percent sales. 


N these days of emphasis on tele- 

vision merchandising, radio has 

taken a back seat. But just be- 
cause the younger member of the 
family has grown to dominate the 
retailing picture in many ways, don’t 
sell radio short. Radio today sells 
well and in good volume. Over 45 
million homes have one or more 
radios these days. More than eight 
million radios (home, portable and 
clock) were listed under manufac- 
turer’s sales during 1953 for a com- 
bined retail value of well over $275 
million. And these radios are being 
sold over the retail counters of the 
country. 

Just who sells them and the differ- 
ence between those dealers who move 
the goods and those who do not isn’t 
easy to see. Probably the greatest 
is the frame of mind of the individual 
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dealer. A quick look at the average 
dealer operation shows little difference 
apparent at first. Availability seems to 
be the chief factor in radio selling to- 
day. As one dealer on Chicago’s south 
side said, “We carry radio like the 
drugstore carries cigarettes. If you 
want ’em, we have ’em.” Having them, 
the right ones at the right time, is the 
basic aim. 

Buying and stocking (inventory), 
promotion and display are other fac- 
tors which control today’s radio vol- 
ume in most cases. And the toughest 
nut to crack in moving radio is the fact 
that most dealers and practically all 
salesmen are blinded by the big ticket 
of TV in comparison with the smaller 
amount of dollars brought in by 
radio. 

“It takes me longer to sell a $35 
radio than a $200 TV set,” said one 
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DIRECT MAIL is used for radio. 


This Motorola stuffer is going out with the 





i 


monthly statements and service contracts. B&H also uses local newspaper ads 
once a week and the Chicago Tribune Sunday metropolitan section. 


BATTERIES FOR RADIOS, called largest stock in area by dealer Badis (left) help 
build store traffic and make B&H a center for portables. Store opens advertising 
on portables and new batteries around Decoration Day. 


salesman. “he customer may take a 
half-hour or forty-five minutes just to 
figure out what color he wants.” And 
when this salesman is working on a 
commission or incentive setup, this 
can be annoying. 


Sales Approach Varies 


Various approaches have been used 
to get around this problem, but many 
dealers still have no good answer. A 
check of the Chicago market shows 
that one solution has been to put the 
radio in a different department from 
the majors, often where it is sold by 
special clerks or salesmen. One Ohio 
dealer is going to place radio in his 
record department along with traffic 
appliances and a new hi-fi setup. With 
the price spread cut down, clerks 
working in this section of the store 
find a $40 radio is a big ticket item 
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and they will work to sell it. This 
makes for equal satisfaction both on 
the consumers part and to the sales- 
men when sale is completed. 

The chance for a cleaner profit with 
less service expense and chipping away 
of “extras’”’ is often stressed by dis- 
tributors in making their pitch for the 
radio line. And this reasoning has its 
merit. Although it takes more sales 
unitwise to equal a big ticket sale, 
the gross profit can be cleaner because, 
(1) most radio sales are carried home, 
with the cost of delivery eliminated, 
(2) there is no installation problem, 
(3) trade-ins are almost non-existent, 
(4) there is little service call for ad- 
justment to keep the set sold, and 
(5) when the need for service does 
develop, either within warranty limit 
or after, the customer carries the set 
to and from the shop. All these leave 
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WINDOW DISPLAY, aiming for radio sale, is plugged in Admiral poster taped 
to window. Special on portables during summer, plus other models tie in with 
TV display. B&H finances radio sales, holds own paper for 60 days. 





AUTO RADIO accounts for 50 to 75 sales a year at B&H, keeps serviceman busy 
with both installations of new sets (Motorola) and repair work on all models. 
Serviceman can check sets in car just outside shop door. 


a better chance for a realistic profit 
that can stay in the house after the 
sale has been made. 


Display is Vital 


Display, according to most dealers, 
is a most important factor in mer- 
chandising radio. For it tempers the 
choice and the decision of not only 
the impulse buyer, but also of the 
calculating shopper who has already 
made the decision to buy. 

Display varies in practice with 
dealer operation, working in either a 
spread setup where the sets are shown 
in a number of locations throughout 
the store or in a concentrated, mass 
display. The larger the dealer and his 
layout, the better the chance to spread 
the radio inventory throughout his 
store. These dealers, working with a 
high overall volume and_ intensive 






store traffic, count on impulse sales 
and try to integrate radio into their 
overall scheme. 

The small dealer, working with a 
limited floor space and tight display 
facilities, often concentrates his dis- 
play in one spot with all radio lines 
gathered together. One midwestern 
dealer, working on this setup, organ- 
izes his mass display according to 
price and style in a 3-shelf wall dis- 
play. Larger sets, such as AM-FM, 
are on the bottom shelf, with medium 
size radios above this and the smaller, 
five-tube sets on the top shelf. Port- 
ables are located opposite this wall 
display on an island counter. By or- 
ganizing the display this way, the cus- 
tomer is able to compare the various 
models of similar price and type. The 
salesman can also attempt to trade 
them up if he sees the chance. 
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RADIO 
Plays a New Role 


(continued) 


But one word of caution comes 
from the smaller dealers in using radio 
display. “Be careful about putting 
them too close to the front door,” 
said one, “or you'll lose a lot of mer- 
chandise from pilferage.” Some deal- 
ers have tried to tie them down, but 
most find that they either have to 
watch them closely or they are forced 
to move the display away from the 
door or exit. 


Inventory Takes Sharp Eyes 


Inventory requires a sharp eye, ac- 
cording to Chicago dealers. They feel 
that the dealer must be right on top 
of his stock. A constant replacement 
of fast moving, seasonal stock is 
needed, for the radio customer wants 
it “now.” The problem of showing 
one model in many colors has been 
angled by one store in showing price 
tags on each set. Each tag gives the 
price and the colors available. “But 
you still have to tell them most of 
the time,” the dealer adds, “for they 
just don’t read the information con 
tained on the tag.” 

How one medium sized and three 
large dealers have tailored their mer- 
chandising to fit the new pattern of 
radio retailing is shown in the pic- 
tures on this and the two immediately 
preceding pages 


DEPARTMENT 


adjacent to appliances and television departments 


inventory of various lines and models 


DEALER STAN LERSCH uses catalog setup to help move all 


lines of appliances, radio and TV. Some 20,000 consumers 
are on listings of his Tri-Par Radio firm 


BENSON’S MUSIC Shop in Chicago uses spread display, but 
holds it to special TV-radio room, separate from appliance 
ales section. Benson moves over 2,000 radios a year 


uses moss display directly 
Island counters have mixed 


we 
: eee 
SPREAD DISPLAY keeps radio lines before customer in many 
parts of store. Tri-Par did some $50,000 in radio during 
1953, finds Christmas and late May best sales periods. 


SERVICE GUARANTEE on all new radios for 90 days is 
standard procedure at Benson’s. ‘We supply the labor,”’ says 
Benson, while manufacturers back us up with the parts. 


mn 


WALL DISPLAY, forming top of ‘’T” display, has live outlets so radios can be 
plugged in and played for shoppers. Display, formerly in corner, of TV section, 


_s 4 


was moved out to center of aisle, has helped keep up radio sales. 
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End 
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A Mass Market for Tape Recordings 









Up until now a mass market for music on 


tape and the machines to play it have 


been only a dream 


Some of the obstacles have been tape costs, 


difficulties in quantity reproduction, little 


standardization in players, and the lack of 


a “library” of available music 





But now there are new factors to consider 


—a growing interest in hi-fi, inexpensive 
players, the entry of the record companies 
into the field, new recording duplication 


methods 
* 


What effect will these new factors have on 
the industry and what do they mean to 
appliance and radio-TV dealers? 





WHE following questions and 
answers on the music on tape 
picture are based on a tape re- 

corded interview with Paul W. Jan- 
sen, Sales Manager, Magnetic Prod- 
ucts Division, Minnesota Mining and 
Manufacturing Co. 

QUESTION: What is your opinion 
on the current status of music on 
tape? 

Mr. JANSEN: Music on tape is 
“here”. Its coming has been pre- 
dicted ever since tape came into use, 
but only recently have events borne 
out the predictions. I would say such 
events include: 

(1) The rush of many new firms 
to get into the tape recorder field; 

(2) the introduction, or plans for 
introduction, of tape “playback only” 
units which have recently been an- 
nounced; 

(3) the increase in the number of 
selections now available on tape both 
by the pioneers in the field and by a 
number of new firms; 

(4) the widespread tape activity that 
has resulted in the “functional” back- 
ground music field; and most signifi- 
cant, 

(5) the entry of a number of the 
record companies with their vast mu- 
sic libraries into the music on tape 
field. 


Q. What, would you say, has caused 
this interest in music on tape to 
crystalize at this particular time? 
Mr. J. Many factors are involved. 
However, basically, two things have 
happened: 

(1) Conditions have arisen in the 
recorded music and the business fields 
today which have made music on 
tape increasingly attractive; and, 

(2) certain obstacles which have 
retarded the development of a music 
on tape industry for several years have 
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either become less significant or have 
been overcome. 


Q. Would you elaborate on these 
points—first, as to “new conditions”? 
Mr. J. First of all, the demand for 
music on tape has now become size- 
able. Latest McGraw-Hill ‘figures in- 
dicate an estimated million or more 
tape recorders in homes over the coun- 
try. Some 275,000 tape recorders 
were sold last year alone. Estimates 
are that sales will double this year. 
The tape recorder boom is on. 

The high fidelity boom, too, has 
attracted widespread attention to tape 
recording and music on tape. ‘Tape 
is admittedly the ultimate in a high 
fidelity recording medium. With the 
demand for high fidelity has come the 
demand for music on tape. 

Much of the thinking, also, has 
changed in regard to music on tape. 
Instead of regarding music on tape 
as being competitive to music on 
discs, many of the record companies 
now realize that it instead offers them 
an entire new market for their music, 
in addition to their disc business. 


Costs Going Down 


QO. Now as to the obstacles which 
have been overcome? 

Mr. J. One of the early problems in- 
volved in mass producing music on 
tape was that no satisfactory method 
had been developed by which tapes 
could be turned out in the quantities 
desired. This is definitely no longer 
a problem. Individual firms in the 
tape duplicating business today are 
turning out up to a thousand recorded 
tapes daily. This number could be 
greatly increased simply by adding 
more duplicating units. What’s more, 
these duplicators are very inexpensive 
compared to disc-pressing machines 
and take up considerably less space. 
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From the point of view of man hours, 
one man can turn out as many or 
more tapes as discs in an equivalent 
time with today’s equipment. At 
least three firms today are manufac- 
turing and selling tape duplicating 
equipment for use in mass production 
of recorded tapes. 

Cost of the raw tape used in a re- 
cording—although certainly significant 
—is no longer the deterrent it once 
was. Again, this is primarily due to 
the change in thinking that has de- 
veloped in many quarters. On a cost 
basis, plastic tape is not now, and 
never has been, competitive with the 
vinyl plastic that goes into a disc. 
Tape simply is more expensive. There- 
fore music on tape is also more expen- 
sive and cannot be classed as competi- 
tive with disc recordings. Tape offers 
the nation’s recorded music producers 
new markets for their wares rather 
than threatening their existing mar- 
kets as was once believed. 

Cost of tape recorders, too, is a 
problem that is working itself out. 
For those who want the best, the 
finest recording equipment in the 
world is available—at prices commen- 
surate with quality. For those whose 
standards are less exacting, low priced 
recorders offer quality that is really 
quite amazing. Recorders are avail- 
able today for less than $100. Play- 
back units for music on tape—units 
that play through radio and TV sets 
or through home music systems—can 
be made today to sell for from $50 
to $100, and are currently in the 
works, according to published reports. 
What’s more, each year sees new re- 
corders introduced which improve on 
the quality of last year’s recorders, 
but which cost substantially less—so 
great is progress in this field. 

Still another factor is the matter of 
handling. It has been pointed out 






that it is easier to place a disc on a 
phonograph than a reel of tape on a 
recorder, and that it is easier to locate 
a selection on disc than on tape. This 
has worked itself out—to a certain ex- 
tent—by technical improvements such 
as indexes or counters built into some 
of the new recorders and again, by 
the realization that tape is ideally 
suited for long playing selections 
rather than the short, 3-minute selec- 
tions on which the 78 rpm disc rose 
to fame. 

And of course one of the greatest 
obstacles—the lack of a library of music 
by top orchestras and “names’’—has 
been overcome by the entry of the 
record companies, who have those 
libraries, into the music tape field. 

I might point out, however, that 
one obstacle which has not been com- 
pletely overcome is that of standardi- 
zation in the tape recorder industry. 
The situation is improving, but more 
progress must be made. 


More Choice for the Public 


Q. You have referred to two types of 
music on tape—“functional” back- 
ground music and music for the home. 
Would you elaborate on this distinc- 
tion? 
Mr. J. The music on tape industry 
seems to be developing in two paths. 
One is in the background music field, 
sometimes referred to.as “functional” 
music, for use in industrial plants, 
offices, stores, restaurants and hotels, 
and also in transportation on trains, 
planes, and ships. ‘The other is in 
the field of music for the home—re- 
corded tapes for high fidelity fan and 
for the many other owners of tape 
recorders over the country. 

In the field of music for the home, 
a number of developments have oc- 
curred which promise that the tape 

(Continued on page 116) 
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By AMASA B. WINDHAM 


HE South 
specific television markets. The 
first market is the large urban 


today has three 


areas—Houston, Atlanta, Birming- 
ham, Memphis, Dallas, Miami and 
New Orleans. Dealers in all of these, 
with the possible exception of heavily 
saturated New Orleans, are selling 
television today at a better pace than 
they have ever sold before. 

The second great market is the rural 
and farming areas, which house the 
largest part of the South’s population. 
It is the small town and crossroads 
dealer who is today cashing in on the 
fast emergence of new telecasting sta- 
tions. 

The third market is the Negro 
buyer. This selling field has developed 
into a major one in the past 18 
months. Two factors are responsible 
for the rather sudden emergence of 
the southern Negro as a heavy buyer 
of television. First, he makes more 
money and is more gainfully employed 
than ever before, with the result that 
his standard of living is higher than it 
has ever been. Consequently, he buys 
more modern equipment for his home, 
including television. The migration of 
industry to the South is an important 
factor also in giving the Negro this in- 
creased standard of living. He is a bet- 
ter credit risk than he has ever been, 
and frequently, colored buyers pay cash 
at the time they purchase television 
sets. 

A second item in the rise of the 
southern Negro as a heavy television 
buyer is the fact that he is naturally 
cautious. To him, television has here- 
tofore been a novelty. Now, he knows 
that it is established, a part of mod- 
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ern living and he means to have it. 
He has more and more drawn the at- 
tention of the southern dealer and in 
many cases, these dealers have added 
Negro salesmen to their staffs in order 
to supply his needs. There are five 
such Negro salesmen operating in 
Memphis, alone. 

With three such distinct markets 
open to the merchandiser, it is small 
wonder that the South is riding a 
television boom not paralleled before. 
Except in the urban market, televi- 
sion is still something pretty new to 
the average southerner and saturation 
is probably lower than in any other 
section of the nation. Every time a 
new telecasting station goes up, tele- 
vision set sales in the immediate vi- 
cinity of the station increase from 600 
to 700 percent. 

In making this survey of the tele- 
vision picture in the South today, 
ELECTRICAL MERCHANDISING has gone 
to branch-head sources—the retail 
dealer and the area distributor, the 
local utility and the city power board 
—to get as accurate an insight as pos- 
sible into sales actualities and potenti- 
alities, saturation, supply and demand 
and other merchandising factors. 


Sales Beat Expectations 


Two years ago, this magazine made 
a dealer-to-dealer survey of Chatta- 
nooga, Tenn., as a typical American 
city which anticipated the arrival of 
telecasting (EM, Sept., 1952). In 
that survey it was found that 42 Chat- 
tanooga dealers felt they would sell 
15,000 television sets during the first 
year of telecasting in their city. 
It appears today they were slightly 






CITY DWELLERS who provide an older but still unsaturated market . . . 







TV Keeps 


low in their estimate. Chattanooga got 
its first telecasting station about the 
last week in April, 1954. At the mid- 
dle of July, from figures based on the 
best possible estimates, these 42 deal- 
ers had already sold approximately 
8,500 sets and monthly sales figures 
were climbing steadily, indicating that 
the first year sale of television sets may 
reach 18,000 or 20,000. 

Sales have jumped approximately 
six times over what they were before 
the advent of telecasting. Manufac- 
turers have not been ready to meet 
the demand. The Chattanooga Elec- 
tric Power Board, which keeps an ac- 
curate tab on dealer doings, reports 
that even 60 days after the telecasting 
station went on the air, local distrib- 
utors could not get enough sets to take 
care of the heavy demand. 


The Deep South 


The Chattanooga story is fairly typi- 
cal of southern cities where television 
is newly arrived. In central and south- 
ern Louisiana, for example, where 
three new stations have recently gone 
on the air, the sale of television sets 
is running at approximately 4,500 per 
month, whereas in 1953 it was around 
800 per month. Saturation in this 
area, which includes Baton Rouge, 
Lake Charles and Alexandria, is esti- 
mated at a low 25 percent. 

Next door to Louisiana is the state 
of Mississippi. When ELECTRICAL 
MERCHANDISING last gave a full report 
on the television situation in Missis- 
sippi (Sept., 1951), there were no 
telecasting stations operating in that 
state. Today, Mississippi is somewhat 
television-happy, is one of the best TV 
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“covered” states in the union. At the 
crossroads of two coaxial cables, 
Mississippi gets excellent TV coverage 
from three stations in Jackson, the 
state capital, as well as from the Mem- 
phis, Birmingham, Mobile and New 
Orleans stations. 

Jackson distributors began priming 
for sales in Mississippi two years be- 
fore the first station came in. One of 
the first to train sales and service per- 
sonnel was Syd Camper, of Southern 
Wholesalers, Inc. Camper was ready 
for TV when it arrived. 

“Mississippi dealers did a terrific 
job of selling right from the first,” 
says Camper. “Some manufacturers 
tried to use us as a dumping ground 
at the beginning. We had an influx 
of old obsolete models, with price-cut- 
ting and all the other evils, but that 
situation cleared up pretty quick and 
we haven’t been bothered with it 
since. 

“Buying in Mississippi quickly 
spread from the cities to the rural 
areas and among the largest buyers 
of television today are farmers and 
the Negro. Most distributors at pres- 
ent have a backlog of orders or are 
just catching up. Our own sales are 
approximately 30 percent ahead of 
last year.” 


Saturation Is Low 


Saturation in Mississippi is esti- 
mated at less than 35 percent. The 
market for UHF is very good since one 
of the three stations in Jackson is a 
UHF station. The 17 and 21-inch 
sets are best sellers, the former moving 
almost as well as the latter. In the 


Magnolia State, appliance stores are 





1954—ELECTRICAL MERCHANDISING 





doing the best job of merchandising 
television—far better than department 
stores. 

Over in Alabama, which has had 
television for four years, the marketing 
picture is bright. R. P. McDavid, Sr., 
who has been a distributor for 25 years 
and who knows the situation as well 
as anyone in the state, points to the 
great increase in sales in rural areas 
and farming sections. While satura- 
tion in Birmingham runs approxi- 
mately 65 to 70 percent, other sections 
are still considerably lower, although 
saturation is rising fast. Both Mobile 
and Montgomery now have telecasting 
stations and others are scheduled for 
early opening. In the early months of 
1954, Alabama distributors and deal- 
ers had a real shortage on their hands. 
McDavid reported a backlog of 500 
orders in March, while Nelson Broth- 
ers, in Mobile, found themselves ap- 
proximately 700 deliveries behind. Re- 
ports now are that the supply has 
about caught up again and sales have 


leveled off. 
Georgia Rural Sales High 


In Georgia, the sale of TV sets is 
running at better than 12,000 per 
month, the best figure yet estimated 
for that state, and the selling appar- 
ently is being done in the smaller 
cities. An Atlanta wholesaler, who 
prefers not to be identified, points out 
that the sale of television sets in the 
Georgia capital city has been steady 
for three years, and that the increase 
in sales comes from heavier buying in 
such towns as Albany, Waycross, Ma- 
con and Valdosta, all rural areas with 
large Negro populations. 
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Outside of Atlanta and Savannah, 
saturation is less than 30 percent at 
present, this dealer estimates, and 
17-inch sets lead the field in sales, 
although 21-inch models are popular. 
As in Mississippi, appliance dealers 
in Georgia far outsell the department 
stores, although in Atlanta department 
and hardware stores, as well as the 
chains, are doing a fine merchandising 
job. 

Moving up to Tennessee, our survey 
shows about a 70 percent saturation 
in Memphis, the largest city. C. M. 
Neville, sales manager for Cy Shobe, 
Inc., observes that dealers in west 
Tennessee and Arkansas are running 
about the same as last year in sale of 
units but are slightly below in volume. 

“Hardware stores and appliance 
stores are doing the best job of selling 
television sets over here,” says Neville, 
“far better than the large department 
stores and chain stores, and the 21- 
inch model is the best seller. There is 
no demand for UHF, since the only 
UHF station in this area, in Little 
Rock, closed up recently.” 

Memphis has little or no trouble 
with discount houses and there is no 
dumping by manufacturers. Sales are 
somewhat better in the area served by 
Memphis than in the city itself. For 
instance, dealers in Jackson and Hunt- 
ingdon, both average-size towns, re- 
port better-than-ever television set 
sales and foresee a continued rise. 

Nashville and Knoxville appear to 
be the dumping grounds in Tennessee. 
Price-cutting is widespread in both 
these cities and obsolete models are 
being offered regularly. At this writ- 
ing, the situation appears to be clear- 
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ing up, however. Saturation is about 
40 percent in both cities and sales are 
steady. 


Carolina Business Brisk 


In the Carolinas, only two cities 
show a strong demand for UHF. These 
are Greenville and Columbia, both in 
South Carolina. There are an esti- 
mated 400,000 sets in the Charlotte 
area, representing a saturation of ap- 
proximately 60 percent. 

W. C. Conley, sales manager for 
Southern Appliances, Inc., says: “Up 
here we are doing very well selling 
second sets—that is, an extra set for 
the den, kitchen or rumpus room. 
Our own business is up approximately 
60 percent over 1953.” 

Conley declares that the demand is 
terrific in the Charlotte area for 17- 
inch sets retailing at $139.95. The 
21-inch portable set also is in the 
best selling brackets. Department 
stores throughout the Carolinas do a 
fine job of television retailing, com- 
peting equally with appliance shops, 
hardware dealers and the chain stores. 
There is no evidence of manufacturer 
dumping in this section. 

Florida dealers have done an increas- 
ingly good job in television retailing 
for the past four years, exceeding the 
national average month after month. 
The simple fact is that where there is 
money. there are good television sales 
—and Florida buyers have money. 


Figures Tell The Story 


Scanning figures gathered by Florida 
Power Co., Tampa Electric Co., Gulf 
Power Co., and Florida Power & Light 
Co., on dealer performance, one is 








AND NEGROES who are heavy buyers... . 


Booming in the South 


bound to be impressed by a compari- 
son of sales for the first half of 1951, 
1952, 1953 and 1954. In 1951, for 
example, Florida dealers sold approxi- 
mately 13,000 sets in the first half of 
that year. In 1952, the figure had 
climbed to around 27,060. Last year, 
for an identical period, the figure 
reached approximately 33,000, and 
this year, January through June sales 
stood at around 40,000 sets. 
Saturation is high in Miami, Jack- 
sonville and Tampa, moderate in West 
Palm Beach, Daytona and Orlando, 
and low in the inland cities. One of 
the best television markets in the 
country at present is in the Pensacola 
section, where business is booming. 
Other areas of the South have 
shown a steadier pattern or at least 
less change in the television sales pat- 
tern. Lower Virginia, for instance, is 
about on a par with last year’s sales. 
Richmond has a heavy saturation and 
estimates by dealers set it at approxi- 
mately 75 percent. Saturation is not 
so high in Roanoke but is rising fast. 
Color television is yet to come and 
most dealers in the urban areas are 
looking forward to merchandising it 
extensively. The demand for UHF is 
sure to rise as more UHF stations 
open up. Service facilities are more 
numerous and better than ever before, 
with the dealers who intend to stay in 
business strengthening and improving 
their television service departments. 
This survey, of course, is not a com- 
plete picture of television in the South 
but it is an accurate reflection of the 
situation in key areas. The future of 
television in the South presents a 
promising picture. End 
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HE’S A BUILD-IT BUG Just out of curiosity, this audiophile 


dropped in to Galperin’s to compare a 


packaged unit with a components system, is extremely critical 


HE’S JUST A CONSUMER He’s heard of hi-fi, but he 
doesn‘t know anything about 
it. All he knows is that he’s tired of TV and wants additional entertainment 


7 it 








AT THE GALPERIN MUSIC 


How to Sell 


But the smart Galperin salesman finds out what kind of music he likes, gets 
and plays a record he'd like to hear, impresses him with the fine reproduction. 


A magnetic recorder might be one answer to an incipient interest in good musical 
reproduction, but this particular prospect, though impressed, isn’t ready for it. 





hi-fi prospects into two groups, those 
that want to build their own, the 


ALPERIN Music Co. have been 
in business for about 36 years 
“nuts”, and those who don’t know 


and they have developed quite 


a reputation in the area around 
Charleston, West Va. But only dur- 


ing the past year has their selling 
ability been tested with a product 
people have strange ideas about—hi-fi. 

Buyer Robert S. Baer has divided 


SEPTEMBER, 


the first thing about it. 

Because Galperin’s have been the 
headquarters for musical entertain- 
ment (sheet music, band instruments, 
radio, television, then record changers 
and magnetic recorders), it was rela- 


1954—ELECTRICAL MERCHANDISING 











COMPANY, CHARLESTON, WEST VA., THEY'VE FOUND OUT 





Hi-Fi to Two Types of Prospects 





Few audiophiles buy the first time, but they come back, often with one of their own 
records, a playback of which confirms the first impression of high quality. 





If he comes back with his wife he’s as good as sold. She'll throw the weight 
of her preference behind the good cabinetry of a packaged instrument. 








Just as with the audiophile, the salesman first finds out what kind of music he 
likes before he tries him on a demonstration of a low cost hi-fi unit. 
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tively easy for them to get into hi-fi. 
And Baer was all prepared to do that 
job with the wisest methods. He be- 
gan with a sale to an engineer from 
the telephone company; through his 
satisfaction and comments to his 
friends, Baer developed other sales. 
But even with this sales-through- 
influence program, sales were spotty. 
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Baer hadn't hit on the real answer un- 
til he solved the problem of the 
build-it-yourself type. Once they were 
able to sell him, they could use the 
same technique on others. 

The hi-fi builder merely comes in 
to compare quality, Baer points out. 
But you can melt his resistance to a 
packaged unit if you show how much 
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The excellent reproduction, plus the fact that time payments are no bigger than 
for a cheaper phonograph make it easy for prospect to like hi-fi. 





he will have to spend on the “‘build-it’’ 
job in comparison to a unit like the 
$198.50 Magnavox Magnasonic. 
“Now the prospect who comes in 
to look at a phonograph player,” 
Baer continues, “isn’t much of a prob- 
lem at all. First, he is ready to buy 
some type of player. He might have 
planned to spend about $50 or $60 


but easily can be sold up to a hi-fi unit 
that costs $119.50. We try to ap- 
proach these people on the down pay- 
ment, explaining that if they are going 
to pay out so much a month or weck, 
they might as well pay for something 
nice. The payments won't be any 
larger and the difference in what they 
(Continued on page 128) 
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SPECIALIZATION: Just one line is sold at Radio Service Co., a policy which 


gets the firm better than usual ad allowances, makes for easier inventory control. 


SERVICE: In 29 years of operation Thomas (left) has built a reputation for service 
that is a strong factor in his list price policy. Staff of 10 technicians keeps sets 


working 


Because he maintains the policies pictured here, Dick Thomas 


of the Radio Service Co., Birmingham, Ala., does a TV-radio 


business of $150,000 a year and is convinced that . 


TV Can Be Sold at List 


DEALER who does a $150,000 
A annual volume of business in 

television sales with no price- 
cutting, no come-ons, no discounts, 
no free offers, no super sales stunts 
and no gimmicks whatever, is some- 
thing of a rarity these days. 

Dick Thomas, owner and operator 
of Radio Service Co., in Birmingham, 
Ala., is one of that rare breed of re- 
tailers who believes in straight selling, 
the strictest type of credit selection, 
and faithful adherence to one line of 
merchandise. 

Thomas lists six major methods for 
selling television. Since he is today 
one of Alabama’s top TV and radio 
retailers, his list is pretty good proof 
that his selling methods are sound 
business practices. His success in sales 
comes from: 


SPECIALIZATION. Thomas 
started his business 29 years ago, in 
1925. During that time, he has han- 
dled nothing but radio and television. 

“By this time,” he points out, “the 
buying public is thoroughly aware 
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that television and radio is not a side 
line with us, but rather our sole busi- 
ness. It’s like going to the doctor— 
the more specialized the doctor, the 
more he is able to deal with the pa- 
tient’s special problems. The intelli- 
gent buyer realizes that and, naturally, 
he knows he can get better merchan- 
dise and better service from a special- 
ist.” 

In all its years of operation, Radio 
Service Co., has never changed its 
name nor carried a side line not in the 
audio-visual field. 


ONE BRAND OF MERCHAN- 
DISE. “We handle only one line of 
television—the RCA line,” - savs 
Thomas, “because experience has 
shown us that we can do a better sell- 
ing job by merchandising only one 
brand rather than handling multiple 
lines.” 

At one time, Thomas had as many 
as six or seven brands of television 
and radio sets on hand. But through 
the following years he learned that 
several important advantages were on 








the side of the single brand retailer. 
Thomas lists these advantages as: 


BETTER INVENTORY CON- 
TROL. In the first place, Thomas 
doesn’t have to stock up as many sets 
as he did formerly. He is aware at all 
times just about what his needs for a 
certain period are going to be and he 
is able to concentrate orders more eff- 
ciently with one distributor. 


A BETTER ADVERTISING AL- 
LOWANCE. His distributor is will- 
ing to pay more than the usual 50 
percent of his advertising costs in 
return for his exclusive dealership. 


A BETTER SELLING JOB. His 
salesmen can concentrate their atten- 
tion and sales drive on one product, 
knowing its limitations and capabil- 
ities thoroughly. He also derives a 
certain advantage by having his name 
associated exclusively with the one 
product, benefitting from manufac- 
turer’s advertising and distributor’s in- 
stitutional promotion. 
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BEST USE OF ADVERTISING 
MEDIA. “Of course, we’ve got to ad- 
vertise in order to do business,” de- 
clares Thomas, “but we have learned 
never to regard advertising as just a 
necessary evil. It ought to be tested 
periodically to determine its results. 
Our policy is to use the advertising 
media which we believe is most ap- 
propriate to the product being adver- 
tised. In other words, since we are 
selling television and radio, we use 
television and radio as our principal 
advertising media.” 

To reach the greatest audience, 
Thomas decided on sports programs, 
and his sponsorship of such programs 
is extensive. 

“By sponsoring baseball games in 
summer and football games in winter, 
we believe we reach the greatest poten- 
tial number of buyers,” he says. “A 
spot announcement between every 
inning or at every ‘time-out’ period, 
we have found, is probably responsible 
for more customers coming our way 
than through any other advertising 
medium we could use.” 
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NO GIMMICKS: Discounts and free gifts are out at the Radio Service Co. 
price tag means what it says and the product is backed up by good service. 


EYE APPEAL: Both inside and outside, Thomas’ Radio Service Co. shows merchandise to best advantage. 


his 
passes up other forms of advertising al- 
together. He advertises frequently in 
the Birmingham daily newspapers, fea 
turing a $199.95 television set as a 


doesn’t mean that Thomas 


leader. But most of his advertising 
budget is devoted to television and 
radio and, with the exception of the 
newspapers, he rarely uses any other 
form of advertising or promotion. 


TRADE-INS. Since saturation has 
risen to a high point in the Birming- 
ham area, trade-ins are involved in ap- 
proximately 50 percent of the trans- 
actions which Thomas makes. 

“Our policy is to give a good 
trade-in allowance if the customer de- 
sires to turn in his old set on a new 
purchase,” says Thomas, “but we never 
make any so-called sensational offers. 
We simply offer as much as we can— 
an amount that will allow us to make 
a slight profit on rentals or sales, after 
reconditioning. We don’t trade in 
anything that will have to be junked.” 

This practical attitude is profitable 
as well. After reconditioning the old 
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The 


set, if Thomas doesn’t sell it he finds 
he can usually rent it out. Many hos- 
pitals in the Birmingham area provide 
ready rental customers, and Radio 
Service Co., places out about 10 sets 
a week at a flat rate of $10 per month. 


DISPLAY AND EYE-APPEAL. 
Thomas knows the impact of proper 
display. His new store, located at 2317 
Second Ave. So., in Birmingham, is 
designed to show off his wares to both 
passing motorists and pedestrians. The 
entire front of the building is of glass, 
thus making the window displays 
visible at all times in every direction. 
Lighting is arranged to highlight the 
sets on display. 

On the display floor itself, clut- 


tered-up arrangements are always 
avoided and each television set is 
shown with its price tag visible. 


Gaudy banners, flashy advertising signs 
and elaborate posters are never used in 
the tastefully furnished display room, 
the only unusual piece in evidence be- 
ing the famous RCA “‘listening dog.” 

Thomas gets expert help from dis- 
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BEST MEDIA: Thomas constantly checks ads to see which media is best. His policy 


sponsor sports programs on television 


Ee mr 


tributor representatives in keeping the 
displays up to date and changed once 
each week. 


SERVICE. When Thomas opened 
his business 29 years ago, service was 
his forte. It still is. His service de- 
partment is one of the most complete 
and well equipped in the state of Ala- 
bama. It is manned by 10 experts in 
every phase of television and radio re- 
pair and service work. 

“We do not farm out any service 
work whatever,” says Thomas. “We 
built our reputation on service and we 
try to maintain the department as a 
major one. It supplements our sales 
section perfectly, and when we make 
a guarantee, we are able to back it up 
to the limit.” 

A large fleet of trucks is continually 
in operation, providing Thomas’ cus- 
tomers with 24-hour-a-day service 
throughout the week. 

Credit extension is a big factor in 
Thomas’ business. He does not con- 
sider it as a selling factor, since he 
maintains a rather rigid credit setup. 


and radio, supplement with. newspapers. 





Displays are conservative. 


Prices are always plainly marked. 


His terms are one-third down and 90 
days to pay the balance and he rarely 
deviates from this requirement. 

“If a customer’s credit record 
doesn’t justify the extension of these 
terms,” says Thomas, “he simply isn’t 
offered them.” 

The Birmingham dealer believes 
that such careful credit selection as he 
exercises is vital to his business. His 
books show few repossessions, few slow 
payers. 

Thomas doesn’t go in for outside 
selling. He feels that the time and 
expense required for outside salesmen 
can best be concentrated on well ar- 
ranged advertising, improved display 
and his service reputation, with better 
results in total sales. 

“We occasionally put out a set on 
home demonstration, but we do not 
advertise this nor make it a general 
practice,” declares Thomas. “When 
we do put a set in a home on approval, 
we are pretty sure that the set will be 
purchased. We’ve sold 95 percent of 
those which we have sent out on ap- 
proval.” End 
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REPAIRMAN starts customers set or. 
placed on a padded cart designed to fit the aisle of Stolle’s production repair line. 


; 
The TV sets in these pictures are on a production line for service, 
Roy Stolle Appliances’ own method of . 


its way to the 
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“electronic surgeons’. It's 
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SET OWNER explains the symptoms of his set to a serviceman, signs a work order 


and in turn gets an estimate of 


how much 


the necessary repairs will cost 


Putting TV Repairs on a Paying Basis 


ELEVISION service and re- 

pairs, the number one headache 
for lots of dealers, has been 
turned into a profitable business by 
Roy Stolle Appliances in North Holly- 
wood, California. Stolle did the ob- 
vious. He applied the production line 
technique of manufacturers and, as an 
added fillip, exposed the mysteries ef 
the business to inquisitive customers. 
His system won't hold any appeal 


to the price gougers or otherwise 
shady operators who have cast a 
shadow across the whole industry. 


But his sound methods, which have 
swelled ‘T'V repairs to $75,000 an- 
nually, some 20 percent of his gross 
sales, warrant more than passing at- 
tention by most dealers hounded by 
repair department blues. 

Stolle’s repair layout is admittedly 
elaborate. It takes nearly 2,000 square 
feet of space, houses some $10,000 
worth of test equipment and carries 
a parts inventory that runs around 
$5,000. 


How It Got Started 


About two years ago, Stolle reviewed 
the TV repair business as he knew it 
and he didn’t like what he found. 
Customers complained that too many 
repairmen kept sets for a week or 
more, presented a bill for $25 and up 
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and when asked, justified the charge 
with “technical gibberish.” 

Customer resentment ran high and 
Stolle determined to give his cus- 
tomers what they wanted: one-day re- 
pair service, a chance to see what goes 
on when their sets are repaired and 
no mumbo-jumbo. 

Each of Stolle’s repairmen does a 
specific job. The younger, less ex- 
perienced men get the run-of-the-mill 
work—disassembly, cleaning, tube test- 
ing and other fairly simple operations. 
As the sets progress down the line, 
highly trained technicians take over 
to make more difficult diagnoses and 
to perform the most exacting replace- 
ments and repairs. 


Television Surgery 


The unique and, Stolle thinks, the 
most attractive factor about the whole 
operation is that customers are first 
encouraged to bring in their own sets 
and then invited to “come in and 
watch our electronic surgeons oper- 
ate.” The store will, of course, pick 
up a set for a service charge of $4 per 
call. Stolle dislikes house calls be- 
cause he says they aren’t worth the 
trouble and the customer thinks he 
s “being taken.” 

Stolle’s will also make repairs in 
the home if a customer insists but this 


is a practice, too, that is heartily dis- 
couraged. When the customer brings 
in his own set, Stolle finds that most 
of them can be repaired in about 30 
minutes and the stubborn cases may 
need work that benches them for two 
hours or more. However, almost with- 
out fail, sets are returned to the own- 
ers the same day. 

The repair production line is built 
around a 40 foot aisle flanked by tech- 
nicians and_ specially equipped 
benches. When the set arrives in the 
shop, it is placed on a Stolle-designed 
cart with a protective padded top. At 
the first stop, the chassis is pulled and 
vacuumed, the cabinet is polished and 


the picture tube and screen are 
cleaned. 
Meantime, the customer, who has 


stopped at the service window to 
describe the set’s symptoms and sign 
a work order, watches the service pro- 
cedure. Often, says Stolle, when he 
sees a meter register “doubtful,” he 
quickly says “go ahead, put in a new 
tube.”” When the customer sees for 
himself that certain replacements are 
necessary, he is more inclined to au- 
thorize them without protest. 

Some 80 percent of the repairs are 
made at the time a routine check is 
made of tubes and the set is re- 
focussed. The rest are turned over to 
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specialists who trace circuits and 
sleuth hard-to-find troubles. 

Aside from impressing customers, 
says Stolle, the system provides an 
economical division of labor. The 
predictable 80 percent of sets readily 
repairable are handled by the lower- 
paid, non-technical men. The re- 
mainder that require the attention of 
more skilled men are shunted to tech- 
nicians who aren’t burdened by rou- 
tine jobs. 


Treat ‘Em All the Same 


No customer get preferential treat- 
ment in Stolle’s shop. “First in, first 
out is a hard and fast rule,” says he, 
and we repair strictly in sequence, 
Too often shops stack TV sets (we 
did once) and the bottom ones are 
neglected.” 

Admittedly it’s an expensive propo- 
sition to keep full-time men manning 
the production line. Big volume, of 
course, is the key to a profitable opera- 
tion and Stolle’s probably services 
some 5,000 sets yearly at an average 
of $15 each. Stolle believes his sys- 
tem will work just as well in a town 
of 25,000 people as it does in the 
rapidly growing Los Angeles area. 

Bench time is billed at $5 per hour 
and a complete overhaul, including 
tuning, alignment, pick-up and de- 
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CHASSIS is pulled from the cabinet while the set owner watches each move. The 
repairman cheerfully answers questions while he is doing the work. 


‘ 
j 
4 
‘ 
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ON THE LINE sets are worked on first by men who correct the more obvious defects 


and replace faulty tubes 


Those sets that need further work move on to a 


specialist who traces the trouble to its source. 


livery costs $15 plus parts. “You've 
got to set a fairly high minimum 
bench charge,’” maintains Stolle, 
“otherwise customers let you diagnose 
the trouble, then buy parts at whole- 
sale, and parts are profit-makers.” 

he store remains open until 9 PM 
every night except Sunday, a big 
factor, thinks Stolle, in popularizing 
his system of having set owners bring 
in their sets. 

The bench equipment is all cabi- 
net designed, and all instrumentation 
fitted into various bench positions. 
The equipment includes scopes, 
signal generators, vacuum tube volt- 


ELECTRICAL 


MERCHANDISING—SEPTEMBER, 


meters, cross-hatch generators and 
tube testers. There are also three 
tank-type vacuum cleaners carefully 
concealed behind the benches. 
Set Sales Up, Too 

l'elevision receiver sales have soared, 
stimulated by the highly convincing 
visual proof that old sets sometimes 
aren’t worth repairing. Servicemen 
also work on an incentive plan and 
sell lots of big-screen sets in exchange 
for smaller ones. Mobile salesmen, 
with an eye to commissions, now ac- 
count for some $40,000 worth of sales 
yearly. 
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CABINET and chassis are turned over to workers who clean and polish them 
before any further disassembly. Line of carts then feed sets to the technicians. 


CUSTOMER gets a look at the actual trouble spot and is satisfied that he is 
getting a square deal even though the repair bill may be higher than he had 


expected. End 
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A REAL DEMONSTRATION of the ease of tuning is lot more convincing than a 
talk from a spec sheet in the customer’s home, says dealer Ballard (right). 


Outside TV selling is no longer necessary, says J. C. 


Ballard of Ashland, Ky., and he offers several reasons 


—four of which are shown in these pictures— 


Why He'd Rather Sell 
TV in the Store 


A 


FEW years back, J. C. Ballard 
believed there was a definite 
need for outside salesmen in 
selling television. 

“But right now, it wouldn’t pay a 
man to sell outside,” he says. “He 
couldn’t make a living unless he could 
sell at least a set a day. And a lot of 
the contacts he would make you can 
make right now over the phone if you 
try.” 

“T have lots of floor traffic and it is 
not hard to sell,” Ballard says. “Since 
most people come with their minds 
pretty well made up, I merely show 
them a set and then fill out the con- 
tract form. We have every set hooked- 
up with an outside antenna ready to 
operate. So it is easy to sell right off 
the floor. 


Show Your Service Department 


“Really, it is better to sell from the 
store if you want to show people your 
service department. You can’t do that 
very well when selling in their homes. 
If you want the prospect to compare 
sets, seeing them perform is the only 
way to do that. Since I don’t have any 
salesmen, I handle all calls. It isn’t 
very often that I can’t handle most of 
the floor traffic. Several years ago we 
had a lot of traffic and you had to 
keep them entertained until you could 
get to them. But it is not like that 
today. If I was outside making calls, 
I wouldn’t have the control over the 
store I have now, and if I had a man 
out, it wouldn’t be increasing our busi- 
ness a whole lot more.” 

Ballard concentrates pretty hard on 
service. He has a gross billing of about 
$40,000 for TV service, partly because 


he tries to give prompt attention to 
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any trouble, usually the same day of 
a call. 

“We get a lot of business, too, be- 
cause we make it a point to show 
our customers our service department 
when they are in the store,”” says Bal- 
lard. “Since we do all our selling in 
the store, everybody sees this. We 
want them to know our service is 
something they can really depend on. 
They can call day or night. In addi 
tion, we offer something different to 
our customers. If they have to do 
without a set while we are repairing 
it (providing it can’t be fixed during 
the day), we'll loan them a set so they 
won't miss even one program. And to 
top that, if they should have to go 
to a hospital, they can borrow a set 
while they are there. There is abso- 
lutely no charge for this. 

“Those that are sick, even when 
they are just at home,” Ballard con- 
tinues, “can have the set as long as 
they need it. We have three or four 
sets that we use for this purpose. They 
are busy consistently. One or two are 
out all the time. This only costs us 
about $200 a year and, in a way, it 
does a lot more than advertising.” 

Ballard believes it is policies like 
this that have helped his customers 
sell his prospects. Most people are 
quite appreciative of the fact that they 
never have to be without their set 
more than one night. Actually, the 
service department can make the re- 
pair within that time, but occasionally, 
when they don’t have the part in 
stock they loan out a set. 

Ballard believes in a small but steady 
trafic. Even for his first color tele- 
vision set he did not run a big ad to 
get a store full of people. He invited 


COMPARISONS between sets can only be made in the store where the customer 
can sit down and see for himself. Ballard gets 400 store sales a year. 


SERVICE PRESTIGE and confidence in the firm are created by showing store 
prospects the service department—which couldn’t be done by outside calls. 


PROMPT SERVICE, one of store’s big success factors, is insured by Ballard’s close 
personal supervision—which he couldn't exercise if he was outside. 


a few people over and showed them 
the performance. 

“I’m sure I can do a good job of 
showing the difference in color and 
black and white,” Ballard points out, 
“if I just have a few people in the 
store, I can show the quality of the 
color. When you have a store-full, 
they just tear up the merchandise—and 
it is not worth the trouble, consider- 
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ing what you would sell. 

“Frankly, we are still busy selling 
black and white sets, and right here in 
the store,” Ballard concludes. ‘“How- 
ever, I’m not underselling the possi- 
bilities of color. Some day it is going 
to be here, and Ballard Radio & TV 
Company will have a pretty high color 
volume and we'll sell it nght off the 
sales floor.” End 
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DEMONSTRATIONS in dealers’ stores are an important part of the utility’s home 
service representatives’ work. This year they will show equipment to more than 
10,000 potential buyers in the shops of some 125 dealers 





SPARKPLUG of the Florida Power & Light Company’s aid- 
to-the-dealer program is sales promotion manager J. Henry 
Keele. He’s directed the utility's promotion for 28 years. 


VER since 1931, the Florida 
kK Power & Light Co. has helped 
the dealers in its territory sell 
more appliances each year. Taken 
individually, none of the things the 
utility does for dealers is unique o1 
startling. Taken together they spell 
out a carefully planned and executed 
program involving the best principles 
of marketing, sales and merchandising 
that spreads profit all along the east 
and lower west coast of the southern 
most state 

The first year Florida Power & 
Light offered its help to dealers they 
sold $2,000,000 worth of appliances, 
about $29.83 per residential customer. 
Last year, $59, 
000,000 ($167 per customer) and sales 
promotion manager J. Henry Keele 
confidently expects a hefty boost to 
$65,000,000 this year. 

This amount, says he, will represent 
the greatest dollar volume ever regis 
tered by a comparable number of 
dealers in a comparable area in the 
history of appliance selling. Keele 


gross sales rose to 


reckons that, every day in 1954, nearly 
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600 new residents will start permanent 
housekeeping in Florida and, in the 
utility’s territory alone, there will be 
some 40,000 brand new homes. “If 
each of these is completely electri 
fied’’, declares Keele, “the bill would 
come to about $80,000,000.” 


Marshalling Forces 


Keele, who has directed Florida 
Power & Light’s promotion for 28 
vears, counts on close integration of a 
five-phase program: Sales _ training, 
marketing, advertising, promotion and 
home service representatives. Of these, 
the most important this year, he 
thinks, is sales training. 

“In order to reach our $65,000,000 
sales goal this year’, says Keele, “we 
are going all out to revive the lost art 
of selling.” 

Florida Power & Light’s sales staft 
offers a training program to dealers 
that starts with the basic concept of 
visualizing the opportunities for sell 
ing appliances and then dwells on the 
importance of motivation buying, suc- 
cessful use of demonstrations and 
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SALES MANUALS help this Miami dealer specify proper size air conditioning 
equipment and promote sales. Manuals are supplied well ahead of the selling 


season for all types of electrical appliances. 


Utility Mission... 


After 24 years of helping dealers build sales, the 


Florida Power & Light Co. now uses all its merchandis- 


ing resources in a comprehensive sales program which 


puts special emphasis on sales training 


other factors affecting final sales. As a 
refresher course, the utility provides a 
series of booklets, ““Here’s How to Sell 
More Laundry Appliances”, ‘Here's 
How to Sell More Electric Kitchen 
Equipment”, and so on through the 
complete line of merchandise. 

In addition to the regular training 
courses, sales staff members meet with 
dealers throughout the year on an 
irregular schedule to bring them up 
to-date on new or improved sales aids 
and methods. 


Toward Better. Marketing 


Keele feels that efficient marketing 
goes hand in glove with good sales- 
menship and his staff members fre- 
quently brief dealers with current local 
market data. Most of the data results 
from surveys and_ statistical reports 
gathered by Florida Power & Light. 

Retailers are also furnished with the 
best available information in printed 
form on all phases of store manage- 
ment designed to help them cut cor- 
ners and reap higher profits through 
more efficient operations. None of the 
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marketing information costs the dealer 
anything. Says Keele, “It more than 
pays for itself in the sales results of 
retailers, repair service firms and wir- 
ing contractors. This, in turn, natur- 
ally results in more sales of home, 
commercial and farm electrical equip- 
ment.” 


Advertising & Sales Promotion 


Perhaps more than most, Florida 
Power & Light believes in a constant 
flow of advertising containing timely 
messages on electrical living. ‘This 
year, the company will expand its ad- 
vertising budget more than 
before. 

It’s ad 


ever 
program uses six media 
newspapers and_ statewide  publica- 
tions; radio and television; window 
and floor displays; bus cards; bill 
stuffers; and pamphlets and leaflets. 

A continuing advertising program 
with insertions in 16 daily and 74 
weekly or semi-weekly newspapers and 
in 53 statewide publications, gives 
retailers an excellent opportunity to 
“tie-in” with Florida Power & Light's 
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FREE for the asking to manufacturers, distributors and dealers, is this monthly 
publication ‘‘The Dealer Sales Developer.’”’ It gives a fast-paced, condensed review 
of the Florida appliance world and has circulation of 5,000. 


_.. NEW LIFE for a 


schedule. All dealers get advance 
notice of the insertion schedules and 
almost every ad run by the utility 
carried the tag line “See Your Dealer”. 

Radio and television special pro- 
grams and spot announcements go 
out over 36 radio stations and four 
television stations. Some 30 of the 
utility’s offices have window and floor 
display space in which dealers’ merch- 
andise is exhibited. Such displays tie- 
in with current promotions staged by 
the utility. 

The displays feature corny slogans 
and catch lines like “How to be a 
HERO to your wife: BEAT HER—to 
the punch, go ahead and order her 
that ALL ELECTRIC LAUNDRY.” 
An air conditioning and ventilation 
display used the phrases, “Take the 
Simmer Out of Summer” and “Beat 
the Heat for Pennies a Day”. 

Dealers also are supplied with full 
window displays, counter cards, hand- 
out literature, specially designed price 
tags and a host of other sales aids for 
use in their own stores. Most of this 
material is supplied free of charge. 


Car Cards Helpful 


Car cards appear in more than 600 
buses serving Miami, West Palm 
Beach and Daytona Beach. They are 
usually keyed to current sales promo- 
tion activities and always advise the 
reader to “See Your Dealer”. Bill 
stuffers go out each month to the 
utility’s 400,000 odd customers and 
carry messages that extoll the benefits 
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of electrical living or the conveniences 
of various appliances. 


Product Promotions 


This year, Florida Power & Light 
will stage 13 special campaigns and 
four year-round drives. Most inten- 
sive is the one on ranges; there’s a 
three-month selling campaign during 
April, May and June and a similar 
drive in September, October and No- 
vember. Dealer experience shows that 
these months, just prior to and just 
after the tourist season, are the best 
for ranges. 

Advertising and sales aids are 
backed up by home service representa- 
tives who stage countless cooking 
schools and baking clinics. They help 
individual and groups of dealers to 
arrange other types of promotional 
activities to round out the compaign. 

Air conditioning, of course, is pro- 
moted during May, June, July and 
August and thousands of descriptive 
folders are sent to potential buyers’ 
homes. Special promotions of elec- 
trical housewares are conducted during 
May and June and during November 
and December, the gift months for 
graduations, wedding and _ holidays. 
Once again, dealers get solid help 
from the utility, in the form of dis- 
plays, promotional advertising and 


personal sales aids. 

Other promotions for single appli- 
ances include one for water heaters 
during June, July and August; refrig- 
erators during the same three months; 
home 


laundry equipment during 
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BIG newspaper ads give dealers an 





excellent opportunity to “‘tie-in’’ their own 


ads and promotion. Florida Power & Light runs a continuing ad campaign in 16 


daily and 74 weekly newspapers. 


LOST ART 


February, March and April; dishwash- 
ers during those same three months; 
home freezers during April, May and 
June; television and radio during July, 
August and September. 

The four, year-round selling cam- 
paigns are for all-electric kitchens, 
home oil heating, complete light con- 
ditioned homes and for adequate wir- 
ing. 

More than 500,000 pieces of pro- 
motional material were used in market 
development activities—including sales 
manuals, presentation books, appli- 
ance instruction books, testimonials, 
portfolios, direct mail and _ other 
descriptive material. The greater part 
of this was furnished to retail dealers 
as direct selling aids in connection 
with scheduled promotional cam- 
paigns. This year, the comprehensive 
program has been expanded even 
further. 


Home Service Representatives 


Backbone of the aid-to-the-dealer 
program is the home service depart- 
ment. Representatives go into every 
hamlet and crossroads in the utility’s 
territory to talk to the dealers and 
their salesmen, spark local promotions, 
demonstrate appliances and help 
whenever possible with sales problems. 
Florida Power & Light Co. has a staff 
of 20 home service representatives. 
During 1954, they will talk to and 
demonstrate appliances to more than 
10,000 potential buyers in 125 or 
more dealers’ stores. They'll appear 


at +0 or more home shows, fairs and 
exhibitions to convince a quarter- 
million people of the value of elec- 
trical living. And they'll appear be- 
fore about 225 groups to deliver their 
messages to a total attendance of more 
than 18,000 people. Their work with 
educational institutions will include 
more than 650 demonstrations and 
they must be on hand for at least 65 
dealer sales meetings to assist hun- 
dreds of salesmen in the operation and 
use of equipment. 

Working in close cooperation with 
the home service representatives, the 
publicity department turns out articles 
on all phases of electrical living. News- 
papers and magazines throughout the 
state frequently request special feature 
material on home lighting, new prod- 
ucts and models and planning home 
wiring. Most newspaper stories are 
developed in collaboration with 
women’s page editors and some appeat 
in full color spreads. 

An analysis of 1953 sales shows 
some remarkable results from this 
dealer cooperation program. For ex- 
ample, dealers in Florida Power & 
Light’s territory sold 42 percent more 
refrigerators per 1,000 domestic elec- 
tric customers than the national aver- 
age, 115 percent more air conditioning 
units, 87 percent more electric ranges, 
99 percent more ele¢tric water heaters 
and 11 per cent more automatic wash- 
ers. This year, the utility’s program 
went into effect in January as sched- 
uled. At the present, it is about on a 
par with planned sales volume, End 
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SIXTY PERCENT of kitchen in- 
@ quiries result from the Fry Co.'s 
weekly ads. 


Fast Follow-up Sells Kitchens (am |? 











;. Se 





At the L. Ralph Fry Co., Denver, Colo., every inquiry is followed cet f 


up immediately with a home call appointment —a method which Xs 


sells as many as six kitchens a week 


“stable” of reliable sub-contrac 

tors, a swift response to tele- 

phone inquiries, and kitchen 
modernization in the hands of a full- 
time specialist, have spelled profitable 
success for L. Ralph Fry, appliance 
dealer of Denver, Colorado. 

Like a lot of other dealers, Fry 
dabbled in packaged kitchens, along 
with his other appliance lines, for 
something like 10 years. It wasn’t un- 
til 1952, however, that he began to 
see a lot of possibilities in the mod- 
ernization market, and signs that the 
Denver building boom, which had 
gone on continuously since 1946 
would be grinding to a halt. By sum 
mer of 1952, Fry had convinced him- 
self of the need for a better selling 
system than could be handled by his 
regular appliance salesmen, and 
mapped out a program which has been 
selling successfully ever since. 


Brand Knowledge Evident 


The Colorado dealer’s first step was 
to install not one, but two attractive 
model kitchens in his Denver show- 
room, based on the fact that there had 
been definite brand preference shown 
by prospects. 

“Around seven out of ten home 
owners who come in for information 
on model kitchens have a definite 
brand in mind,” Fry points out. “So 
that we simply adopted the two most 
often mentioned and find that it pays 
because we can give the customer a 
choice.” 

In constructing his model kitchens, 
Fry arranged each component so that 
it can be easily removed, thus making 
it possible to pull out one cabinet, one 
counter section, the dishwasher, or 
garbage disposer independently. Thus, 
if a prospect decides to do without 
any of these aspects, it is a simple 
matter to pull out the appliance in- 
volved, and show the housewife how 
the kitchen will appear in her own 
home. 


PAGE 88 


Next, well aware that over-enthusi 
astic promises and lack of knowledge 
had led to disappointments in the 
past, Fry put Joe Henshaw, trained in 
one of the kitchen manufacturer’s 
schools, in charge of the kitchen mod- 
ernization department. While any 
member of the staff can, of course, 
talk and sell kitchen equipment, the 
final say goes to Henshaw, and he is 
responsible for all planning, home 
calls, and closings. In this way, a 
full-time expert, paid on both salary 
and commission arrangement, insures 
that estimates will be accurate, that 
the job will be done as specified, and 
most important, that it will be accu 
rately sketched out and itemized be 
fore the contract is signed. 

Henshaw, who has sold as many as 
six kitchens in a single week, has 
worked out some highly practical and 
interesting theories. One of them is 
that while evening calls, with both 
husband and wife present, are indis- 
pensable, television has made it neces 
sary to confine such calls to the early 
evening, immediately before or after 
dinner. ““The average homeowner is 
1 confirmed television fan,’”’ he says, 
“and if the selling call interferes with 
the husband’s prize fights, or crime 
show, it will get nowhere. Therefore, 
we make all appointments as early as 
possible in the evening, and in this 
way, make sure that goodwill is kept 
live.” 


Ads Get Most Prospects 


Next, Fry set up an elaborate ad- 
vertising program, which, to date, has 
produced around 60 percent of the 
prospects who have been sold model 
kitchens. For each weekend, he con- 
tracts for a 2-column, 4-inch ad, which 
carries the simple headline “Modern- 
ize Your Kitchen!”, while below are 
listed the services offered, including 
carpentering, painting, electrical wir 
ing, linoleum installation, tiling, etc. 

(Continued on page 140) 
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? IMMEDIATE followup on each inquiry involves an 


s attempt by kitchen specialist Joe Henshaw to make 
a home call. 











@ insive the prospect’s own kitchen Henshaw builds up a model of what 
sa completely remodeled kitchen would look like. 
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4 A STORE VISIT follows the home consultation and here Henshaw shows the 
eprospect finished drawings and starts selling products. 
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The 17-inch Du Mont BARTON The 21-inch Du Mont BRADLEY 
Contemporary cabinet in walnut, Contemporary cabinet in walnut, 
mahogany or blond grain finish, mahogany or limed oak grain finish. 

* 
$17995 (walnut $19995* (walnut) 


THERE IS ONLY ONE 


Du Mont gives you a great profit opportunity in this all-new line! Push 


famous Du Mont quality at the lowest prices in Du Mont history . . . ® 
for example, the Du Mont Bradley, at the lowest competitive price for a D ] 
21-inch all-wood table model with de luxe chassis! Enjoy new, more 


competitive dealer discounts from every model in the line! First with the Finest in Television 


Alow.-Iit Du MONT FRANCHISE IS MORE VALUABLE THAN EVER! 






one your Du Mont Distributor for full details, or write to: Allen B. Du Mont Laboratories, Inc., Television Receiver Division, East Paterson, New Jersey. Canadi Affiliate: Canad 
Aviation Electronics Ltd., Du Mont Television Division, Montreal, Canada. *PRICE INCLUDES full-year picture tube Warranty, 90-day parts Warranty, Federal Excise Ta 








x, built-in antenna. 
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HUNTING LICENSE customers who come to Clarence Glasser’s store in the early morning hours 
can’t help seeing TV and appliances—and asking questions about them 


When everybody else started staying open late, so did Glasser Refrigeration 


Service of Swissvale, Pa. But when it didn’t produce any great increase the 


store pulled a switch of its own—an earlier opening, which resulted in a whole 


new market and a $75,000 increase in volume for this 


arly Bird Dealer 


SHIFT in the opening hour of 
his store has proved to Clarence 
Glasser of Glasser Refrigeration 


that even a 
Ihe early bird 
have a lot of 


Swissvale, Pa., 
like 


may 


Service, 
tired old cliche 
gets the worm” 
truth in it. 
Glasser found that an earlier open 
ing gave him new prospects and new 
sales—enough of them to boost vol 
ume from $200,000 to $275,000. The 
early hours catch factory workers on 
their way home from the night shift, 
employees of near-by stores who drop 
in while their own traffic is light, 
women who have a few minutes to 
spare before thei appointment at the 
beauty parlor next door, and, now that 
Glasser sells hunting and fishing li 
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censes, outdoorsmen on their way for 
a day of sport. 

“IT used to get to the store about 9 
or 9:30 as many do,” says 
Glasser, “and mv salesman, Bill Al- 
berts, came in at 10 or 10:30. We 
didn’t do very much before noontime. 
\fternoons weren't too busy, so we 
began to stay open at night when that 
trend started. We increased our sales, 
but the sad part was that we some- 
times had to stay open until 11 p.m. 


dealers 


Fishing Licenses Helped 


“About this time I started handling 
fishing and hunting licenses,’’ Glasser 
continues. “I’d come to the store and 
find someone there waiting for me. 
So I kept coming earlier and earlier. 


And when people found out that | 
was open early, I started getting a lot 
more trafic. Now I am open by 8 
a.m., and I still have some people 
waiting for me when I arrive.” 

Because of. these early hours, Glas- 
ser now frequently gets a visit from 
Chief of Police Fred Laughlin who 
produces about 20 or more good leads 
a week. The Chief comes around 
early to “open the town,” but when 
Glasser opened at 9 or 9:30, the Chief 
had already made his rounds. 

Since shifting to early hours in late 
1952, Glasser has tripled his range 
sales and doubled his refrigerator vol- 
ume, as well as sparked his TV and 
portable radio sales. 

Not all of this increase is a direct 
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GUNS AND RADIOS are displayed close 


together in the sporting goods section in 


result of the carlicr opening itself. 
When Glasser made arrangements to 
sell licenses he also took on a line of 
sporting goods—which he felt would 
help increase license sales and which, 
in turn, would increase store traffic. 

That’s about the way it has worked 
out. All guns, fishing equipment and 
outdoor supplies are displayed on the 
rear of the floor. Everybody that 
comes in to see a gun must walk past 
the T'V and appliance displays. Even 
when Glasser has a license customer 
he gets questions about an appliance 
or TV receiver. And even a single- 
minded fisherman can’t help notice 
the portable and clock-radios which 
are displayed right next to the sport 
ing equipment. 
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the rear of the store. A license leads to a gun, a 


gun frequently leads to a radio. 


“We've sold both portable and 
clock-radios to these outdoorsmen,” 
Glasser points out. “A portable is won- 
derful to take along on a hunting trip. 
Some times the husband will also con- 
fess that his wife has been after him to 
get her a clock-radio, So sinve he is 
buying himself a gun (and maybe a 
portable, too), he'll get his wife a 
clock-radio. It may not always be a 
triple sale, but they frequently come 
back to get the clock-radio for the 
wife’s birthday or anniversary. 


New Faces in the Morning 


“Early morning hours help us get 
many new customers as well as help 
our old clientele,” Glasser 
“Many of the workers at the Union 
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adds. 


A PORTABLE RADIO is ao natural for the outdoorsman, 
a good companion for a hunting trip—which is why 
Glasser displays them back in the sporting goods section 


Switch and Signal plant, a division 
of the Westinghouse Air Brake Co., 
now stop in after they get off the 
night shift. They would rather come 
here first, then go home and go to 
bed. Because in the afternoon they 
may want to get up and go to the 


ball game or work around the house. 


“In those morning hours we can 
accomplish many things that interrupt 
our day when customers are here,” 
says Glasser. “On one day, for in- 
stance I’ve talked to three salesmen, 
had 15 phone calls, and served three 
customers by 9:15. Before, I was just 
opening up about this time. 

“The earlier hours are a great help 
to our service department, too. We 
get many calls from women who want 
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to go out shopping in the morning. 
In the old days they couldn’t get hold 
of us until the morning was half gone 
and then they’d be angry because we 
couldn’t come right out. ‘If you can’t 
come now,’ they'd say, ‘you might as 
well wait until late this afternoon 
when I get home from shopping.’ 
That meant a lot of night service 
calls—which I don’t like. Now it is 
much easier, because we get calls early 
enough in the morning so our service- 
men can make visits before noon.” 


Everybody Can Come Early 


Glasser gets a lot of his trade from 
both Edgewood and Swissvale—areas 
with many factory workers. He thinks 
that anybody that gets through work 


A LEAD DETECTIVE, the Swissvale chief of police, 
who “‘opens the town’ 
ers, gives Glasser’s some 20 prospects a week 


‘ 


with morning calls on retail 


NEW CUSTOMERS for Glasser since he began opening early are factory workers who stop in on their way home 
from the night shift. The 8 a.m. opening also catches early women shoppers. 


at 3 p.m. can certainly get to the store 
before 8 p.m. Therefore, he reasons, 
it is better to be open early in the 
morning than to waste his time keep- 
ing the store open late at night. 

“In reality,” Glasser says, “those 
late evening hours are good only for 
appointment customers. You don’t 
get much walk-in trafic. When we 
began to stay open late at night we 
did increase our sales somewhat, but 
the earlier opening has been far more 
productive both in sales and in the 
number of prospective customers who 
visit us. It boosted our sales volume 
from about $200,000 in 1952 to about 
$275,000 in 1953. And it is more than 
worthwhile getting out of bed a little 
earlier each morning for.” End 
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MORE THAN EVER- 


with this 60th Anniversary Line— 


YOU CAN 
PROVE... 


There is always a market for something better. Yes, even you ever had on your floor—and only Stromberg-Carlson 
today! has it! 


Selling that market gives you the best pay-off in dollar DISTINCTIVE CABINET STYLING — with a wide range of 
profits and in lasting customer satisfaction. genuine wood veneer finishes, including maple, walnut, 


Stromberg-Carlson puts you in the strongest position to mahogany, oak and bleached mahogany. 


go after that market with— PRICES and DISCOUNTS that enable you to sell any pros- 


* OUTSTANDING PERFORMANCE — delivered by the great pect — at the profit you need and deserve. 
POWER-PLUS 21 chassis shown here. Check those 


features! Get all the facts. Call, wire your Stromberg-Carlson dis- 


tributor today. 
* PANORAMIC VISION — for true room-wide ee the STROMBERG-CARLSON COMPANY 
most demonstrable, most convincing selling feature Rochester 3, N. Y. 


FULL TUBE COMPLEMENT FOR SUPER POWER, LONGER TUBE LIFE, BETTER RECEPTION IN CITY OR COUNTRY 


i <<, (23 TUBES IN VHF MODELS 
— 24 TUBES IN UHF MODELS) 


Front-removable Safety Glass — 
easy to clean inside of glass and 
face of picture tube 


Aluminized Picture Tube in all 
models for extra sharp, extra deep 
picture values 


40 Megacycle Band intermediate 
frequency —for interference-free 
reception 


Four stages of Video IF to filter out 
noise and distracting interference: 
two stages of Audio IF for 
ultimate in sound 


Extra heavy duty Power Transformer 
improves performance, 
lengthens life of all components 


Front-mounted speaker on all table 
models for console tone 
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The CLASSIC-— 21-inch 

















The COURIER — 21-inch The STUDIO — compact con- The BROADVIEW ti-21” The EMPIRE 1ti-21’ PANORAMIC VISION model 
picture, aluminized tube, tilted sole with 21-inch picture, PANORAMIC VISION con- PANORAMIC VISION con- with the most distinctive cab- 
glare-free safety glass, “out- aluminized tube, tilted glare- sole in decorator styled cabi- sole. Disappearing tambour inetry in the industry. Each 
front” speaker for console free safety glass. Genuine net of hand-rubbed mahogany doors present a new concept in one individually hand -deco- 
tone. In mahogany-hue Plex- wood veneer cabinet in ma- veneers $349.95* functional TV design. In rated and signed by the artist. 
tone $199.95* hogany $289.95* In fine bleached mahogany rich hand-rubbed mahogany No two exactly alike 

(Also in genuine wood veneers (Slightly higher in maple, veneers $359.95* veneers ; $439.95* $575 00* 
of mahogany, bleached ma- walnut or bleached mahogany In blond comb-grain limed ‘ 
hogany, maple or walnut at veneers. ) oak veneers $449.95* *Zone 1 including excise tox and warranty 


slightly higher prices.) 
AND IN RADIOS, TOO 


You’re out front with models for every prospect’s purse or purpose 











eoeeees 
M—creeeertes 
meme er eceseses 
ee ee re oeree 
—eerece cesses 
eee eecr cress: 
ge et ce er 
ne re en Ce err & 
a Re hl a 
ecnecone. 
oa aoe eal 
— awe - 
en rons, 
me sae ™ 
& — 
The VAGABOND The MUSICLOCK Il The MUSICLOCK Deluxe The MODERNAIRE The MINSTREL 
Personal Battery Portable With standard clock and timer With buzzer alarm and sleep switch AC/DC Table Radio AC/DC Battery Portable 
$29.95*** $29.95** $39.95** $26.95** $39.95*** 
**Zone 1 
***Zone I, less batteries. Tailored carrying case 


attract 


vely priced to you as a promotional extra. | 
SON 
EVER RUN BY STROMBERG-CARE 


ED BY THE GREATEST 


78 


individual 
advertising 
messages in 
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EYES OPEN with skeptical amazement as home service director, Elaine McDonald, of George 
H. Lehleitner & Co. plunges a woman's Orlon coat into a Bendix automatic washer 


Whether They’re Orlon Coats... 


par 


Or Plastic Shower Curtains... 





WASHED and tinted in the washer, plastic shower curtains come out 
bright and clean, ready for additional long service 


LL along the Mississippi Gulf 
coast they're talking about 
some pretty dramatic laundry 

demonstrations put on by a dynamic 
woman with an inquiring mind. 

Elaine McDonald tours a 200- 
dealer area in Louisiana, Mississippi, 
Alabama and northwest Florida for 
the New Orleans Bendix distributor, 
George H. Lehleitner & Co. Concen- 
trating on “the tough ones” in her 
demonstrations, Miss McDonald _at- 
tracts housewives by droves to see how 
new cotton fabrics, Dacron suits, 
feather and foam rubber pillows, Or- 
lon coats, plastic shower curtains and 
other hard-to-clean items go into the 
Bendix filthy and come out fresh and 
clean. 

The promotion she staged for the 
Wadlington Appliance Co., Biloxi, 
Mississippi, illustrated on this page is 
typical. 


Accentuate the Unusual 


Big ads in the coastal newspapers 
launched the promotion. They invited 


housewives to see how the “toughies” 
could be washed easily in a Bendix 
washing machine. As an added incen- 
tive, the smartly stylish canary yellow 
Orlon coat used in the demonstration 
was awarded to a lucky registrant who 
attended the showing. 

Cost was held to a minimum and 
the promotion’s success depended 
largely on close cooperation between 
the distributor and the dealer. Lehleit- 
ner’s wrote off part of the cost of 
advertising and prizes and assisted in 
mailing some 500 pieces of literature. 
Services of Miss McDonald and extra 
sales help were provided free. 

For two days, housewives from miles 
around flocked into Wadlington’s to 
sign their names to registration cards 
and see practical demonstrations in 
washing things they never dreamed 
could be laundered in a washing ma- 
chine. 

“My demonstration”, explains Miss 
McDonald, “deliberately shies away 
from washing such conventional arti- 
cles as shirts, dresses, socks or overalls 





Feather Pillows... 


he 





ALWAYS a home laundry problem, feather pillows are 
easily washed and dried in 75 minute period. 


ashes the 


I have found a wide and genuine in- 
terest in the laundering of off-the-trail 
items, and few housewives—and few 
dealers for that matter—realize that it 
can be done as easily as washing a 
shirt’. 


Two-Day Demonstration 


Owner Paul Wadlington speaks of 
the promotion’s worth in enthusiastic, 
though practical, terms. Said he, “An 
ordinary washing machine demonstra- 
tion would have drawn perhaps 25 or 
30 women. Miss McDonald’s demon- 
stration lasted two days and drew up 
to 60 or 75 spectators at each session. 
What’s more important, we sold 20 
washers and built up a fine prospect 
list for future sales”. 

The Biloxi dealer grosses about 
$400,000 annually of which about 20 
percent is in laundry equipment. He 
unhesitatingly attributes the major 
share of this business to Miss Mc- 
Donald’s help. 

The idea of washing the “tough” 
or unusual items in a washer blos- 
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somed into actual experiments in Miss 
McDonald’s own machine. She made 
exhaustive tests of soaps and deter- 
gents and studied varying degrees of 
hard water as she traveled the country- 
side. 

“When experiments showed that 
many more things could be washed in 
the machine than I thought were pos- 
sible”, she says, “it occurred to me 
that a demonstration in washing these 
things would be particularly impres- 
sive. Result was this successful series 
of promotions.” 

A good part of the promotions’ suc- 
cesses are attributed to careful pre- 
promotion planning. Miss McDonald 
holds meetings with dealers’ salesmen 
and servicemen to work out minute de- 
tails. This guarantees that each per- 
son knows his role and that the show 
will run smoothly. 

“The demonstration is an easy and 
effective way to help the dealers”, sums 
up Miss McDonald, “and I enjoy it. 
But at the end of a day—ooh, do I 
have aching feet”. End 











FROM THE PRESIDENT OF 
BORG-WARNER 

TO THE NORGE DIVISION= 
OF IMMEDIATE AND 

VITAL INTEREST TO EVERY 
HOME APPLIANCE DEALER 
IN AMERICA... 
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FOR EASIER READING, the 
letter is reproduced in large 
type on the following page 











(Reprint, in large type of the letter shown 
on the previous page from the Pres- 
ident of Borg-Warner. Contains 
news and a statement of 
policy important to the 
U.S. appliance trade) 


Dear Jud: 


There seems to be so much “second guessing” as to why Borg-Warner 
is taking such a determined position in support of Norge that I would like 
to spell out the real reasons. I suggest that you pass this information along 
to your distributors and dealers, and to the appliance industry in general. 

Borg-Warner is largely engaged in the manufacture of essential oper- 
ating parts for automobiles, airplanes, farm machinery, boats, industrial 
installations, etc. Thus the public learns about Borg-Warner’s engineering 
ingenuity secondhand; the primary credit goes to the makers of the finished 
products. Therefore, it is desirable for a corporation of our size and impor- 
tance to produce a line of consumer items so that the average individual may 
have firsthand knowledge of B-W’s dependability and engineering know-how. 

The division that makes and markets these consumer items is, and 
will continue to be, Norge. Obviously, if Norge is to be Borg-Warner’s 
“show window’’, its line of home appliances must be the best obtainable 
anywhere, at any price. To this end we have placed our engineering 
resources, our research laboratories, our vast production facilities and our 
full financial support permanently behind Norge. Already the fruits of these 
efforts are becoming apparent. Norge products are moving out front in 
quality and design. Norge sales are setting new records. Distributor and 
dealer enthusiasm is growing. And, under your leadership the “go-getter”’ 
spirit of the Norge organization is the talk of the appliance industry. 

This is a fine start, Jud, but only the start. You won’t be satisfied, 
nor will I, until Norge is Number One in product excellence, in sales, in 
profits, and in the minds of the American public. We have the facilities, 
the know-how, the engineering resources, the money and the right people 
to make and keep Norge the foremost name in home appliances. 


Cordially yours, 


Mk ot 






















JUD SAYRE © 


answers: 


“Amen! And we've got 
all it takes to turn 
that hum into a roar!” 


Norge is humming as never before, with an unprecedented upsurge in business 
right in the teeth of a so-called “‘soft’’ market. 

What you have seen up to now is nothing compared to what you're going to see 
in the year ahead. That hum is going to turn into a steady roar, because Norge has 
the three essentials for creating sustained excitement in appliance sales: 

1. Not just good products, but excellent ones (see following 2 pages). 
2. Good profits all down the line, with a manufacturer-distributor-dealer 
setup designed to make business and profits grow. 
3. A go-getting organization, second to none in the field, and ready to meet 
the challenge of today’s merchandising and selling. 
“Jud” Sayre has never backed a loser. And I'll tell you frankly, I’ve never been 
surer of riding a winner than I am now with Norge! 

If you want to cash in handsomely from now on, get in early with Norge. In 
the near future, dealers will be telling us that their Norge franchise is their most 
valuable asset. Make sure you have one by getting in touch with the Norge distrib- 
utor nearest you. He’s as anxious as I am for you to make money, because a little of 
it trickles back up the line, our way! 


HOW HIGH IS “UP”? 
These figures show the sty s the 



































AUTOMATIC 
WASHER SALES DRYERS... 


UP from 
absolute zero 


16% 


of America’s 
dryer business 
in 1 YEAR! 












































There are 2 types of dealers: The Quick and the 





























REFRIGERATOR 
SALES... 











Ask the men who KNOW! 


72 NORGE DISTRIBUTORS GIVE 
YOU THE STRAIGHT GOODS! 





Dead. Be QUICK with NORGE and get ahead! 








OKLA. CITY, OKLA. 


Mr. M. L. Joyner 


Modern Appliance 
Distributors 





“Norge activity has brought dealers into 


closer touch with us: we sell more!”’ 







KNOXVILLE, TENN. 


Mr. D. Spencer 
Valley Appliances, Inc. 





“My whole organization gives Norge a vote 
- Cc c c 


of super-con fidence”’ 
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SEATTLE, WASH. 


Mr. R. L. Connelly 
F. B. Connelly Co. 





Norge has the right combination of people, 


plans and profits to suit us” 


CLEVELAND, OHIO 


Mr. B. E. DeGroot 
Northern Ohio Appliance 


“Norge is the high gear for another banner 
c Cc Cc 


year!” 


) 





PORTLAND, MAINE 


Mr. J. W. Boyd 
The Boyd Corporation 


“We like Norge’s get-up-and-go spirit, and 


our dealers are matching wl”? 


ALBANY, N.Y. 


Mr. H. Gabrilove 
R.T.A. Distributors 


“Norge 1s right on the button with what 


the public wants !’’ 


GOOD business for you! 


DES MOINES, IOWA 


Mr. R. Cummings 
Appliance Distributors 


“Norge guarantees are like government bonds 


in this area—clinch many sales”’ 


WASHINGTON, D.C. 


Mr. M. L. Krewer 
Washington Wholesalers 


“Norge is taking the capital by storm! Let’s 


have more, and more, and more!’’ 





SAN ANTONIO, TEXAS 


Mr. J. B. Pollock 


South Texas Appliance 
Corporation 


“My salesmen have never been so enthusiastic 


about a line before! ” 


SAN FRANCISCO 


Mr. A. H. Meyer 
Leo J. Meyberg Co. 


“Can't get enough washers and dryers to 


meet demand fully” 


PORTLAND, OREGON 


Mr. H. T. Ward 
F. B. Connelly Co. of Oregon 


“We like the financial set-up espectally. 
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Dealers thoroughly approving 


SPOKANE, WASH. 


Mr. Maage E. LaCounte 
Columbia Elec. & Mfg. 


‘Have never seen such a rapid advance in 


so short a time’’ 





CHICAGO, ILL. 


Mr. P. Sampson 


The Sampson Company 


‘Have never looked to the future with greater 


anticipation; Norge 1s going places” 


CHARLESTON, W. VA. 


Mr. H. S. Johnson 
Charleston Elec. Supply 


My problem is keeping enough Norge ap- 


pliances on hand to meet demand’’ 


BOSTON, MASS. 


Mr. R. S. Crone 
Allied Appliance Co. 


“‘Good design, good products, good prices, 


good reception everywhere I’ve seen!”’ 


SIOUX FALLS, S.D. 


Mr. M. W. Bursch 
Rudning Robertson Co. 


“Buyers resistance doesn’t exist here!’ 





MILWAUKEE, WISC. 


Mr. W. H. Roth 
Roth Appl. Distr. Inc. 





‘New dealers signing up with us at a rate 


beyond all past experience”’ 






LOUISVILLE, KY. 


Mr. H. E. Ogden 
The Sutcliffe Company 





‘Norge is getting thar fustest with the mostest 


° yo? 
7, 
Agaln. 





SHREVEPORT, LA. 


Mr. A. V. Jennings 
Southern Wholesale Co. 





“Norge has waked us all up to how really 


’ 


big our potential is’ 


NEW ORLEANS, LA. 


Mr. L. V. Buesenlener 


Industries Sales Corp. 





‘“‘More and more dealers are cashing in on 


b 


the savings from Norge appliance selling 





DETROIT, MICH. 


Mr. G. N. Tobias 
Radio Distributing Co. 


“Couldn’t believe our sales charts till I got 


out and talked to my dealers’’ 


INDIANAPOLIS, IND. 


Mr. Wayne Servies 


Servies, Inc. 


‘We sense a new enthusiasm all down the 


line’’ 


ALLENTOWN, PA. 


Mr. Chas. L. Bell 
Chas. L. Bell Company 


“Norge has taught us a new optimism 
§ § 


rooted in solid selling”’ 


KANSAS CITY, MO. 


Mr. A. Hicks 
Mayflower Sales Co. 


“Norge excitement 1s ‘catching’! Especially 


when it’s reflected in our dealers’ books” 





JOHNSON CITY, TENN. 





Mr. W. H. Smith 


Summers Hardware 
and Supply 


ae Z) ° ! , ; 1 ex yopncel a 2 
Beats anything in my) expel zence! Let’s keep 


up the good work!” 







FARGO, N. DAK. 


Mr. H. J. Rott 
Rott Keller Supply Co. 





“We're sold, and so are our dealers and 


their customers! Our records prove it”? 





MINNEAPOLIS, MINN. 


Mr. W. R. Beamish 
W. R. Beamish Company 





‘Dealers’ salesmen ave making more money 


and full of team spivit”’ 


AMARILLO, TEXAS 


Mr. H. Corn 
Consolidated Appliances 


My territory 1s expanding instead of 


standin g still!’ 





EL PASO, TEXAS 


Mr. J. J. Crouch 
Crouch Appliance Co. 


“This thing is big, even for Texas!”’ 
c c 


DAYTON, OHIO 


Mr. W. C. Moore 


Moore Equipment Co., Inc. 


Norge gives everybody a good set-up for 


pro fits ar 


PHOENIX, ARIZONA 


Mr. L. S. Black 
Black & Ryan 


‘‘Never sold so much so fast—or re-ordered so 
often és 


FRESNO, CALIF. 


Mr. H. Dooley 
Harry Dooley & Co. 


“T checked the ‘low returns’ claims on my 


records and found returns totaled zero!”’ 








SALT LAKE CITY, UTAH 


Mr. Owen Thomas 





Salt Lake Hardware Co. 


“There’s good reason for the big switch to 
qc 


Norge in this territory!” 
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MEMPHIS, TENN. 


Mr. B. Bozeman 


Woodson Bozeman Co. 


‘Woke up one morning to find I was famous! 


-15 dealers on the phone in two hours!’ 


BALTIMORE, MD. 





Mr. H. A. Altpeter 


Lincoln Sales Corp. 


“Have run out of superlatives—just keep up 
the flow of Norge appliances to my dealers, 
please!” 


TOLEDO, OHIO 


Mr. H. G. Bogart 
H. G. Bogart Company 





‘Have never seen so much excitement in the 


trade as Norge has caused recently’’ 











JOHNSTOWN, PA. SPRINGFIELD, MO. 


Mr. C. Price 


Cambria Equipment Co. 


Mr. John K. Saltsman 
Turner Distributing Co. 





“Like the way Norge meets dealers’ and “See endless opportunity in years ahead” 


consumers’ needs so precisely” 


















OMAHA, NEBR. JACKSON, MISS. 


Mr. R. B. Critchett 
D. M. Lucas Co., Inc. 


Mr. T. J. Ryan 
Ryan Supply Company 





“Norge has helped simplify our whole “Norge has really waked up this territory” 


operation, sell more goods” 


ERIE, PENNSYLVANIA 





Mr. J. F. Lengle, Jr. 


Presque Isle Electric Corp. 


“| errific! A gold mine! Keep it up! “ 






LOS ANGELES, CALIF. 


Mr. M. G. Sues 


Sues, Young & Brown 





‘Have rolled up our sleeves and pitched in 


with Norge. The results are phenomenal i 





JACKSONVILLE, FLA. 


Mr. F. M. Bultman 


Cain & Bultman, Inc. 





“Everything about Norge is right! Quality, 
- c Cc Cc ~ - 


policy, prices leave little to be desired” 


CHARLOTTE, N.C. fe 





Mr. C. E. Beeson 


Southern Bearings & Parts 





“You can’t beat Norge for dependability” 





GRAND RAPIDS, MICH. 


Mr. J. W. Miltgen 
Radio Distributing Co. 


‘“‘Norge’s promotional packages certainly fill 


the bill’’ 


PROVIDENCE, R.I. 


Mr. |. Feldman 
1. Feldman Company 


“My dealers are getting bigger and bigger 


share of market with Norge best-sellings”’ 
Cc Cc 


TERRE HAUTE, IND. 


Mr. T. W. Cook 


Advance Electric Co. 


“Norge is rapidly becoming the fastest seller 


in Hoosierland!’’ 


FORT WAYNE, IND. 


Mr. M. E. Kumle 


Appliance Merchandisers 


“All my dealers are solidly behind Norge’s 
new program of growth and development”’ 








HARTFORD, CONN. 


Mr. P. J. Carr 
Post & Lester Co. 





“Those Laundry Maids are terrific —just 


zip into and out of stock!’ 






RICHMOND, VA. 


Mr. H. A. Pohlig 
B. T. Crump Company 





“Everything you told us at the sales meeting 


was true and then some!” 


HOUSTON, TEXAS 





Mr. W. M. Wood 
Automatic Distributing 


“Perfect setup for profits for me and my 


dealers’’ 


BIRMINGHAM, ALA. 


Mr. A. Chambers 


Dixie Distributors, Inc. 





“My dealers know a green light when they 


see one! They’ve made hay all year!” 





CHARLESTON, S.C. 


Mr. P. M. Minus 
Gas Engine & Elec. Co. 


“Soon dealers will be fighting for Norge 


fra nchbises’”’ 


CINCINNATI, OHIO 


Mr. H. F. Knodel 
Harry Knodel Distr. Co. 


‘Have set up priority system to serve dealer 


demand in the fairest way I can”’ 
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ATLANTA, GA. 


Mr. Allen H. Crook 
Hopkins Equipment Co. 


“Never heard Opportunity knock louder for 


dealers in my area”’ 


GREEN BAY, WISC. 


Mr. Wm. Van Domelen 


Wm. Van Domelen Co., Inc. 


“Dealers I’ve worked on for years are signing 


up right now” 








ROCHESTER, N.Y. 





Mr. B. Ryan 


Erskine Healy, Inc. 


‘Norge advertising has beaten a path to my 


dealers’ door’ 








Mr. J. N. Houts, Sr. 


“No soft market when selling Norge!” 
. = c 





4 CHATTANOOGA, TENN. 


y Standard Appliances, Inc. 


LITTLE ROCK, ARK. 





Mr. O. D. Cauby 


O’Bannon Bros. 


“Dealers say ads sell wives, but Norge 


appliances really sell the husbands” 
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BUFFALO, N.Y. ' j ad 


Mr. E. H. Brown 
W.A. Case & Son Mfg. Co. 


“My sales have climbed steadily for a whole 


year”’ 





















DENVER, COLO. DALLAS, TEXAS 


Mr. W. G. Lujan Mr. R. C. Conley 


Allied Appliances, Inc. Straus-Frank Company 


“So many dealers tell us, ‘Customers come “My dealers keep clamoring for more”’ 


if 
Cc 


right in and ask for Norge appliances by 


name ’”’ 





HARRISBURG, PA. PITTSBURGH, PA. 


Mr. Morris Schwab 
D & H Distributing 


Mr. J. K. Weiner 
Ludwig Hommel & Co. 





‘‘Am astounded at the rapid turnover’’ 


“We're selling markets that have never been 


sold before! if 








~ | PHILADELPHIA, PA. 


- 
% os 
Se 
‘ Mr. A. E. Hughes 


Philadelphia Distributors 


‘New Norge program will pay off for years 


to come’’ 






BILLINGS, MONT. 


Mr. Ronald B. Reis 
Midland Implement Co. 





Norge’s new program will help us all hit 


the jackpot—dealers as well as distributors’ 





NEW YORK CITY 


Mr. E. L. Frohlich 


Warren Connolly Co. 





“Terrific excitement in our market — Norge 


has hit the big-time! ” 


NASHVILLE, TENN. 


J. E. Harden, 


Moore-Handley 
Hardware Co. 





‘Norge design strikes home to a wide variety 


of customers’’ 






LOUISVILLE, KY. 


Mr. H. E. Ogden 
The Sutcliffe Company 


“Find promotional material most usable I’ve 


ever recetved’’ 





COLUMBUS, OHIO 


Mr. James B. Shoop 
Appliance Distributing 


Co. Division 





‘Dealers will hop on this bandwagon 


fast!’’ 









SYRACUSE, N.Y. 


Mr. Morris Horowitch 





Morris Distributing Co. 


“Very much impressed by what I saw at 


distributors’ pre-view meeting”’ 










NEWARK, N. J. 


Mr. T. A. O‘Loughlin 
T. A. O'Loughlin & Co. 





“Have geared my whole organization for 


quick replacement of fast-moving stocks”’ 





DON’T STAND OUTSIDE, LOOKING IN - 
SIGN UP WITH NORGE START CASHING IN! 





—WRITE, PHONE OR WIRE YOUR NEAREST NORGE DISTRIBUTOR 
TODAY FOR FULL INFORMATION ABOUT THE 
OPPORTUNITIES IN YOUR AREA 


N 0 RGE MEANS BUSINESS ...GOOD BUSINESS 





(Continued from page 65) 
work programming becomes available 
but last spring local shows were of in- 
estimable value in supplementing net- 
work offerings which were limited to 
two or three hours a week. 

Just as important as the availability 
of programs is the quantity of color 
entertainment which is available. 
From this point of view there is little 
doubt that color television will “arrive” 
on the American scene this fall. Two 
networks (CBS and NBC) have al- 
ready announced extensive program- 
ming plans for the fall. ABC and 
Du Mont have as yet formally an- 
nounced no programming but spokes- 
men for both networks are not nearly 
as final in their “no plans” answers 
now as they were last December. 


Program Particulars 


During the fall NBC will have the 
facilities to originate 12 to 15 hours 
of color per week. Much of this will 
be programmed in three series of 90- 
minute spectaculars, the first of which 
starts on September 12. This series 
will be heard every fourth Sunday and 
will be produced by Max Liebman, as 
will a Saturday series which starts on 
September 25 and which will re-appear 
every fourth Saturday. A third series of 
spectaculars will have Leland Hayward 
as producer and will be seen every 
fourth Monday beginning October 18. 
An imposing list of entertainment in- 
dustry personalities has been signed 
for these spectaculars. 

Other shows will also be telecast in 
color by NBC during the fall. Color 
film “in quantity” will be used and 
special events will be covered in color. 
These will be picked up by the com- 
pany’s mobile unit. 

Over 40 major CBS shows will be 
telecast in color during the fall, the 
shows being presented on a rotating 
basis with three or more programs rep- 
resented each week. First of these was 
broadcast in late August when the Ed 
Sullivan “Toast of the Town” show 
was telecast in color. 

Du Mont has no plans for network 
color programming as yet but its New 
York station, WABD, is being 
equipped to use color films and slides. 
The network’s Pittsburgh _ station 
(WDTYV) is being modified to permit 
it to re-transmit network color signals 
in the fall. 

Thus the programming outlook is 
extremely good: there will be more 
color programs and they'll be seen in 
almost every part of the country dur- 
ing the fall and winter months. 


Where Are the Sets? 


Seen, that is, if there are color sets 
on which to watch them. And here 
the outlook for fall becomes obscure. 
There is no agreement among industry 
leaders as to how many color sets can 
be turned out this fall, how many will 
be sold, and who will buy them. 

To a great extent, the answers to 
these questions lie with the tube mak- 
ers, for it is the availability (and per- 
formance) of color tubes which will 
dictate production this fall. (One firm, 
already committed to produce color 


Color: The picture is bigger... 


sets this fall disagrees with the asser- 
tion that color tubes will be the limit- 
ing factor in production. Components, 
says this manufacturer, will determine 
output. Generally speaking, however, 
most manufacturers agree that tubes 
are the key to the situation.) 

It is far from certain that the big 
screen tubes now being shown or 
about to be shown will be the ultimate 
answer to the color kinescope problem. 
But at the moment that isn’t of too 
much importance. The present tubes 
may not be the ultimate answer but 
they are an immediate one. The big 
question, however, is how many such 
tubes can be produced this fall. On 
the answer to that depends the answer 
to set production. 

That’s why manufacturers are ex- 
tremely conservative in guessing at set 
production in the months ahead. Some 
8,000 sets have been produced already 
this year. Manufacturers, depending 
on their optimism or pessimism, have 
told EtecrricaAL MERCHANDISING that 
between 15,000 and 60,000 sets will 
be out before the end of the year. De- 
ducting production to date, that would 
mean somewhere in the neighborhood 
of 10,000 to 50,000 sets will be pro- 
duced this fall. Motorola says it will 
make 25,000 units. RCA had been 
committed to making 5,000 big screen 
sets this year but delays in developing 
a new 21-inch tube have led some 
company officials to feel that this goal 
will not be met. CBS-Columbia has 
just introduced its color sets and will 
make ‘‘as many as we can”; the com- 
pany will give no indication of how 
many this might be. Westinghouse 
will produce 19-inch sets in “limited 
quantities” this fall. Several other 
firms will be marketing sets later this 
fall probably on a limited scale. 


The Big Question—Tubes 


It’s doubtful if production will go 
much above that figure. The only tube 
now in production is the CBS-Hytron 
and that firm hopes to turn out be- 
tween 50,000 and 60,000 tubes. RCA 
will say nothing about the production 
plans for the tube it will show for the 
first time in mid-September but the 
industry is inclined to write off RCA’s 
chances of producing the tube in 
quantity before the first of the year. 
Du Mont has a 185-square inch tube 
and is planning production but has 
made no estimates of output. Other 
tube makers are working on the prob- 
lem but their work is apparently still 
in the developmental stage. 

For the time being, all of the tubes 
in production or about to go into pro- 
duction are similar—big screen, three- 
gun types using curved masks with 
phosphor dots positioned on the face 
plate. (As safe a bet as any in the con- 
fused color field: intense patent litiga- 
tion will develop if these tubes prove 
to be the industry’s ultimate choice.) 

But much of the industry—includ- 
ing set makers who are using these 
present day tubes—is unwilling to agree 
that such tubes will be the industry’s 
ultimate choice. Other types are being 
developed. For example: according to 
widespread rumors in the trade, Philco 








has a one-gun tube which is extremely 
simple but which so far requires com- 
plicated circuitry. But, goes the rumor, 
the circuitry is being rapidly simplified. 
This rumor got some measure of con- 
firmation in late July at the Philco 
stockholder meeting when president 
William Balderston said that the in- 
dustry did not yet have the “right 
answer” to color and added that Philco 
was developing a color system of its 
own and was “on the right track”. 
A few days later Philco distributors 
were told that the firm was working 
on a one-gun, 21-inch tube but that 
no sets using this “Philco system” 
would be produced this year. 

The widely-publicized Lawrence 
tube is making little progress. The 
firm’s own personnel talk optimisti- 
cally but there is no production of the 
tube at this moment and none is re- 
ported in the offing. Development 
work on the tube and accompanying 
circuits is continuing and Lawrence 
officials are still hopeful, although they 
admit they have made little headway 
so far in convincing set makers that 
their tube is the answer. 

Olympic has announced a_ projec- 
tion system for color, reviving specula- 
tion which was widespread last sum- 
mer and which then died out. 

Almost every other tube maker is 
working on “something” but whether 
these efforts will bear commercial fruit 
is yet to be seen. 


Only Opinions 


This uncertainty explains the lack of 
answers to questions about the im- 
mediate future of color. In the face of 
this situation it’s out of the question 
to look for any questions to the long 
range outlook. There are opinions. 
They differ widely, and they’re subject 
to change overnight. For what they’re 
worth here are composite answers to 
questions asked most often about 
color. They represent the opinions of 
a number of set makers: 

Production: For 1954, it may hit 
40,000 or 50,000 units but there is a 
good chance it will be less. Next year, 
guesses range from 100,000 to 250,- 
000. Long term guesses are also avail- 
able. One of the most recent is that of 
General Electric’s Thompson who esti- 
mates that by 1957 there will be 7.5 
million color sets in use. This will rise 
to 24.5 million in 1960 and to 37.5 
million in 1964. 

Prices: The lowest to date is $895 
for a VHF only, big-screen set. Other 
sets to be introduced in the fall will be 
priced competitively but some will be 
priced as all-channel sets. That means 
that their price tags will run as high as 
$950 or $1,000, possibly even more. 
What will happen next year is not 
clear. Some firms think prices may hit 
$700 by fall, many others think that 
$750 or $800 will be the absolute low 
at that time. They point to the fact 
that current tube prices are arbitrary 
and that it may be some time before 
tube production will justify even to- 
day’s prices. Only then can the tube 
price begin to slide downward. Ulti- 
mately, color will be priced for the 
mass market but most firms are still 
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convinced that there will always be a 
differential between color and black 
and white. How big a differential? 
That’s anybody’s guess. 

Color’s Acceptance: There’s little 
question that the limited numbers of 
sets to be produced this fall will be 
disposed of—thanks largely to the at- 
tractive programming being arranged. 
This programming may produce a de- 
mand strong enough to move 15-inch 
color sets which could not be sold last 
spring. Set makers think bars will be 
a big market for color sets this fall. 

Impact on Black and White: This 
fall and next spring there will be no 
impact. That’s unanimous. After that 
the answers vary. Some set makers 
think that there will always be a strong 
market for black and white. They use 
as an analogy the automobile market. 
Everybody wants a new car, they point 
out, but there has always been a big 
group of buyers who have been able to 
afford nothing but a used car. The dif- 
ferential in color and black and white 
prices will, these manufacturers con- 
tend, produce a similar situation in 
television. Others think that color will 
come to dominate the market and that 
in the process black and white sales 
(and industry sales as a whole) will 
temporarily suffer. 

Another long range question still 
unanswered is what proportion of pro- 
grams will ultimately be telecast in 
color. Such coverage is more expensive 
(about 10 percent more for time and 
talent than for black and white) and 
the ultimate answer may depend on 
the willingness of the advertisers to 
foot the bill. Some people think that 
ultimately everything (except old news- 
reels and documentaries originally pro- 
duced in black and white) will be tele- 
cast in color. Others think that news 
shows, certain sports events and other 
shows of this type will gain little by 
being telecast in color and will con- 
tinue in black and white. 

Having gone this far, the person 
looking for answers to these and other 
questions is likely to conclude that 
color TV is hopelessly confused. 

Yet that’s not the whole truth. The 
industry is finding its way into an en- 
tirely new medium which was given it 
before enough groundwork had been 
completed. And, despite the fact that 
there are no answers to specific ques- 
tions, the eventual outcome is clear— 
and encouraging. 

Before selling color short, remember 
that it will re-open what has become 
an almost saturated market. Because of 
color this re-opening will be accom- 
plished much more easily that it would 
have been had the industry only 
monochrome to replace monochrome. 

Before selling color short take a look 
at the programs which will be on the 
air this fall. 

And, before selling color short, con- 
sider the decision of one of the coun- 
try’s biggest TV dealers. Having seen 
one of the sets to be marketed this 
fall, this dealer has decided to go 
ahead and sell color—not against it. 
The time is fast approaching when 
every retailer in the country must 
make a similar decision. End 
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Free display material, shipped with each Tide order, is used to build Tide increases traffic as window displays, featuring free Tide offer, 
attention-getting window and in-store displays. The Tide Kit contains attract attention of passers-by. Again Tide proves its magnetic appeal 
colorful merchandising material consisting of window streamers, posters, to washer prospects. Good reason why dealers think so highly of 
counter cards and newspaper mats printed with the name of your the traffic-building power of Tide—America’s largest-selling washday 
washer—everything you need to run the promotion. product for automatic washers. 


Norge Dealer’s Washer Sales Soar 300% 
Using Tide Promotion Plan! 


Charleston, W. Va., store cashes in on 


Tide’s popularity—ups traffic 33'4%! 


Washer sales boosted from 5 to 20 a 
month! That’s what Tide did for 
J. Brownstein, manager of the National 
Furniture Company of Charleston, W. Va. 
Here (J. tor.) C. A. Baughman, sales man- 
ager for Charleston Electrical Supply Co. 
(Norge distributors) explains plan to 
J. Brownstein, Ira Walker, his assistant, 
and Carl C. Johnston, salesman. With a 
keen eye open for promotions to stimulate 
sales, they heard other amazing success 
stories about the Tide Plan and tied in— 
fast! National Furniture got remarkable 
results like these: Traffic increased 33%% 

washer sales zoomed 300% . . . 75% 
were new accounts. Again, Tide proved 
its overwhelming popularity makes it a 


pow erful attraction for washe1 prospects. 


]. Brownstein took advantage of Tide’s 
advertising allowance of $1.75 per case 
to make this compelling offer: A big sup- 
ply of Tide with every Norge washer pur- 
chased. He used the free Tide-Norge 
display material and prospects started 
streaming in. The results speak for them- 
selves. Like other dealers coast-to-coast 
you can put this proven-successful Tide 
Plan to work for you. Tie in with Tide and 
let its tremendous appeal help increase 
traffic, demonstrations and washer sales. 
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Prospects up 334% as women find the Tide offer too good to pass Another Norge sale closed and the customer gets a generous supply 


up and throng into the store. And there’s a mighty good reason for of Tide . . . a convincing demonstration of Tide’s ability to clinch washer 
Tide’s overwhelming popularity, too, because nothing else will wash sales. No wonder National Furniture plans repeat promotions, Why not 
as clean as Tide—yet is so mild. No washday soap, no other detergent put the tremendous popularity of Tide to work for you? Mail the coupon 
known and that includes the leading sudsless products. below and get your own Tide promotion rolling. 





THIS IS THE TIDE PLAN... 
it Worked in Charleston, W. Va.— It Can Work for You! 


Here are the terms: As a dealer, you can get 2. Use Tide to build traffic—offer a box of 
Tide at the regular Procter & Gamble Sales Tide to each prospect who comes in to 
Department prices* less a special advertising watch a washer demonstration. 

allowance of $1.75 per case (net cost to you 
approximately $5.25 per case—minimum order 
5 cases). And, with your Tide, you also get a 
colorful free display kit imprinted with the 
name of any washer brand you designate. In 
return, you agree to use all of the Tide you 
order in any or all of the following ways: 


3. Use Tide for demonstrations—get top 
performance from your washers. Tide gives 
you a dazzling clean wash...leaves no soap 
film. Laboratory tests prove it! 








a, te 


You also agree to feature Tide merchandise 
offers in your advertising and to display the 


1. Use Tide for bonus offers—offer a supply Tide packages with your washers. 


of Tide wit the purchase of a washer *Prices subject to change without notice. Shipped 


C.O.D., freight prepaid. Offer good only in Continen- 


(minimum offer % of case per washer sold). tal United States (including Alaska) and Hawaii. 


r 








A Product of 
Procter & Gamble 





& CLIP COUPON BELOW—ORDER YOUR TIDE TODAY! 
ces ccm one nce kin ic sl it ata eas it tensnchn sean qhhitnaceaen aw as candids Sie lb --| 
a Box A 
Tide Home Laundering Bureau 
1117 Enquirer Building 


Cincinnati 2, Ohio 


Please arrange to have shipped to us_________cases of Tide (minimum order 5 cases). 
We agree to use all the Tide on this order in accordance with the terms of the Tide 
Promotion Plan described above. 


MORE WOMEN USE TIDE | =~ rh 


is your best tie-in because... 











IN AUTOMATIC WASHERS |. - 
THAN ANY OTHER 
WASHING PRODUCT SOLD! 


(Please check boxes below for promotion material desired. ) 
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( ) Please send us at no cost a washer promotion display kit containing wall posters, 
window streamers, and counter cards bearing the name of ___________washer. 


Also include at no cost, the following newspaper mats for the purpose of advertis- 
ing our washer promotion. 


( ) 2eols.x38” ( ) 2cols. x 6” ( ) 8cols.x 5” ( ) 3cols. x 10” 
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The Changing TV Market 


(Continued from page 67) 


in. models. Most producers thought 
that the present balance of sale be- 
tween table models and consoles (see 
table) will remain about the same. 
One thought the popularity of table 
sets will increase while another antici- 
pates an increasing demand for con- 
soles. 

All makers surveyed except one said 
that some sets leave their factories 
equipped with allchannel tuners— 
ready to receive UHF signals without 
conversion. The percentage of such 
sets varied from 15 to as high as 30 
but about 20 percent seemed to be an 
industry-wide average. One said that 
the number so equipped could be 
readily raised to any given amount if 
the demand warrants it. 

Only one setmaker thinks that the 
industry's dollar sales volume of mono 
chrome sets will be depressed next 
vear because of the growth of color 
TV. Although manufacturers predict 
that from 15,000 to 50,000 color sets 
will be produced by the end of this 
year and the estimates for next year 
run from 250.000 to 500,000 sets. 
none indicated that color television 
will become an influential market fac- 
tor until 1956 and possibly later. 


Will Consumers Buy? 


Consumers, like retailers, aren’t in- 
terested in industry _ predictions. 
They're interested in sets and what 
they will do. So far they show no in- 
clination to buy color sets in the cur- 
rent sizes at current prices with cur- 
rent limited programming. Color 
demonstrations are always jammed but 
few spectators buy. 

Dealers and distributors don’t know 
what to expect and for a very good 
reason—apparently the manufacturers 
don’t either. The makers announce 
and then supercede, sometimes in a 
matter of days, manufacture of one or 
another size and type of color tube and 
set. Prices are, of course, complete), 
artificial and are likely 
for some time. 

It still seems doubtful that manu 
facturers can deliver color sets in quan- 
tity by next vear that the consumer 
will want to buy. General Electric’s 
Dr. W. R. G. Baker, electronics divi- 
sion gencral manager, said recently 
that “the nub of the problem is the 
picture tube to which no one, as of 
this date, has a satisfactory and con- 
clusive answer.” Baker said, as almost 
anyone might speculate, that the prob 
lem will eventually be solved although 
“it may take a little longer than the 
optimists . predicted.” 

Radio & Television sales manager of 
Sylvania Electric Products, Bernard O. 
Holsinger, who sees a sharp business 
upturn this fall, said that Sylvania will 
make no color sets this year at all. 
Monochrome production has been in- 
creased by 50 percent but Sylvania 
thinks the public will hold off buying 
color until larger picture tubes and 
lower prices make them more attrac- 
tive. 

Until some of the color predictions 


to remain so 
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come true, the best the industry can 
hope for is a good and continued 
monochrome market. Demonstrations 
of pilot color TV have apparently 
helped sales of black and white sets. 


The UHF-VHF Headache 


The seemingly endless controversy 
of proposals and counter-proposals to 
provide some reasonable plan for UHF 
and VHF to live together has contin- 
ued to confuse the public and plague 
the dealers. Most buyers probably 
don’t know the difference between the 
two systems and, what’s more, don’t 
care. The one thing they know—and 
the factor that influences their buying 

is that the manufacturers, the net- 
works and the government haven't yet 
reached a settlement. Many consumers 
apparently figure that, until these three 
do reach an agreement, purchase of a 
television set may be fraught with 
some kind of risk of future expense 
for an additional gadget to receive all 
programs if their area is covered by 
both systems. 








port, more and more stations become 
casualties to financial losses and go off 
the air. There’s been no letup in 
lobbying on both sides by factions 
trying to push through one or another 
solution to the problem. The plan 
that seems most likely to win out will 
permit the networks to own and oper- 
ate more stations providing they are 
UHF. 

The one Congressional action that 
would have eased the situation and 
quickly—elimination of the 10 percent 
excise tax on UHF receivers and con- 
verters—was killed in committee. As 
the hearings dragged on through 
Washington’s wearying “dog days”, 
FCC acting chairman Rosel H. Hyde’s 
depressing comment, “There is no one 
magic solution to the problem”, 
seemed to make more sense than ever. 


Videotown No. 6 


For the sixth consecutive vear, 
Cunningham & Walsh advertising 
agency conducted its study of televi 
sion in New Brunswick, New Jersey. 




















“IT’S A TIE—THREE-THREE IN THE EIGHTH. 
REFRIGERATOR.” 











GOLDSTEIN 


YOU'LL FIND SALMON IN THE 








Called by some, “The FCC’s big- 
gest blunder so far”, UHF is the key 
to a national television system of the 
of radio. Under the present 
allocation plan (even if all contested 
VHF applications are assigned) only 
seven U. S. cities can have four or 
more stations in the VHF band be- 
cause of a conflict of channel signals. 
Only 26 others can have three, only 
93 can have two and all the rest 
(212) must be resigned to only one 
or no VHF station. 

When the FCC melted its “freeze” 
on new television stations two years 
ago, it attempted to supplement VHF 
by allocating stations in the ultra high 
frequency band (channels 14 to 83) 
Despite the FM radio snafu, FCC 
tumbled into the same pitfall again: 
no UHF station can possibly build an 
audience if people won’t buy equip- 
ment to receive its signals. 

Meantime, while the industry 
awaits the senate subcommittee’s re- 


sct ype 


Dubbed “Videotown”, the city was 
chosen for the survey because it is an 
independent, self-contained market 
supported by local industry, surround- 
ing agriculture and retail distribution 
to the families in its area. The Video- 
town findings may well serve marketers 
elsewhere when projected on a na- 
tional basis. 

In the first years, the surveys te- 
corded the novelty and excitement 
surrounding the discovery of a great 
new source of entertainment. As set 
ownership reached 50 percent in 1951, 
interest in television viewing reached 
new peaks as new stations opened up, 
telecasting time was extended and new 
and better programs and techniques 
became commonplace. 

Now, says the survey, television has 
reached its third stage—that of an es- 
tablished habit. In New Brunswick, 
most families (seven out of 10) now 
have television sets thus conforming 
pretty much to the national average. 
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Program selection is available from 
many stations and, with the continued 
growth, there has been a re-adjust- 
ment of leisure hours to make room 
for the new habit. 

Cunningham & Walsh thinks many 
of these trends. have been obscured by 
TV’s rapid growth and expansion 
across the country. Every added sta- 
tion, says the survey, and every new 
market opened up starts another cycle 
of buying similar to the one in Video- 
town, varying only in the degree of 
intensity. The more the station adds 
to available entertainment, and the 
lower the set saturation, the greater 
the buying excitement. 

Sales in Videotown dropped steadily 
in 1953 and have continued to drop 
so far this year. It is estimated that 
they will stabilize either next year or 
in 1956 and the determining factor, 
in the surveyists opinion, is color. 

Replacement sales, they say, have 
been a function of screen size rather 
than set deterioration. Like the shrink- 
ing reservoir of non-television families, 
that of small sets is drying up. Today, 
only 28 percent of sets in use have 
12 in. or smaller screens; two vears 
ago the figure was 53 percent. Once 
this market is exhausted, C&W feels 
that the importance of screen size 
should diminish. The difference be- 
tween a 17 in. picture and larger 
pictures should not prove as strong 
an incentive to buy. 


Second Set Market 


The second set market holds a 
great sales potential that has been 
hardly exploited in most areas. It has 
shown slow growth in Videotown. 
In 1951, only one percent of TV 
homes had two sets; 1952, two per- 
cent; 1953, four and a half percent. 
Projected nationally, this means that 
only about 1,244,970 homes have two 
or more receivers. 

Of second set owners interviewed, 
only three percent said they bought 
the second one for “another room”. 
The chief reason given for such pur- 
chases was to get a larger screen (54 
percent). Next reason was because the 
old set was out of order (26 percent) 
and, lastly, to furnish a summer home 
(three percent). 

When single set owners were asked 
if they would consider buying a second 
set, 11 percent said they would and 89 
percent said they would not. Main 
reasons for not buying: not needed, 
29 percent; house too small, 24 per- 
cent; couldn’t afford it, 21 percent. 


Low-end Sensation 


The Crosley division of Avco Mfg. 
Co. recently interviewed people who 
had purchased its fast selling, low-end 
Super V set. Of those persons ques- 
tioned, 55 percent were first set buyers 
and 45 percent already had a set. Of 
the latter, 62.2 percent kept the old 
set, 13.3 percent traded in the old set, 
11.1 percent sold it independently, 
8.9 percent gave it away and the re- 
mainder, 4.5 percent, junked it. 

(Continued on page 102) 


1954—ELECTRICAL MERCHANDISING 











re 7 


OE ery Key 


ss 

















America’s leading home-appliance finish 


.-- has helped sell millions of washing machines and clothes dryers! 
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,..and so has DuPont DULUX enamel! 

















SIXTEEN YEARS AGO, when the first auto- 
matic clothes dryer was introduced by the 
Hamilton Manufacturing Company, it was 
welcomed for its efficiency, smart good looks 
and contribution to modern living. However, 
there’s a big difference between the 1938“ June- 
day” dryer and the streamlined model that 
Hamilton offers today! The 1954 Hamilton 
Clothes Dryer, with its exclusive Fabri-Dial 
Temperature Control for greater fabric pro- 
tection, gives today’s housewife far more con- 
venience and leisure on washdays than ever 
before. The current popularity of this new 
Hamilton is proof that continued product im- 
provement is vital in maintaining the accept- 
ance of the buying public. 

And so it is with America’s leading home- 
appliance finish— Du Pont “DULUX” enamel! 
Constant research over the years by Du Pont 
chemists has resulted in more rugged resist- 
ance to chipping, cracking, scratching and 
staining . . . easier cleanability . . . longer-last- 
ing whiteness than ever before. That’s why 
the “DULUX” of today meets the most exact- 
ing requirements of today’s topflight appliance 
manufacturers. E. I. du Pont de Nemours & 
Co. (Inc.), Finishes Division, Wilmington 98, 
Delaware. 





ALG. U.S. pat. oft. 


“DULUX” ENAMEL 


BETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISTRY 
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ANNOUNCES A NEW 


Fully Automatic Washer 


Featuring new exclusive pre-set rinse control 
that saves gallons of hot water! 


When it comes to features that mean some- 
thing—and mean business for Thor Dealers 
—this great new Thor Automatic Washer 
REALLY has them! 

Here’s the ONLY automatic washer that 
offers new Pre-Set Rinse Water Tempera- 


ture Control—plus feature after feature that 
mean better washed clothes, cleaner clothes 
with LESS HOT WATER than ever before! No 
wonder this great new Thor is AMERICA’S 
BIGGEST WASHER VALUE—the value that more 
women will want—and will Buy! 


Only “Zor offers all these women-winning features: 
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at aNEW LOW PRICE! 


Get full details from your Thor 
distributor salesman now! 


















THOR CORPORATION, Chicago 50, tinois 
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Before You Stock 





Compare Too Brande 





of Portable Electric Radiators 









































CONCO RADIATOR 5 Section 8 Section 10 Section 
FEATURES Radiator Radiator Radiator = 
7) Retail Price $29.95 $34.95 $39.95 | 
Capacity — Watts 850 1320 1600 4 
BTU-Hr. 2900 4500 5450 ; 
“a Equivalent Sq. Ft. , 
. \ of Steam Radiation 12.10 18.75 22.7 
ranks fi rst Weight 25 Lb. 29 Lb. 32 Lb. 
Heating Up Time 5 Min. 5 Min. 5 Min. 
Water Required None None None 
Carrying Handle Yes Yes Yes 
on 7) _ Drying Rack Yes Yes Yes 
Safety Devices None Needed | None Needed | None Needed 
Size: Height x 
Width x Length 23x7x12% | 23x7x19 23 x 7 x 233% 





Gray or Green 


Gray or Green | 





i 
every count ||: 
Hammerloid Finish |Gray or Green 


U.L. Approved 


Yes 


Yes 


Yes 





Current 





AC or DC 





AC or DC 





AC or DC | 


3 models - 2 colors 


to retail 
as low as 


8 Section Model 





5 Section Model 
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29" 


for 
5-Section 
Model 


We took the STEAM out of radiator design 
and look what we got: lighter weight, smaller 
size, greater capacity, faster warm up, better 
safety, and LOWER PRICES. Use this “check 
chart" to compare Conco with any other line 
— point for point, model for model. Then see 
your jobber and get the Conco line on your 
floor early. It's packed with sales punch — 
three sizes, two colors, three prices, a winner 


on every countl 


AFFILIATES 


SEPTEMBER, 


Division of H.D.Conkey & Company - Mendota, Ill. 


Conco Building Products, Inc. — Brick, Tile, Stone 
Conco Materials Handling Division — Cranes, Hoists 


While us ot see your jobber for complete information. 





Changing TV Market 
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The implication of these findings 
is, of course, that the second set 
market hasn’t yet been developed. 
It seems quite likely that television 
receiver sales will get a tremendous 
boost, much as the second car market 
did some years ago, when the buying 
public is sold on the idea of multiple 
set ownership. 

Sylvania’s director of sales research, 
Frank W. Mansfield, pointed out re- 
cently that the impending saturation 
of markets should not be interpreted 
as the kiss-of-death for receiver sales. 
“Industries seldom exist on the basis 
of initial installation sales only”, said 
he. Mansfield thinks that initial sales 
are rapidly losing significance in the 
industry and that factors such as ob- 
solescence, wear-out, the increasing 
number of new families and new 
homes are gaining in importance. He 
heralds the coming era of second-set 
television homes “just as today there 
are homes with anywhere from two to 
a half-dozen radio sets.” 


Still Another Revolution? 


The cancerous spread of discount 
selling and the spectacular success of 
many such operators has given rise 
to the question, “Is distribution like 
other marketing functions, going 
through a revolution?” With Fair 
Trade now championed by only a 
handful of manufacturers and _ list 
prices ignored by more and more re- 
tailers, pricing is swinging in a wide arc 
that some observers think may eventu- 
ally complete a full circle and return 
business to its original sound basis. 

Should discounting, they argue, be- 
come so commonplace that it replaces 
the traditional manufacturer-to dis- 
tributor-to retailer-to consumer pat- 
tern, will not competition among 
sellers become so intense that they 
will have to fall back on the only 
persuasive marketing factors left — 
service, merchandising and advertis- 
ing? 

The trade-in market stands squarely 
between list price selling and discount 
selling. The discounter cannot offer 
an attractive trade-in or any trade-in at 
all if his profit mark-up is only a few 
dollars over cost. On the other hand, 
the list price retailer can offer sizable 
trade-in values (which, in effect, is 
discounting) plus service and other 
refinements. 

Manufacturers outwardly support 
the distributor-retailer distribution 
system yet their interest is, under- 
standably, in getting their sets into 
consumers’ homes. The future of dis- 
tribution is probably in their hands. 
Suppliers frequently talk about better 
sales training, more effective service 
programs and the like. Can these 
functions be performed by the retail- 
ers who discount prices right down to 
the bone, must they be curtailed or 
will they be done in whole or in part 
by the suppliers? All the answers to 
these and other questions may not be 
at hand but mere thought of the 
questions themselves should keep mar- 
keters plotting and planning for 
months to come. End 
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ELECTRIC MODEL 5534 
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¥* LELAND WAYWARD'S 
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price! Full profit! 


ife will know 


You know the story. You've seen 
the 10 gas and 10 electric RCA 
u know they the story- Look att 


Estate Ranges: Yo 
Estate advertising will make on 


offer more oven space and more 
ways to cook. You know the magic your range prospects in the next 
pulling power of “Grill, bake, bar- 

becue . - - all at once!” And, you Be ready with merchandise! Con- 


know that they're 0 value-packed you tact your RCA Estate distributor! 
odels available for city or UP (bottled) 9°5- 


3, months. 


Suggested list price shown. All gos ™ 
Estate 
s OR ELECTRIC RANGES 


RCA ESTATE APPLIANCE CORPORATION . HAMILTON, OHIO 


A Radio Corporation of America Subsidiary 


Prices start 
— FE teh, a e 


@— CUSTOM ELECTRIC MODEL 5540 
Grills, Bakes 
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Meet the Miser 


STEWART 


REGULAR 21" 


y_ © __j OVERSIZE 21" 


4 = / 
ths 
~ S2 
se e 


ew 90° OVERSIZE 21" PICTURE TUBE 
World’s Largest 21” TV! 20% Bigger Picture! 


Revolutionary, all new 21-inch picture tube that is larger than 
conventional 21” TV by a full 20%. Yet this giant 270 sq. in. 


picture is yours in cabinets that are 3 inches shorter in depth. 


NEW master-crafted 


console and table models 
for every home .. . every 
budget .. . giant 27 + 24 
21 + 17-inch TV with full 


wew HORIZONTAL wew “VISION GUARD” 
PICTURE LOCK SAFETY GLASS 
Horizontal picture lock 


permanently synchro- 
nizes interlacing... elimi- 


The ultimate in restful 
viewing is assured with 


nates annoying dark lines 
. reproduces balanced 

middle tones for greater 

clarity and brightness. 


Stewart-Warner’s all-new, 
deep-tinted optical safety 
glass that screens out eye- 


provision for U.H.F. 
V.H.F. Choice of lustrous 
Mahogany and modern 


tiring glare. Blonde Oak finishes. 


FAMOUS 9600 SERIES 
FOR VOLUME SALES 


24” CONSOLE TV 


27” CONSOLE TV 
(Blonde Oak) 


(Mahogany) 


21” TABLE TV 


17” TABLE TV 
(Blonde Oak Finish) 


21” CONSOLE TV 
(Mahogany Finish) 


(Mahogany) 








{03 


FEATURED IN THE 
COMPLETELY NEW 9700 


SERIES FOR ’55 








FAR GREATER DEPENDABILITY 
Not a single essential component is 
sacrificed, yet amazing ‘Service 
Miser” Chassis has 52% less wiring 
. 47% fewer soldering connections! 
New and improved UNIT ASSEM- 
BLY means each individual unit is 
separately assembled and separately 
tested before reaching final assembly. 


21” CONSOLE TV 
(Mahogany Finish) 


Phone, wire or write your nearest STEWART 
Stewart-Warner distributor for full details. 


21” TABLE TV 21” CONSOLE TV 
(Blonde Oak Finish) (Mahogany) 


STEWART-WARNER ELECTRIC ©® 1300 North Kostner Avenue, Chicago 51, Illinois 
The Most Trusted Name in Radio * Leading Producers of Electronic Equipment for the Armed Forces WARKER 











water systems made by 
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Fertormance. Froved in more 


than a million homes and farms 


Customers size up these pumps—dollar for dollar. They buy and 
rely on Sta-Rite because they find they get more for their money. 
More exclusive features. A type and size to fit their pocketbook. 
And the most liberal pump guarantee obtainable anywhere. More 
than a million homeowners agree these are the things they want 
when they buy a water system. That’s why they bought Sta-Rite. 


And that’s why you can rely on Sta-Rite to help you pocket 
more water system profits. Selling Sta-Rite water systems is a 
sure way to pump added volume and extra profits into your 
business. In fact, Sta-Rite water systems can be your highest 
profit item! There’s sales magic in the name... sales magic in 
Sta-Rite merchandising. Start cashing in today. Write for 
more information. 


Now ... Sta-Rite helps you 
even more .. . with the big- 
gest profit-making plan of 
merchandising support and 
national advertising in 
Sta-Rite’s history. Ask your 
jobber or Sta-Rite repre- 
sentative. 





STA-RITE PRODUCTS, INC. ©2505. 8th Street Delavan, Wisconsin 


SEATTLE 


STA-RITE PRODUCTS, INC. 
250 S. 8th Street, Delavan, Wis. 


Please send information about the complete line of Sta-Rite Pumps 
and Water Systems. 


















Here’s why MORE people buy 


Canadian TV 





more than a year, abetted by the fact 
that Canadian courts have ruled that 
manufacturers cannot hold merchan- 
dise from dealers selling below sug- 
gested list prices. There have been a 
number of financial failures among 
smaller dealers as a result of this cut- 
rate selling practice. Various induce- 
ments in addition to cut-rate prices 
have been used by cut-rate appliance 
houses, including minimum or no 
down payments. Sales in recent 
months in southern Ontario have ac- 
counted for just under half of all 
sales in Canada. 


No Standing Start 


When television started in Canada 
two years ago there were close to 
100,000 sets in Canada, most of them 
tuned to American stations south of 
Lakes Ontario and Erie. At the end 
of 1952, with but two stations in 
Canada, there were 225,000 sets in 
use in Canada, with about 40,000 
tuned to the Montreal station. Sales 
boomed during 1953 and at the end 
of the year there were 600,000 re- 
ceivers in use in Canada. The first 
four months of 1954 saw another 
140,000 receivers sold, according to 
figures of the Radio-Television Manu- 
facturers Association of Canada. Sales 
estimates from manufacturers for the 
remaining eight months of 1954 were 
for another 350,000 sets as new mar- 
kets for receivers opened up with 
about a dozen stations going on the 
air in virgin territory during the sum- 
mer and early fall months. 


21-inchers Sell Best 


Because television receivers are more 
expensive in Canada than comparable 
sets in the United States, roughly 
about 50 percent higher, very few 
sets bigger than 21 inch screen are 
sold in Canada. In first four months 
of this year, for example, 44,000 
table models of 17 inch or smaller 
were sold at an average unit price of 
$244. Another 10,000 17 inch sets 
in console models were sold in that 
period at an average price of $303. 
Twenty-one inch screen sets sold in 
January-April, 1954, totalled 78,000 
(34,000 as table models, 44,000 as 
consoles at $354 and $426 respec- 
tively). Total sales in the four months 
were $50,500,000. All sets are made 
in Canada, most by subsidiaries of 
American manufacturers. 


Taxes Instead of Licenses 


The higher price for Canada is 
made up of a protective tariff of 
roughly 30 percent, a sales tax of 10 
percent, and an excise tax of 15 per- 
cent. This latter tax is turned over 
in full to the Canadian Broadcasting 
Corp. to operate Canadian television 
program centers and the seven stations 
of the CBS. Last year the Cana- 
dian government, after much public 
pressure, eliminated the annual radio 
listener license fee of $2.50 and sub- 
stituted for CBC income the 15 per- 
cent excise tax on all radio receiving 
and transmitting equipment. In the 
1953-54 fiscal year this tax brought 
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the CBC $11,700,000, and the cur- 
rent fiscal year will see CBC receiv- 
ing about $15,000,000 from this tax, 
according to official government state- 
ments. 


No U.S. Service Problems 


Service on receivers has not ex- 
perienced the same difficulties as it 
did in the early years of TV in the 
United States. Dealer organizations 
in the various provinces, and especially 
the Ontario Association of Radio- 
Television & Appliance Dealers, has 
been able to keep control of the 
situation. In heavily congested TV 
communities such as Toronto, service 
calls by dealers range from about $4.50 
to $7.50 per house calls, with $10 
for bench tests of receivers, plus parts, 
and delivery charges. Aerial installa- 
tions are mainly handled by separate 
firms working with a number of deal- 
ers. In Toronto the city requires a 
license by such installation companies 
and a $2 permit for each antenna in- 
stalled. Installation plans for each 
job must be submitted before permits 
are issued and inspections are made by 
city officials. This resulted from com- 
plaints of fly-by-night installation 
firms doing work which left leakv 
roofs and other damage. In Toronto, 
where most viewers tune in to Ameri- 
can stations, aerials are usually placed 
on 30 to 40 foot steel poles on roofs. 
In Ottawa city legislation will not 
permit such aerial installations at all, 
and viewers are confined to indoor or 
very low outside aerials which only 
allow the local station to be tuned in. 
The nearest outside station is at Mont- 
real, close to 100 miles to the south- 
east. 


American Shows Preferred 


Program ratings show that gradually 
more Canadian viewers are looking at 
Canadian stations because many of 
their favorite American programs are 
now carried on Canadian stations. 
In the most congested set area, the 
Toronto-Niagara Falls area, early sum- 
mer rating reports showed that about 
60 percent of the audience was still 
tuned on U. S. stations. The increase 
in looking at Canadian stations has 
been gradual over the two years of 
Canadian television, starting at about 
ten percent. In the only other com- 
parable area, Vancouver, where Seattle 
and other U. S. stations can be seen, 
the Vancouver station at mid-year 
had close to 50 percent of the local 
audience. 

This increase in viewing of home 
stations is mainly due to program 
improvement. While most popular 
programs are those which are piped in 
from the United States by microwave 
relay from Buffalo to Toronto, then 
East and West in Canada, home 
talent programs are included among 
the ten top shows almost every month. 
This especially applies to sporting 
events and some variety shows. CBC 
television programming is designed to 
give some programs to every type of 
listener and discussion programs and 
(Continued on page 110) 
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Heavy chrome plated 
brass fixtures! 


Stainless steel 
coved backsplash! 







Full-size bs, 
double bowls! : oh 
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completely 
finished with 
aor Republic's Enduro wi 
end-caps! Stainless Stainless steel 


Steel! door pulls! 
Famous 
Perma-Finish\| 
enamel for a 
long, bright 
future! 










Double doors 
insulated with 
Republic's 
exclusive R-54! 


5 
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a And look at 


. <> this low, low suggested | 
retail price! 
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Loads of 
storage space! 
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. Cj 4 /7 


am 7 \ 


} in the trade, and no wonder! .. . It’s got everything! 


Republic’s newest star in its line 


is soaring to astronomical heights 


| De luxe features that sell on sight! Double-bowl convenience! 
Stainless steel beauty! Combines easily with stock Formica tops to 






make a “custom” job!... A demand item in any locality!... There’s 


» nothing like it in competition! Easy to sell this stainless steel 36” beauty against 


2DUBLUE 


REPUBLIC STEEL KITCHENS e BERGER MANUFACTURING DIVISION e CANTON 5, OHIO 


similarly priced models in ordinary porcelain. 








Order now to be sure of quick delivery! Get ready to take off like 








a comet for the biggest sink sales opportunity of the year. 


See your distributor or write direct for complete information. 
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IN CHICAGO. ITS 


You get greater sales action 
place your advertising 
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REACHES MORE PROSPECTS! The families who read the Tribune MORE ACTIVE PROSPECTS! Chicagoland families do most of their 

—hundreds of thousands more than read any other Chicago news- home merchandise buying from the Tribune because they know 

paper—buy the bulk of the appliance store merchandise sold in that the Tribune brings them a far greater selection of offers than 
Chicago and suburbs. any other medium. 
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motion story you can place before a Chicago dealer, a schedule in your Tribune advertising in their stores because they know its 
the Tribune assures your salesmen of a ready hearing among the direct effect on their store traffic and sales. 
busy retailers they contact. 


YOU OWN THE STRONGEST CONSUMER FRANCHISE IN CHICAGO... 


FAGE 108 SEPTEMBER, 1954—ELECTRICAL MERCHANDISING 


& HELPS YOUR SALESMEN SELL! As the most effective brand pro- 4) GETS MORE DEALER SUPPORT! Dealers are eager to merchandise 

































THE TRIBUNE 4101! 


four ways when you 
in the Chicago Tribune 





' f OU SELL more when your advertising gets action from both consumers 
and dealers. And on the record, the medium that gets the most action 


on both sides of Chicago’s appliance store counters is the Chicago Tribune. 







How advertisers of appliance store products make capital of this fact is 
Percentage of expenditures 


of general advertisers of 
housing equipment & supplies 
and radio & television sets 


shown by the chart. They place more than four times as much of their promo- 


tion funds in the Tribune as they place in the second Chicago newspaper. 
in each Chicago newspaper. 


Their advertising investment in the Tribune is nearly twice as large as voor THe 


their expenditure in all other Chicago newspapers combined. 

The selling power that built this record can get extra dividends out of 
every advertising dollar you spend in the midwest. And you use it most 
effectively when you base your promotion on a Tribune consumer-franchise 
plan. 

This plan provides a detailed analysis of your sales problems and oppor- 
tunities in the Chicago market. It gives you a background of experience 
which will help you increase your sales and strengthen your market position. 

Ask a Tribune representative to show you case histories of the consumer- 


franchise plan in action. Why not arrange it now? 


Chicano Cribune 


THE WORLD'S GREATEST. NEWSPAPER 
Chicago Chicago Chicago Chicago 


Chicago New York City Detroit , San Francisco Los Angeles 


ADVERTISING SALES A. W. Dreier E. P. Struhsacker W. E. Bates Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin Tribune Paper B Paper C Paper D 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 155 Montgomery St. 1127 Wilshire Bivd, 
REPRESENTA TIVES MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 65.7% 14.0% 12.9% 7.4% 











WHEN YOU BUILD IT WITH ADVERTISING IN THE CHICAGO TRIBUNE! 
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MORE Dealers Sell MORE Electresteem Radiators 
Than Any Other Steam Space Heater on the Market! 


CAFE STEAM HEAT 
FROM ANY WALL PLUG | 
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Highest Efficiency 


Most Economical 














Perfect Portability 
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8-Section Model 339%. 


10-SECTION MODEL $445 


Stock, Display and Sell BOTH Models 
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DeLuxe Thermostat ordering and bili, | 
; a , ‘ Inv P . 9" hin 


a) 


—$Q% 


PRICED TO SELL 
ONLY 


ELECTRIC STEAM RADIATOR CORP. 
on eee eat a é' 1 ELECTRIC AVE., PARIS, KENTUCKY 
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of Electric Steam Radiators, Thermostats, Vaporizers. Baby Bottle Warmers and Ster zers 





Canadian TV 
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serious dramas are more numerous 
than on most U. S. stations. There 
has been a gradual tendency within 
the CBC programming department 
to lighten the fare to catch a larger 
number of viewers, although some of 
the more serious cultural programs 
have found international sponsors. 

Although the Canadian government 
relaxed its policies insofar as allowing 
privately-owned stations to go on the 
air, it has insisted that these stations 
carry a percentage of national pro- 
grams, as well as live local programs. 
At present independent stations must 
carry a minimum of 104 hours weekly 
of CBC programs, which may include 
sustaining as well as commercial pro- 
grams. For the latter the stations are 
paid, for the sustaining programs they 
are not paid. Among the commercial 
shows in the weekly minimum are 
also such programs as may be piped 
in from the United States. 


Microwave in the Bush 


Microwave networks now operate 
in Canada from Buffalo via Toronto 
to Hamilton, Kitchener, London and 
Windsor (opposite Detroit) in a west- 
erly direction, and easterly from To- 
ronto via Kingston, Peterborough, 
Ottawa, Montreal to Quebec City. 
lenders are being called later this 
year for a microwave network from 
Toronto via North Bay, Sudbury, 
Sault Ste. Marie and Port Arthur to 
Winnipeg, a distance of about 1,500 
miles through largely sparsely in- 
habited bush country. Later micro- 
wave nets are planned from Winnepeg 
to Vancouver, from Quebec to Hali- 
fax. First live telecasts from Van- 
couver to eastern Canada took place 
during early August when the British 
Empire Games at Vancouver were 
televised and piped via Seattle, Los 
Angeles, and New York on a closed 
microwave circuit to Toronto. 

Two years after the first Canadian 
television stations went on the air at 
Toronto and Montreal, the number 
of stations has grown to over 25. 
CBC operates stations at ‘Toronto, 
Ottawa, Winnipeg, Vancouver and 
both English and French-language 
stations at Montreal. Independent 
stations are in operation at Sud- 
bury (first independent on the ait 
in October 1953), London, Kitchener, 
Hamilton, St. John, and Quebec, and 
due on the air late this summer and 
early fall at Sydney, Rimouski, 
Sherbrooke, Kingston, Peterborough, 
Windsor, Port Arthur, Moncton, 
Brandon, Saulte Ste. Marie, Regina, 
Saskatoon, Calgary and Edmonton. 

Canadian television, though late in 
starting, is now well on its way to 
supplying the 15,000,000 people of 
Canada with programs from six to 
sixteen hours daily. The government’s 
present policy of only one station in 
one market is expected to be relaxed 
within the year, as public and politi- 
cal pressure increases for alternative 
programming in most Canadian cities. 
This will boost TV set sales some 
more. End 
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KING SIZE 





longest margins 


ever! 


Only the New Ray-O-Vac KING 
SIZE 4-LP gives both distribu- 
tors and dealers the largest mar- 
gins in the history of the flash- 
light battery business... 41% 
to the dealer! Retail list $.25. 
Yes, the new Ray-O-Vac KING 
SIZE lights the way to faster 
sales, greater profits. Stock and 
display this new KING SIZE bat- 
tery ... you'll like the KING SIZE 
profits it produces for you. 


KING SIZE 





King Size Power 


PROFIT... King Size Life! 





gets the biggest 
promotion ever! 


The advertising campaign 
behind Ray-O-Vac’s new 4-LP 
flashlight battery wears the 
crown for powerful and com- 
plete coverage of your cus- 
tomers. On the right is just one 
of the “royal family” of Ray- 
O-Vac full-color ads scheduled 
for general and farm magazines 
during 1954—the biggest four- 
color magazine campaign in the 
industry. 

This extensive sales-making 
campaign will put the Ray-O- 
Vac 4-LP before the eyes... 
and into the flashlights... of 
your customers in both the city 
and on the farm. 


WY 


NOW... 
you can buy the 


KING SIZE & 


BAT TERY 
















new 
KING SIZE 





No.4LF 


\ Feel the Steel... 





/ Steel’s the Difference! 


© 1954 BY RAY-0-VAC COMPANY, MADISON, Wis. 


RAY-O-VAC CANADA, LTO., WINNIPEG, MAN. 





(WITH POLYETHELENE) 


King Size in every way .. . that’s the 
new Ray-O-Vac 4-LP flashlight bat- 
tery —the culmination of our experi- 
ence in building more than 2 billion 
LEAK PROOF brand flashlight bat- 
teries. A special polyethelene type 
protection, it has extra long life and 
dependability. Here’s the battery 
you can count on to give “‘light when 
you need it.’’ Of course it has 
Ray-O-Vac LEAK PROOF brand 
construction and is fully guaranteed 
against corroding your flashlight. 
Don’t be satisfied with anything less! 






















AND NOW GET 
NEW PROFITS 


from the 


BIGGEST 


NEW IDEA 
in Flashlights! 









You and this new Ray-O-Vac HANDYMAN 
are bound to be profit-partners from 
the very beginning! Smooth, stream- 
lined ... Push-Pull Ring Switch... 
the handiest, dandiest flashlight switch 
ever designed . . . PUSH it’s on, PULL 
it’s off. Aptly named, the HANDYMAN 

is exactly that for the man around the 
house. The HANDYMAN is a completely 
new flashlight. Be sure to get your share 
of the new profits it offers. 


The HANDYMAN is carded in powerful displays 
like this—with one, two, or four flashlights. 
Put one up at the cash register, another 

at your regular flashlight display space, and 

a third one in your window. a 


RAY-O-VAC COMPANY, MADISON 10, WISCONSIN 
er - RAY-O-VAC CANADA, LTD., WINNIPEG, MANITOBA 




















New 1955 Arvin 
Rocket 21 


PRODUCTION 
QUADRUPLED 


Distributors greet new line with floods 
of orders! Say it’s the greatest achieve- 
ment in Arvin’s history! Climb on the 
Arvin band wagon and watch your TV 
sales REALLY ROCKET! 






Model 21-555TM, 
Table, $6.95 extra 





The front is ALL PICTURE—full 
21” screen! 


e Side-mounted controls! 

e Handsome mahogany-finish 
metal cabinet! 

© Compact: 21%” x 20%” x 17%” 

e Performance equal to sets 
costing $50 more 

e All-channel tuning, one-knob 
control for all VHF-UHF stations, 
optional for only $20 extra! 












® Horizontal chassis—Heat 
can’t “pile up” 


Today’s greatest 21” console value: Model 21-554KM, 
mahogany grain Arvinite console, $179.95 


Also Arvin Super Custom Models —$219.95 to $329.95 


All prices are suggested retail for Zone 1, 
including federal tax and warranty. 


Distributor franchises available in several areas 


WIRE OR WRITE: Paul W. Tanner, Sales Mgr., Radio & Television Division, Arvin INDUSTRIES, INC., Columbus, Indiana 

















Other Rocket 21 table models: No. 21-555TG, 

Willow Green metal cabinet $159.95; No. 21- 

557TM, mahogany grain Arvinite, $169.95. 
(Wrought iron table, $6.95.) 
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OUT-SELLS 
ALL OTHER 
WASHER 
FEATURES 





JOIN UP! ITS MORE PROFITABLE 10 











Are you struggling to sell 
against these Whirlpool odds? 


Straight from women who have bought automatic 
washers comes the most exciting story* ever told 
about Suds-Miser. It reveals Suds-Miser as MOST 
WANTED (and the reason for buying) by a mat- 


gin of 7 to 3 over any other washer feature! 


These terrific selling odds in favor of Whirlpool 


portunity in automatic washing. Asa result, Whirl- 
pool dealers everywhere are setting new sales 
records and “cashing in” by giving women the 
washday economy they want. 


Are you struggling to sell against these Whirl- 
pool odds? If so, better contact the Whirlpool 


dealers prove that women want to wash the eco- distributor in your territory, today! 


nomical way... just as they have always done by 


*Facts from a strictly independent, nation-wide survey 
by reputable marketing organization...name upon 
request. This survey was not sponsored or paid for by 
any laundry appliance manufacturer. 


re-using hot sudsy water for several loads of 
clothes. And, only Whirlpool offers them this op- 





wm Uhinlpoot 


SUDS-MISER SAVES OVER HALF 
THE COST 
OF SOAP AND HOT WATER AUTOMATICALLY 


Fully automatic, Suds-Miser 
pumps hot sudsy water from 
washer into laundry tub for stor- 
age after first load is washed. 


During storage time, suspended 
soil in wash water settles to the 
bottom of the laundry tub. Thus 
no soil is left suspended in water. 


For next load, only the clean sudsy 
water is pumped back into the 
washer automatically. This can be 
repeated again and again. 


National Ads this Fall. feature Suds-Miser 
Most Wanted by Most Women 


WHIRLPOOL CORPORATION, St. Joseph, Michigan 


Clyde, Ohio ¢ LaPorte, Indiana 
IN CANADA: John Inglis Co., Limited, Toronto, Ontario 


WORLD’S LARGEST EXCLUSIVE MANUFACTURER OF WASHERS, DRYERS, IRONERS 


SELL WHIRLPOOL THAN SELL AGAINST | 
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Perfect 
tie-in 
for 
PLUS 
PROFIT! 











WEST Bend 


Portable MIXEL 


mixes» whips + beats - blends 


Now you can have it — the kind of 
portable mixer you’ve been wanting to sell 
...the kind your customers have 
been waiting to buy. New West Bend 
portable mixer is a glowing beauty in citron yellow and pastel gray 


colors. Perfectly balanced — it weighs only 3 pounds for easy 
one hand mixing wherever there’s an electric outlet. Three speeds 
pack mixing power to handle any recipe. Stands upright on special 


heel rest. Exclusive rubber base guard full length of 
mixing body eliminates scratching and chipping 


when resting on edge of mixing bowl. 


Chrome-plated beaters are triple plated. Stores on 


convenient wall hanger included with mixer. 


Retail 


The perfect accessories — sell a set of 
mixing bowls with every mixer for plus 
profit. Made of stainless steel for a life- 
time of service! A size for every need. 
Wide, easy-to-grasp rims. Retail, $6.75. 


Order now from your West Bend distributor. 


ivipseiaias ONRE 


STAINLESS STEEL MIXING BOWL SET 








STORES ON WALL HANGER 


WEST BEND ALUMINUM™M CO. 
Dept. 189, WEST BEND, WISCONSIN 
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add another to the growing list of WEST BEND appliances | Mass Market for Tape Recordings 


Bevvy 


3 SPEED PORTABLE MIXER IN HOUSE AND GARDEN COLORS 





recorder owner will very definitely 
have considerably more choice in re- 
corded tapes than he does now, al- 
though even today several firms sell 
music on tape to the consumer. 
sumer. 

These include: 

(1) A-V Tape Libraries, 730-5th 
Ave., New York 19, N. Y., which has 
been a pioneer in the music on tape 
field and which has to date the largest 
selection of recorded tapes for con- 
sumer sale; 
(2) Tape Recording Industries, 
35 E. Lansing Ave., Lansing, Mich., 
i 


ome time; 

(3) Concertapes, 224 South Michi- 
gan Ave., Chicago 4, Ill., with both 
binaural and monaural tapes; 

(4) Tempo ‘Tapes, 8540 Sunset 
Blvd., Hollywood 46, California, an- 
other pioneer in the field; 

(5) Hack Swain Productions, Sara- 
sota, Florida, specializing in organ 
music; 

(6) Webster-Chicago, 5610 Bloom- 
ingdale Ave., Chicago 39, IIl., with its 
first in a series of releases; 

(7) Audiosphere, Livingston, New 
Jersey, with both binaural and mon- 
aural recordings; and 

(8) “Celestial” label; Morrison 
Studios, 2128 Westlake Ave., Seattle, 
Wash. 

In addition to these firms already in 
the music on tape field, a number of 
additional companies have announced 
plans for recorded tapes in the near 
future. 

(1) RCA-Victor has announced 
that it will market a series of 15 selec- 
tions recorded on tape; 

(2) Columbia Records was reported 
in the trade press late last year to be 
considering a “limited catalog” of re- 
corded tapes soon; 

(3) Pentron Corporation was also 
reported in the trade press as “defi- 
nitely going ahead with its plans to 
market a pre-recorded tape”, expected 
“to be available to the public some- 
time in 1954”; 

(4) Similarly reported late last year, 
Westminster Recording Co., Inc. an- 
nounced that “at least 50 selections 
would be available on tape in the near 
future; and, 

(5) Folkways Records is scheduled 
to offer a number of its selections on 
recorded tape this fall. 

I also want to mention Walt Dis- 
ney’s Living Desert suite issued on 
tape by Minnesota Mining and Manu- 
facturing Company. This tape, I might 
add, is intended primarily to demon- 
strate throughout the tape recording 
field just how good mass produced 
music on tape can be, and to expose 
as many tape recorder owners as possi- 
ble to recorded tape through our 
regular distribution channels where 
“Scotch” brand magnetic tape is sold. 


No Competition with Discs 


Q. You emphasize that recorded 
tapes are not expected to be in com- 
petition with the disc trade. It seems 
to me that much of the talk in the 
past has been to the contrary. On 
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what do you base your statement? 

Mr. J. Recorded tapes are not ex- 
pected to displace disc recordings in 
the home music field in the foreseeable 
future for several reasons. Here are 
some of them: 

(1) First of all, as I pointed out be- 
fore, tape cannot now compete with 
discs on the basis of price; 

(2) it is still easier to place a disc 
recording on a phonograph than it is 
to thread a reel of tape on a recorder- 
although, I might add, children in the 
primary grades of our schools all over 
the country are doing it; 

(3) tape is primarily a long-playing 
medium and to date, certainly cannot 
compete with disc recordings when it 
comes to selecting a number of widely 
divergent selections to be played one 
after another. Discs suit themselves to 
this sort of thing, while tape does not. 
To be noted here is the trend to long- 
playing albums of “pops” where tape 
would be a natural; and finally, 

(4) tape players, similarly, can’t 
compete pricewise with $16.95 rec- 
ord players. They simply are not in 
the same category. 

These are the negative reasons, but 
they most certainly have come to be 
recognized by the leaders in the music 
industry. 

Q. Where then, does tape fit into 
the picture? What has created the 
demand for recorded tapes which you 
say has arisen? 

Mr. J. Again there are several rea- 
sons, the most basic of which is simplv 
the fact that more than a million 
people in this country alone have tape 
recorders and want to buy music on 
tape as a means of further utilization 
and enjoyment of their machines. 
Probably every person ever to own a 
tape recorder has asked for recorded 
tapes. It has been the subject of every 
magazine in the trade on numerous 
occasions; various writers have out- 
lined the pros and cons of the matter 
in their columns time and time again; 
each new release on tape has prompted 
rather widespread attention in the 
trade press; and now—finally—the mar- 
ket or, if you like, the demand, is here, 
now. 

However it has been only very re- 
cently that both outstanding machines 
at low cost and outstanding music has 
been available in the tape field. 

That is, however, by no means the 
only reason. The big talking point 
for music on tape lies in two words— 
permanent quality! Tape makes possi- 
ble recorded sound as has never been 
heard before. What’s more, music on 
tape sounds just as good after the 
tenth, the hundredth, or the thou- 
sandth playback as after the first. The 
original high quality of reproduction— 
the fidelity of the original recording 
is still there. 

Since 1948, magnetic tape has com- 
pletely taken over in the field of 
original recording because of its su- 
periority to any other means in every 
respect. It is a generally accepted fact 

that, as a recording medium, magnetic 
tape is in a class by itself. 
(Continued on page 120) 
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reaching 


This Fall, REGINA reaches the biggest 


audience 


in its history with a tremendous volume of adver- 
tising that will appear OVER and OVER again... 


WEEK after WEEK... 


Starting with 
September 13 


out September 10 


and running time ... after time .. . after time 
until late December—with 27 more ads in these 


14 other leading magazines — 


AMERICAN HOME 

BETTER HOMES & GARDENS 
WOMAN ’S HOME COMPANION 
McCALL’S 

HOUSE BEAUTIFUL 

LIVING FOR YOUNG HOMEMAKERS 


pL S$ Featured “SHOW HOUSE” 


an a 


FAMILY CIRCLE 
WOMAN’S DAY 
HOUSE & GARDEN 
SMALL HOMES GUIDE 
SUNSET 

HOUSEHOLD 
PARENTS’ 


billing in 


THE SATURDAY EVENING POST 


eeeecgeere 











NA Ads... 













These are the products 
reading about, and 


} your customers will be seeing, 
coming to your store to buy! 


REGINA 
Tu Buse 


POLISHER AND 
SCRUBBER 


Model S 


LIVING FOR YOUNG HOMEMAKERS 


Lightest, fastest, easiest-to-use 
vacuum cleaner ever invented — 


More in use than all other makes 
combined. Optional equipment: 


E® 40,000,000 rcv” 


MAKING MORE THAN 238,250,000 READER IMPRESSIONS! 


FREE RETAIL PROMOTIONAL HELPS 


Newspaper Advertising Mat Services * Envelope 
Stuffers * Displays * Radio & TV Commercials 


Entertaining fee the Giant Killer” 


Giveaway Booklets 


“The Story of a Modern Cinderella” 


No other appliances lend themselves to easier, quicker, more 
convincing sales demonstrations than REGINA products! 
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Reconditioning Kit and special at 
tachments for professional rug 
cleaning at home. 
FINE PRODUCTS FOR THE HOME SINCE 


with new swivel-action nozzle! 
“There's danger in dust and dirtl’’ 


1892 









THE REGINA CORP., Rahway 11, N. J. 
1 am interested in the: 


C) Model S Polisher & Scrubber (C0 Electrikbroom 























! 
! 
I 
! 
! 
‘ 1 
. Please send: 1 
° 1 
- TO CASH IN (1 Name and address of distributor for my territory. \ 
* 
; ON THIS BIG, [1] REGINA dealer helps. ; 
i 
: More Mom" so STORE NAME 
. ! 
> NATIONAL seas 
: ADVERTISING ae ee 
. 
‘ SIGNED. 1 
” OGRAM 
; PR In Canada: Switson Industries, Ltd., Welland, Ontario . 












IT CASSEROLES 






Presto means Big Business 


—\QH,. 


St, wn) 
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FOR ALL-PURPOSE 
COOKING 


The Most Exciting New Appliance in Years! 


It’s exciting because the Presto Skillet has 
already smashed selling records in every store 
that stocked it! It stood New York on its head. 
A sell out! And the same sensational sales 
story holds true all across the country. 
Nothing on the market compares with the 
Presto Skillet! Featured in hundreds of maga- 
zines, newspapers, television stories! Editors 
rave about it! And women keep buying it big! 


Check These Exclusive Features: 


e Attractive enough to cook and serve on the spot 

@ Deep enough (2'4”) for versatile cooking <= 

@ Wide enough (10”) for 6 to 8 servings 

@ Striking Silversmith finish 

@ Automatic Controlled Heat es 

@ No messy dunking in water to clean. Exclusive 
Stickproof Interior wipes clean in seconds. 


PRICED TO SKYROCKET IN SALES! $9795 


Fair Trade List Price. Fed. Tax Incl. Complete with cover 





Styled by Mel Boldt. Awarded Trail Blazer Home Fashion League Award for 1954 


Best Styled, Best Promoted Line... 
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Nationally Advertised to Help You Sell! 
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for you! 










AMERICA’S MOST BEAUTIFUL 
COFFEE MAKER! 


Presto 


AUTOMATIC 


Coffee Maker 


Beauty sells coffee makers and 

Presto gives ‘you the prize win- 

ning beauty to sell! Sleek, smart 

styling and brilliant Silversmith 

finish. 

@ Completely automatic 

@ Exclusive Thermatrol makes 
coffee twice as fast 

@ Exclusive Lok-Tite cover. Coffee 
basket lifts out in one unit with 
cool-handled cover 


THE ONLY TAP WATER VAPOR STEAM 
IRON WITH SCORCH PREVENTER! 


Presto 


Vapor Steam 
and Dry Iron 


You can’t miss when you sell a 
feature like Presto’s Exclusive 
“Scorch Preventer.’’ No other 
iron has it and women want it! 
Fast sales are Presto sales in to- 
day’s market! 

®@ Controlled Vapor Steam 

@ Uses plain tap water 

® Smooth, rounded sole plate 

@ Easiest to fill and empty 


FREE! PAD AND COVER 
DEAL ENDS SEPT. 30 
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"Prove it!” you say...“Easy!” we answer 


You sell appliances on appearance, price, performance and advertising. Presto 
jumps you far ahead on all four points. Take appearance. The proof of Presto’s 
eye-appeal leadership is obvious as the illustrations below. Sleek advance styl- 
ing! The most beautiful line in America! Sell-on-sight sock! Take price. It’s 
right for more profit and easier selling. Add ultra-modern performance and slam- 
bang advertising and you have dollars in your pocket. Put yourself in big 
business with Presto today! 

































BEAUTIFUL ...AND WHAT A COOK! 


NEW 


Presto 


AUTOMATIC ELECTRIC 


Cooker/Fryer 


The advertising theme tells the 

tale. You sell both cooker and 

deep-fryer customers. Easier be- 

cause you’re selling real beauty, 

too! 

e Cooks, Deep-Fries, Roasts, 
Steams, Braises, Bakes 

© Big 6 quart capacity 

© Gleaming Silversmith finish 

© Automatic Controlled heat 

© Time Temperature Panel, Handy 
Heat Selector, Signal Light 


Complete with cover and aluminum fry-basket 


Fair Trade List Price. 
Fed. Tax Incl. 








GREATEST PRESSURE COOKING 
ADVANCE IN 15 YEARS! 


SCORCH PREVENTER 
Signals when Presto 
reaches exact ironing 
heat for every fabric 


Fabulous, sales-making news! 
—‘‘Look how easy it is to 
pressure cook now!”’ And 

it’s amazingly true! 
Newautomatic features. New styl- 
ing. New promotion from Presto 
—world leader in pressure cooker 
sales! 

@ New Automatic Air Venting 

@ New Cooking Guide on handle 
@ New Pressure-Tru Indicator 


FROM 


$1495 


Fair Trade List Price 
Fed. Tax-incl 


ONLY 


$1795 


Fair Trade List Price. 
Fed. Tax Incl 


OVER 21 MILLION SATISFIED PRESTO USERS 


Presto 


NATIONAL PRESTO INDUSTRIES, INC., EAU CLAIRE, WISCONSIN 
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ARMCO STEEL CORPORATION ‘s 
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"Playing Sick, Are You?” 


School days are back and he's trying to avoid the hardships 
of education. Not so with today's successful salesmen. They 
ring up more sales because they have learned how to explain 


all the good points of the appliances they are selling. 
For example, not everyone knows the unusual advantages of 
the Porcelain Enamel finish on the products you sell, so have 


your story ready, Here are four of the most commonly-asked 


questions and the correct answers: nee acer se 


~-- 


Is Porcelain Enamel a baked-on finish? a 
No. It is made of rock-like minerals and is permanently bonded 
to the base metal at high temperatures (1550 degrees F). At 
this point the molten Porcelain Enamel actually fuses to the 
red-hot special enameling iron. 

ls Porcelain Enamel damaged by heat? 

Since it won't melt under 1000 degrees F, Porcelain Enamel 
will withstand any temperature it is likely to encounter in home 
service. It will not burn; such things as forgotten cigarettes can't 
harm its hard glossy surface. 

Are special precautions required for cleaning? 

No. Porcelain Enamel is not rubbed away by ordinary kitchen 
cleansers used to remove grease or stains. It is one of the easiest 
of all surfaces to keep clean. There are no tiny pores to collect 
dirt or moisture. 

Will it stain or discolor? 

Most Porcelain Enamel today is acid resisting, and is not affected 
by fruit juices, alcohol, or common chemicals that often stain 
or attack other types of finishes. 

Remember these selling points for Porcelain Enamel on Armco 
Enameling Iron. Your customers will have greater confidence 
when they know that parts of the new appliances or housewares 
they buy are made of this ‘‘World's Standard Enameling Iron"’ 
—nationally advertised for 40 years. 


Co 


2 


K 


4634 CURTIS STREET, MIDDLETOWN, OHIO 


ARMCO DRAINAGE & METAL PRODUCTS, INC 
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+ THE ARMCO INTERNATIONAL CORPORATION 





Mass Market for Tape Recordings 





eC ONTINUED FROM PAGE 116 


As a playback medium, too, mag- 
netic tape and the quality of sound it 
makes possible remains supreme. All 
the highs that the ear can hear are 
there—without distortion. Music on 
tape is clean, brisk, alive. It is in- 
herently free of surface noise, and 
hence can be played to its fullest ad- 
vantage, bringing out the real high 
fidelity of the recording. 

Once a music lover has heard good 
music on tape, chances are he never 
again will be completely satisfied with 
the quality of the best music on any 
other type of recording. 


QO. Aside from tape’s permanent 
quality, how does it stack up for the 
mass music market? 

Mr. J. Tape won’t wear out. Break- 
age is no problem. Long play is a fea- 
ture of tape that has not yet been 
exploited in the home field. Dust and 
dirt are of no concern. Binaural, or 
stereophonic sound, is practical on 
tape. And again let me emphasize 
that music on tape opens up an entire 
new market to the firms with large 
libraries of top music—all on tape, 
incidentally—in the thousands upon 
thousands of tape recorders already 
in use and being sold every year. 


How Much Hi Fi? 


Q. How about the quality of the 
tape recorders on the market? Isn’t it 
true that—while music on tape is ex- 
cellent when played on some of the 
more expensive tape recorders—it is 
not nearly as good when played on the 
lower priced machines? 

Mr. J. No one expects a hundred 
dollar recorder to match a thousand 
dollar machine—or even a two or three 
hundred dollar unit. However—taking 
advantage of magnetic tape’s inherent 
high fidelity and low noise character- 
istics—tape recorder manufacturers 
have been able to design recorders 
that sell at very low prices, yet offer 
very good quality of sound. Advances 
in the field of electronics have been 
made at a fabulous rate, and each year 
sees several new developments that 
have contributed immensely to sub- 
stantially improved tape recorder per- 
formance. 

In addition, improvements in mag- 
netic tape have very definitely stepped 
up recorder performance. What's 
more, the manufacturers of tape re- 
corders and tape players can, in the 
future, take full advantage of this in- 
creased output and signal-to-noise ratio 
and build tape recorders to utilize it 
fully. As a result, further significant 
improvement can be expected in the 
lower priced recorders. 

Whereas a tape speed of 15 inches 
per second was once considered neces- 
sary for true high fidelity sound— 
capable of reproducing everything the 
human ear could hear—a tape speed 
of 74 inches per second can today do 
the same thing. Naturally, not every 
tape recorder today which operates at 
74 inches per second can record and 
reproduce frequencies up to 15,000 
cycles per second without distortion, 
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but many can, and many more ap- 
proach it. 

As far as high frequency response 
is concerned, the rule of thumb used 
to be “1,000 cycles per second per 
inch of tape speed” while today “2,000 
cycles per inch of tape speed”’ is fast 
becoming the rule. 


More Players for Less 


Q. You stated that tape “record- 
playback” units are not in competi- 
tion with disc players selling for 
$16.95. What about the cost of tape 
units? 

Mr. J. Tape “record-playback” units 
today sell for from rd $100 up to 
about a thousand, depending on 
quality. Many machines sell for less 
than $250, while another group is in 
the $300 to $600 bracket. As in any 
other field, the purchaser gets just 
exactly what he pays for as far as 
quality is concerned, and it should be 
remembered that those last degrees of 
top quality are the ones which come 
high. 

On the other hand, it appears that 
the first “playback-only” tape units to 
come on the market will sell for less 
than $100. As I have said, tape players 
designed to be attached to a radio or 
TV set, or a home music system, can 
be retailed for from $50 to $100 at 
today’s prices. I might predict that 
the current boom in the music on 
tape field will produce a whole new 
line of such tape players for those who 
are willing to do without the recording 
feature of today’s conventional tape 
units. 

A major reason that the appearance 
of a large number of such units has 
been held up has been the lack of 
music on tape. I would say that the 
waiting period has come to an end. 


Needed: Standardization 


QO. What about standardization 
among recorder manufacturers—such 
things as equalization curves? Is this 
still a problem? 

Mr. J. Equalization is a problem 
that has plagued the entire recording 
industry for years—including the tape 
field. In many cases it is not serious, 
but standardization of recording and 
playback curves poses the biggest prob- 
lem to music on tape today. In our 
work with a great number of tape re- 
corder manufacturers, we have done 
everything possible to help bring that 
standardization about. The magnetic 
tape industry is still young and stand- 
ardization is always a problem in any 
new industry. The recently formed 
Magnetic Recording Industry Associa- 
tion can do much to promote stand- 
ardization. 


Q. What about tape speed? What's 
the standard here? 

Mr. J. The bulk of recorded tapes 
being sold today are for playback at 
74 inches per second and that speed 
undoubtedly will continue to lead for 
some time in the home music field. 

(Continued on page 124) 
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YOU'VE GOT LOTS OF COMPETITION 
FOR “WRINGER WASHER” SALES 


NO COMPETI 
PIGS 7 


You're not in competition with a dozen other washers, 


PHILCO CORPORATION - Fairfield, lowa 








or with discount houses, when you feature Dexter 
Twin-A-Matic — the only exclusive washer on the market. 
Your customer gets two washers in one—that washes 
twice as much twice as fast. It outperforms any 

other home washer. YOU get easily demonstrated 
exclusive features that make faster, easier, more 
profitable sales. America’s fastest washer will be your 


fastest seller. Your Dexter Distributor can prove it! 
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the sting out of 
a pesky problem : 





MALL APPLIANCE SERVICE may not be your 
biggest problem, but it can be a pesky 
nuisance. 


Some time ago we began asking ourselves 
if we couldn’t do something to help take the 
sting out of this nuisance. We thought we 
could come up with a workable plan—and we 
did. 

Now we don’t claim this plan is perfect— 
but we do think it’s a sound, practical way of 
handling small appliance repairs, and it elim- 
inates much of the old irritation. 


Here’s how the plan works. 


G.E.’s new “Rapid Service 
Plan” saves time! 


First of all, there’s the time element. Many 
dealers feel repairs take too long. Well, there’s 
no longer any reason that the time problem 
should upset you. 


General Electric now has more than 100 
authorized service outlets throughout the U.S. 
Your store is no more than 48 mail hours from 


For full information on G.E.’s new “Rapid 
Service Plan” (including complete list of 
service outlets), send in this coupon today. 


If you have your own small appliance 
repair department, you are to be con- 
gratulated. Ordinarily you won’t need 
our ‘‘Rapid Service Plan.’’ However, if 
you should ever require extra repair 
help ...ina hurry... please use our 
facilities for as long as you need them. 
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New “Rapid Service Plan” 


one of these. But here’s the big news: Most 
appliances are repaired and on their way back 
to you within 3 days after receipt at service 
center! Rarely takes more than a week. 


No excessive charges! 


Second, there’s that problem of the charge. 


Under G.E.’s new policy, repair charges 
will be kept to a minimum. Average cost of 
repairs on a steam iron, for example, is only 
about $3.00! 


How you benefit! 





Both of the announcements above are good 
news for customers, but what do they do for 
you? 


] They build customer good will! Happy 
* customers become steady customers—re- 
turn to you for other appliances in the future. 


2 Dependable service is your best answer 

* to the cut-price, too-busy-to-bother boys. 
Handle service on small appliances quickly 
and efficiently and the average customer 
would rather deal with you! 


Write to me: 

Bob Evans 

Small Appliance Division (Dept. P.S.12) 
General Electric Company, Bridgeport 2, Conn. 





| Service Plan.”’ 


ee 








Please send me your free booklet, G.E.’s New “Rapid 


ee eee eeeenee 








makes servicing simpler, easier. 
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it's genuine... 
it fits right... 
works right in a 










It's a genuine Whirlpool replace- 

ment belt. It’s engineered and 

built to the same high standards 

of quality as the belt originally in- 

stalled in a Whirlpool. It fits right 

. . works right. No other belt... 

even though it may look the same 

. can give the same dependable, 
efficient, on-the-job performance. 

Always buy and install genuine 

Whirlpool replacement parts. You'll 

eliminate profit-eating service call- 

backs and build greater goodwill and 

customer satisfaction. See your local 

Whirlpool dealer, distributor or A.P.J.A. 

parts jobber for quality Whirlpool parts, 

quickly available! 








service division 
WHIRLPOOL CORPORATION ¢ St. Joseph, Michigan 


Clyde, Ohio e LaPorte, Indiana 
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Mass Market for Tape Recordings 





However where long-play is desired 
rather than the proportionately higher 
seed response which comes with 
higher speed, 33 inches per second 
will probably be used. 


Q. Before concluding this inter- 
view, would you go into the status of 
the actual mass production techniques 
and facilities for music on tape. Can 
it be done satisfactorily today? 

Mr. J. Although the actual mass 
production of recorded tapes was once 
a problem, it definitely is not a prob- 
lem today. Custom duplicating firms 
all over the country are turning out 
recorded tapes by the thousand for 
radio station, industrial and educa- 
tional use. Recorded tape firms, too, 
have been duplicating tapes in quan- 
tity for some time. It is not com- 
parable to the disc pressing industry 
and probably will not be. It is a com- 
pletely different operation. 


Q. Just how are recorded tapes 
turned out? 

Mr. J. There are two basic methods 
—contact printing and multiple copy- 
ing at high speed. 

The multiple copying method is 
the only one used today, although the 
contact printing method may hold 
promise for the future. Many of the 
multiple copy duplicators in use to- 
day are patterned after the first unit 
which was built by the 3M Company 
and put into commercial operation by 
Toogood Recording Company of Chi- 
cago. 

This method uses a special tape 
duplicating unit—the common-man- 
drel type—which holds a master tape 
plus 8 to 10 reels of raw magnetic 
tape. While the master tape plays, 
the raw tapes are recorded. Several 
such units can be installed side by 
side to double production many times. 
Each unit is about the size of a large 
office desk, enabling a number of units 
to be contained in a rather small area. 

Another multiple copying method 
that is also widely used employs a 
bank of several tape recorders—each 
with a reel of raw tape—into which is 
fed the recorded material from a 
master tape on a playback unit. Op- 
erating at high speed, as many as 
2400 hours of recorded material can 
be duplicated in 8 hours in a small 
operation. 


Q. Are these duplicating units avail- 
able today? 

Mr. J. Yes. Toogood Recording 
Company, Chicago, manufactures the 
common-mandrel type multiple copy 
duplicator, and Ampex, Redwood 
City, California, has a high speed, 
multiple recorder type system. In ad- 
dition both Magnecord of Chicago 
and Presto Recorder Co. of Paramus, 
N. J., manufacture recorders which are 
ganged together for multiple copying 
by several firms. 


Q. How many duplicating services, 
or firms, are in operation today? 

Mr. J. Tape duplication is so simple 
that a great many institutions using 
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magnetic tape in their training pro- 
grams or other operations have set up 
their own duplicating equipment. 
However there are also a number of 
duplicating firms doing custom work. 
These include: 

(1) Audio-Video, 730 Fifth Ave., 
New York 19, N. Y. 

(2) Toogood Recording Co., 221 
N. LaSalle St., Chicago 1, Ill. 

(3) Terry Moss Recording Co., 
1908 California St., Omaha, Nebr. 

(4) United Sound Svstems, 5840 
Second Blvd., Detroit 2, Mich. 

(5) Duplitape Company, P.O. Box 
609, Matteson, Ill. 

(6) Convention Recordings, 1049-A 
North Island Ave., Wilmington, 
Calif. 

(7) Magnetic Recorder & Repro- 
ducer, 241 N. 17th St., Philadelphia, 
Pa. 

(8) Recorded Publications Labora- 
tories, 1558-1570 Pierce Ave., Camden 
5 4. 

(9) Magnetic Sound Inc., 48034 
Grand Ave., Des Moines, Ia. 

(10) Audio Digest, 400 E. Broad- 
wav, Glendale, Calif. 

(11) Allied Records, 1041 North 
Las Palmas Ave., Hollywood, Calif. 

(12) Dr. Francis Rawdon Smith & 
Assoc., 2217 “M” St., N. W., Wash- 
ington, D. C. 

(13) J & M Recording Co., 838 N. 
Rampart St., New Orleans, La. 

(14) Tempo Records, 8540 Sunset 
Blvd., Los Angeles 46, Calif. 

(15) Gotham Recording Corp., 
West 46th St., New York 19, N. Y. 

In addition, there are at least a 
thousand small operators, radio sta- 
tions, etc., with the necessary equip- 
ment to duplicate tapes on a limited 
scale. 


QO. What kind of quantity produc- 
tion can these firms achieve? 

Mr. J. At least two of these firms 
are capable of turning out more than 
a thousand tapes each per day. This 
number can very easily be increased 
simply by adding more duplicating 
units. What’s more, these duplicating 
units are very inexpensive compared 
to disc-pressing machines and take up 
considerably less space. In terms of 
man-hours, one man can turn out as 
many or more tapes as discs in an 
equivalent period of time with equip- 
ment available today. 


Q. Just one last question. What 
happens to quality when tape is dupli- 
cated? 

Mr. J. Quality loss is very, very 
small—considerably smaller than in 
duplicating any other recording media 
today. In one case of which I know, 
a number of trained musicians were 
unable to note any difference in qual- 
ity in successive tape duplicates until 
the seventh generation had been 
reached. In recorded tapes being sold 
today, the tape the customer purchases 
is either a second, third, or fourth 
generation copy and hence is subject 
to very, very little quality loss—for 
practical purposes, no distinguishable 


loss. End 
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A “NATURAL” FOR THE 
ve fl 













Stock and sell Admiral Antenna Kits, 
pre-packed in cartons for easy, 
over-the-counter sale. Each kit contains 
everything needed . . . antenna, mast, 
mounting accessories and step-by-step 
instructions. Genuine Admiral labeled 
kits are guaranteed highest quality . . . 
salt-spray tested in Admiral laboratories 
for 500 hours, equivalent to 5 years 
normal outdoor use. Liberal dealer 
discounts enable you to sell at 
‘*‘wholesale’’ prices yet earn big profits. 


CALL YOUR 
Admiral 
DISTRIBUTOR 





UHF-VHF 
KIT NO, 4 


UHF-VHF 
KIT NO. 9 


Choice of €y KITS 


for best TV reception of Color or Black & White 


in VHF, UHF or VHF-UHF areas, 


Fringe or Local 


Admiral Antennas operate with any make 
of television receiver 


































KIT .NO. 5 KIT NO. 6 KIT NO. 7 KIT NO. 8 








All kits available with choice of 


MOUNTING 
ACCESSORIES GROUPS 

















GROUP A GROUP B GROUP C GROUP D 
Flat or sloping Chimney Flat or peak Side wall 
roof mount mount roof mount mount 





A MOUNT B MOUNT 








C MOUNT 


Admiral Corporation, ACCESSORIES DIVISION, Chicago 47, Illinois 
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The way LIFE sells appliances 
...sells appliance men on LIFE 


LIFE ADVERTISING INSPIRES DEALER ENTHUSIASM ... 


**T don’t suppose there are any manufacturers, or any 
distributors either, who do not have a most wholesome 
respect for the terrific impact of LIFE advertising. 

*“We are glad that our retail dealers feel this way too, 
because such a large share of the Crosley-Bendix 
advertising dollar is being spent in LIFE. 

**To further this feeling, our entire sales staff talks 
‘the facts of LIFE’ to our dealers at every opportunity. 

**For every time a dealer is reminded of the value of LIFE 
advertising, we find that he acquires renewed confidence 

in our products and fresh enthusiasm in demonstrating 

and selling them.” 


Harry Arter, President 
The Harry Alter Co., Inc. 
Chicago, Ill. 


Every issue of LIFE reaches 
11,880,000 households 
in the U. S.* 


*From A Study of the Household Accumulative Audience of 
LIFE (1952), by Alfred Politz Research, Inc. 














9 Rockefeller Plaza, New York 20, N. Y. 





America's No. 1 magazine 
with appliance dealers and distributors. 


America's No. 1 magazine 
for appliance advertising. 
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COBBN ANS 


A open-vision Pittsburgh Store 

Front turns your entire appli- 
ance store into one big showcase 
that puts your merchandise right 
out where the passer-by can see 
it. Such a display stimulates the 
public’s desire for the products 
shown ... brings the “looker” in- 
side to make a purchase. Even 
after closing time, the open-vision 
shop keeps on winning customers 
and influencing future purchases, 


In this eye-appealing appliance 


. 





Store Fronts 
and Interiors 
by Pittsburgh 
\ aa 


GLASS 














PAINTS - 






IN CANADA: 
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TTSBURGH 


CANADIAN PITTSBURGH 


...With a Pittsburgh 
Open-Vision Store Front! 


&. 








Kossman Appliances, Cleveland, Miss. 


store good use was made of sev- 
eral quality Pittsburgh Products. 
The open-vision front of Solex 
Heat-Absorbing Plate Glass is 
held securely in place by lustrous 
Pittco Store Front Metal. The en- 
tranceway is enhanced by a beau- 
tiful Tubelite Door. The facia is 
Gray Carrara Glass. 

The pulling power of open- 
vision store fronts has been 


proved—with increased sales—by 





merchants all over the country. 
Why not find out how some of 
these other merchants have used 
Pittsburgh Store Fronts to good 
advantage in their business . 

and also get complete informa- 
tion on Pittsburgh Products? Just 
send for a free copy of our book- 
let, “How To Give Your Store The 
Look That Sells.” There is no 
obligation. Just fill in and mail 


the convenient coupon. 


ce a ee cs ee ce ce ce ce es ee cs es a ee ee ee 4 
Pittsburgh Plate Glass Company | 
Room 4274, 632 Fort Duquesne Bivd., Pittsburgh 22, Pa. | 
. ! 
(OUT Without obligation on my part, please send me a FREE copy | 
- “”) of your modernization booklet, “How To Give Your Store | 
BLUE The Look That Sells.” 
sells ON. avn acswectdvdests sabe cdeg panes: ¢andtseuneeue 
+ aun Pao 6s ces. cacrdserscveevertenacnsseceeeeeaaeuee ° 
EP scoseddvcdvcodseoesaveusecens PUNGD <a cee cnkeeees | 
ee ce a a 4 
* CHEMICALS BRUSHES - PLASTICS - FIBER GLASS 
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GLASS 






COMPANY 


INDUSTRIES LIMITED 
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How To Sell Hi-Fi 





TONTINUED FROM PAGE 79 


are getting is really something.” 
Tired-of-TV Prospects 


Every time a prospect comes in, 
Baer makes it a point to educate him 
on hi-fi, Since TV has been the center 
of home entertainment for about fout 
years, people are beginning to look 
for something different. This type of 
person is Galperin’s second prospect 
group. Unlike the “build-it” type, this 
man isn’t sure just what he wants, only 
that he is interested in getting some- 
thing to provide entertainment. He 
is usually easy to sell because he has 
money he wants to spend for some- 
thing. But the man who is just curious 
about hi-fi is harder to sell. He may 
not like it after the first hearing. 
Usually, he likes a boomy, overflow- 
ing bass, and when he hears real high 
notes it hurts his ears. 

“The best way to sell that guy,” 
Baer points out, “is show him how to 
manipulate the controls so he can salt 
and pepper it to suit his taste. When 
he can work the controls, he’ll like it. 
About 10 days later, he’ll come back 
for the second look-see. You know for 
sure he has been thinking about it, 
and if you are ready to play the type 
of music he likes, you might get the 
sale on this trip. However, by the 
next visit he'll bring his wife, and 
when she gets the story on the cabi- 
net, they are sold. 

In practising his sales-through-influ- 
ence program, Baer sold a hi-fi outfit 
to the local music critic. Baer met the 
critic on the street one day and re- 
minded him of hi-fi. A day or two 
later the critic came in the store and 
bought. Although he doesn’t mention 
Galperin’s or his equipment in his 
newspaper column he does to visitors 
in his own home, an unmeasurable 
but effective advertising medium. 

“You might think that this critic 
would get a discount,” Baer points 
out. “But he didn’t, nor did he get a 
higher allowance on his_ trade-in. 
Frankly, the trade-in is the biggest 
problem we have in selling hi-fi units. 
Many of the 5,000 customers we sold 
a radio-phonograph to since the war 
are now prospects for hi-fi equipment, 
but they expect too much for their 
old sets.” 

Other 


ways of promoting hi-fi 


(Continued on page 132) 
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“HEAR HOW IT DISTORTS WHEN YOU 
TURN IT UP?” 
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Here’s the COLOR set that looks (and acts) the money! 





BIG COLOR PICTURE. CBS-Columbia uses the CBS-Colortron 205 
square-inch tube, which has a picture area impressively larger than 
those of ordinary 19-inch tubes. And CBS-Columbia’s exclusive ‘‘Color 
Guard” Circuit assures perfect focus, maximum picture stability, 
freedom from distortion, and colors that are true, clean and glowing. 


“360'* FULL FIDELITY SOUND.{Color for the eye is most exciting 
when matched with full tonal ‘‘color’’ for the ear. Only CBS-Columbia 
offers the crowning touch of “360” Full Fidelity Sound, with not 
one, but two extended-range speakers and its “sound that comes from 
all around.”’ This is the finest sound reproduction in all TV. 





CBS-COLUMBIA ENGINEERING. This is the view of a set a service- 
man sees. (He will see it very rarely when you sell CBS-Columbia.) 
Even a layman can recognize the look of authority about the CBS- 
Columbia Color Chassis. This is no stripped-down, minimum unit. 
It’s a powerful, 43-tube instrument with the exclusive ‘‘Color Guard”’ 
Circuit, designed for superb, full-spectrum color rendition. It reflects 
years and millions of dollars worth of research by CBS Laboratories, 
the pioneers in color television. 


HANDSOMEST CABINET—A PAUL McCOBB ORIGINAL. Because 
a color TV set represents a sizable family investment, its quality as 
furniture will influence sales. CBS-Columbia commissioned Paul 
McCobb, one of America’s leading furniture designers, to create this 
contemporary masterpiece of satin-finished walnut with accents of 
brass .. . perfectly keyed to the level of good taste and prestige of the 
family that can afford color TV today. Three models, from $950 to 
$1100, including Federal Tax and warranty. 


From any angle, you and your customers will recognize here the unmistakable look of 
leadership. If you want to ride high on the wave of interest in color, get acquainted now with 


CBS-Columbia Full Fidelity Color TV Receivers 


CBS-Columbia—A Division of the Columbia Broadcasting System 


D TRADE-MARK 
GHTLY HIGHER iN SOUTH AND WEST 
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"Tue got a 


wolting to meat YOU... 


SHOW her what you hove —ond SELL" 


5 WHO'S HER FRIEND? The ONE in THREE women 


cooking today on a stove that was out-moded years 
ago. She’s easy to find, too... just tie in with your 
Gas Company’s big, traffic-building “Old Stove 
Round-Up” this fall. That’s the big promotion that 
moved over 4% million replacement gas ranges from 
dealers’ floors last year. 


BUT WHEN YOU'VE FOUND YOUR PROSPECTS, 
YOU'VE GOT TO SHOW THEM! Show them that 
no home appliance offers so many improvements as 
today’s gas ranges. Improvements in features. In 


130 


operating efficiency, time-saving and labor-cutting 
advantages. They’re improvements that far out- 
mode old stoves. And you know what they are—so 
show your prospects! 


If you want help in showing and selling, see what 
your local Gas Company has available. And be sure 
to write for the free booklet giving 15 store-tested 
“Quickie Demos” to help you show and sell. Don’t 
forget, too, there’s a tested training film to pep up 
your sales force. Get going on all three helps... and 
you'll see that nothing in home appliances has the 
profit opportunity you’ll find in modern gas ranges. 


SEPTEMBER, 
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'M THE 

APPIEST 

WOMAN 
IN 




















SHOWING THE DIFFERENCE to prospects 
is easy when you use these 15 store-tested, 
sales-proved floor demonstrations listed in 
this “Quickie Demos” book. They make 
prospects stop, look, listen—and buy! Write 
today for your FREE copy plus information 
on tested training film for your sales people. 





RANGES 


‘No wonder I'm the happiest gal 


in town, now. You see, when you 


showed me what | was missing, you GAS APPLIANCE MANUFACTURERS ASSOCIATION, INC. 
sold me a brand new, modern auto- Gas Range Division, 60 East 42nd Street, New York 17, New York 
matic gas range ar 1 love it!" Send me your FREE ‘‘Quickie Demos" book and information on training film “How 


SHOW the difference! —_ iat 
SELL the difference! ADDRESS... 
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appliances powered with... 


mb Electric 


SPECIAL APPLICATION 






Parts designed for 
floor polishers, 
food mixers and 
other household 
appliances. 


MOTORS 





Self-oiling porous bronze 
bearings and other fea- 
tures insure dependable 
performance. 





— 


y 


Rada 
‘ eae 
“ 


@ You will find the appliance 
is easier to sell when you tell 
your customer it is powered by 
a Lamb Electric Motor, speci- 
ally designed to provide good 
performance and assure long, \ 
dependable service. 





Greater sales appeal, result- j 
ing from these advantages, 
speeds turnover — which is 
one of the many reasons 
why leading dealers the 
country over like to handle 
appliances equipped with 
Lamb Electric Motors. 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 


In Canada: Lamb Electric — Division of 
Sangamo Company Ltd. — Leaside, Ont. 


Small vacuum unit de- 
signed for hand cleaners, 
blowers and similar 
applications. 









They're Powering America’s faae Products 


\ 
ill ES I 


SPECIAL APPLICATION 
FRACTIONAL HORSEPOWER 


MOTORS 
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How To Sell Hi Fi 
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haven’t been too successful over an 
extended period. There is always a 
display on the main sales floor of the 
store (the TV, radio, and phonograph 
department is on the 2nd floor). Baer 
once held a hi-fi show by clearing out 
the front of the store and using it for 
a mass display. It was a full week pro- 
motion with display ads, window dis- 
plays, etc. But only 4 or 5 units were 
sold. Baer says he doesn’t honestly 
believe he can nail a sale to the promo- 
tion. 

Last fall a free record promotion 
was used and repeated this spring in 
connection with the music festival of 
high school bands. Baer estimates 
about 12 sales in the fall, 18 during 
the spring promotion. 


Qualify Prospects Fast 


“A problem to consider on the hi-fi 
prospect is the type of music he pre- 
ters,” Baer continues. “Usually, we 
try to find out on the first trip to 
the store. We explain that the quality 
of music they want to hear can’t be 
found on TV. To enjoy that type of 
music, a record player is the answer. 
If you find that they like classical or 
semi-classical and you play a recording 
that they like best in that class, you 
can be sure of closing the sale 
faster. 








There are a number of recordings 
that are good for demonstrating hi-h, 
and Galperin’s try to use them as 
much as they can. ‘Two examples are 
Capitol’s “A Study in High Fidelity” 
and London’s “Waltzing with Manto- 
vani’. A standard joke around Gal- 
perin’s on the latter record is based on 
the fact that if they don’t sell the ma- 
chine they always sell the record. One 
customer from about 80 miles from 
Charleston heard it, bought one, and 
sent in two friends who bought just 
the recording. Then the original cus- 
tomer came back and bought the hi-fi 
unit and three more records for gifts. 
Another good record for demonstra- 
tions is RCA’s (Bluebird label) 
“Rhapsody in Blue” with Hugo Win- 
terhalter. 

Some demo records appeal to all 
testers. Capitol’s “A Study in High 
Fidelity” has classical on one side 
and a variety of popular on the other. 
If the prospect won’t qualify himself, 
this record will. The popularity of 
the record can be seen by the large 
number that Galperin’s sells (at 
$6.95) along with a hi-fi unit. 


Over 150 Units in Nine Months 


Galperin’s really got started on hi-fi 
in October last year, and by early sum- 
(Continued on page 136 





ELECTRICAL MERCHANDISING will pay $10.00 for accept 


able photographs of dealer ideas similar to the one below. 


IDEA FILE 





AN UNUSUAL traffic stopping display in which the entire store window 
becomes a Hallicrafters television set with a five foot screen is this one set 
up by Dick Kolstad of Abbott TV Service at 3302 Chicago Avenue, Minne- 
apolis. Kolstad rigged up the display using an old projection set and building 
a cabinet type front for the window. He operates it nightly with excellent 
results. 
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Unforgettable visits to six romantic ports of call 


9 lucky G-E Blanket dealers and their wives will 
enjoy 17 glorious days of cruising through tropical 
seas, on the Furness Line’s luxury ship “Ocean 
Monarch,” famous for fine food, splendid service! 


Cruise begins in New York City on February 24, 
1955. The ship is your hotel. You have first class 
accommodations in a beautiful outside room with 
private bath, and it doesn’t cost you one penny! 


All expenses paid for two from wherever you 
live in the U. S. A.! 


You can be one of the lucky ones! HERE’S ALL YOU DO: 


Fill out and mail this coupon or ask your G-E distrib- 
utor for your “Passport Portfolio” which will contain a 
complete merchandising plan to help you win. 


Easy To Win. No Red Tape. BUT HURRY, HURRY, 
HURRY! GET YOUR “PASSPORT PORTFOLIO” AT ONCE! 
Be Sure To Mail This Coupon Today. 


Progress /s Our Most Important Product 


GENERAL GO ELECTRIC 
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WIN THE VACATION OF YOUR LIFETIME! 


17-day Caribbean-South American cruise ee FREE! 









Small Appliance Division . 
Autematic Blanket Department _ 
Bridgeport 2, Connecticut 


contain» complete merchandising plan plus all the intfor- 
mation I need to win the onan. scents ect 
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Now Available... 
World’s First Production Model! 


omen 229 Soveene | 
COLOR TV/ 


Show your customers that while others talked—Raytheon did it! Full 
19-inch screen for maximum enjoyment of color shows, every technical 
refinement for perfect reception! Tops in any line... a must for every 





SUPREME 
IN ELECTRONICS 
for more than a 
quorter century. 







\ 


Bi fF 





Entirely New Kind 





of TV! __ ae. 
= ‘139° 
RAYTHEON 


No competition touches the Raytheon 
Challenger! NEW features found only in far 
costlier sets—some in no other sets—and Stand ug 
performance unsurpassed by any! Practically 
sells itself to the small house or apartment dweller... Fuli controls on top of 


or as a second set... or as a practical portable. eabinel—ne bending, 
Check the Challenger features NOW! 


+ 
Feinble 





Fa went Fioffle! go o&cor Color! 








Lightest weight (17", 47 Ibs.; Choice of 8 spectacular colors, 
21’, 65 ibs.), most compact TV New vertical chassis (patents including leopard skin, leather, 
ever developed! Easily carried applied for) cuts inches from and wood grain patterns. Also 
room to room, cabinet size .. . eliminates snug-fitting, slip-on jackets in 10 other 
fits almost any space. , old-fashioned box-like styling. modern fabrics and textures. 
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Pictures of startling realism...sound that makes them live! 


Console Beauty and Performance... Tabletop 
Convenience and Value! Distinguished styling in deep-glowing mahogany to 
harmonize in every home. Handsome tabletop design saves space— 

superb reception gives top TV enjoyment! $ 9 5 
Model M-2165-M (Mahogany Finish)... 2.2... sc cece ccecceeeeeccees retail 

Model M-2165-B (Blonde Finish)... .....cceecesceccccccccscenecccsecesesseesees retail, $239.95 











Only Budget Console with 


These Luxury Set Features! 
Here's the 21” console TV that all your cus- 
tomers can afford! Classic styling to fit any 
home, rich mahogany finish. Exclusive fea- 
tures to give performance 


comporable to the most $ 9 
expensive TV! 
Model C-2164 (Mahogany 


Giicct0nsesenes retail, 


Sell "Em SOUND Plus the Finest in Viewing! Here's 
the only way the magnificent Aristocrat image could have been 
improved—with rich, true-fidelity sound. 10” bass reproducer and 4” 
high-frequency speaker, acoustically matched in “woofer-tweeter” 
type drive combination, give glorious concert hall $ 
% eet 95 3 Hi-Fi Type Speakers Really Gild 
Model C-2163-M (Mahogany Finish)........-+ee000 retail, This Lil 1 Absolutely the ultimate in TV 
Medel €-2968-0 (Blends Pialth).....0.ccesscccsssecsssscscccens retail, $259.95 soe pee seer lbaapdine ni gant: 
viewing pleasure! Thrilling natural sound— 
reproduced by 3 speakers in “woofer-tweeter” 
type drive combination—bring lifelike realism to the 
brilliant Raytheon image! Truly, 
the Pride of the Raytheon "$99 995 
Model C-2166-M (Mahogany 
PeRG. cccccccesocscscccces retail, 


Model C-2166-8 (Blonde Finish). ......+.++- retail, $309.95 





RAYTHEON 
STEP-UP TO 
PROFITS 


Raytheon Challenger 17” TV 
M-1750—Charcoal Black, Autumn 

Brown, Sea Mist Green, and Gold 
are $139.95 
M-1751—Mahogany or Grey 

EY 5.25.60 vdeteneebosinen $149.95 
M-1752—Black Stag or Leopard Skin 
eo Ee Or ETT Wy $159.95 


t + * Raytheon Challenger 21” TV 
Look! 7 basic models give you 97% coverage of | i212)sctsistts.arem 


PINE 5-0 60 uid oe waniow'sd $169.95 
M-2161—Mahogany or Grey 


* * * 
your market with low, low inventory investment M2162—Black Stag or Leopard Skin 
A 











PRE EIS ORE $189.95 
: , : : . Raytheon Aristocrat 21” TV 

LOADED Look "em over! Here’s a full line of quality television in just seven basic models. C-2164—Mahogany Finish........ $199.95 
. P . > M-2165-M—Mahogany Finish..... $229.95 
with features no other Cabinet finish, screen size, and price cover 97% of your customer demands. Planned M-2165-B—Blonde Finish........ $239.95 
line offers! . : : . ee ” *UM-2165-M—Mahogany Finish. .$249.95 
for logical trading up ... yet each is packed with value—.no “nailed down” models, ©UM-_2168-B—Blonde Finish... $259.95 
PRICED no “white elephants”! And, Brother, orders are roaring in... enthusiastic dealer ee ee se tees tae 

% ‘i " A - -B—Blonde Finish......... K 
for fast ae of and comments are flooding us... production is booming ...sgles are up 500% over 53. *UM-2163-M—Mahogany Finish. .$269.95 
good mark-up... ° ° . ’ » *UM-2163B—Blonde Finish...... $279.95 
multiplied profits Now is the time for you to realize that you'll be way ahead with Raytheon! C-2166-M—Mahogany Finish... ..$299.95 
for you! C-2166-B—Blonde Finish......... $309.95 
*UC-2166-M—Mahogany Finish. . .$319.95 
*UC-2166-B—Blonde Finish...... $329.95 

Raytheon 19” Color TV 

C-1910-M—Mahogany Finish ..... $995.00 
UC-1900-E—Ebony Finish....... $1095.00 
UC-1900-B—Blonde Finish...... $1095.00 


*with 82-channel (UHF-VHF) tuner 
Prices slightly higher in western states. 


- 





Raytheon Manufacturing Co., 
Television and Radio Operations 
5921 West Dickens Avenue, 
Chicago 80, Illinois 
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torpuse.. 


mark it up more... 
still sell it for less... 


THAN ANY COMPARABLE 
RANGE 


IT’S TRUE! You. get a bigger mark-up on this 





Enterprise deluxe 30°’ range, yet still you sell it 
for less, than any comparable range! 

HOW DOES IT COMPARE WITH THE “BIG 
NAMES”? Enterprise holds its own. Check these 


features against anybody's 30” wide-oven deluxe! 
Monotube top units...7 cooking speeds! 
Automatic clock- controlled oven! 
Appliance outlet, clock - controlled! 
Double-glass sweatproof oven window! 
Non-glare cooktop lighting ... chrome shade! 
Lifetime porcelain enamel... inside and out! 


WHAT DOES IT MEAN TO YOU? It means you 


control your own mark-up, give yourself plenty of 








room for trading and promoting . .. means you 
offer your customers “big name” value for a lot 
less money...means you sell guaranteed 
merchandise that -won't come back to a customer 
who will...means, in a word, PROFIT!!! Get the 
complete story...and you'll get Enterprise 


Write today for full information 


PHILLIPS & BUTTORFF MANUFACTURING COMPANY 


NASHVILLE, TENNESSEE 




















MODEL 39384 MODEL 4382 MODEL 8305 MODEL 7201 
DOUBLE OVEN SINGLE OVEN SINGLE OVEN APARTMENT SIZE 


























How To Sell Hi-Fi 





CONTINUED FROM PAGE 132——— 


mer they had sold about 150 Magna- 
vox units. Many were the high unit in 
the line (at $495), but most were 
around $200. Since many of the peo- 
ple in Charleston haven’t bought rec- 
ords for a long time, Galperin’s has 
increased sales greatly in the record 
department. 

For each hi-fi unit that is sold, a cer- 
tain number of records are given with 
it as a bonus: 


Hi-Fi Cost Number of Records 
$119 4 records 
$198 5 records 
$495 9 records 


“These records are preselected ti- 
tles,” Baer points out, “but if a per- 
son really has a good collection and 
one from the bonus group duplicates 
one he already has, we'll be glad to 
substitute. Since we started promot- 
ing hi-fi, people come in and buy $70 
in records and a diamond point stylus 
(around $25). That’s a sale with a 
good profit margin and without serv- 
ice—so it makes a nice business.” 

Men are the major prospects look- 
ing at hi-fi. Women usually come to 
make a decision on the cabinet. How- 
ever, they both come in to buy rec- 
ords. 

“The way a hi-fi unit should be 
demonstrated”, Baer says, “‘all depends 
on the type of music that a man likes. 
For instance, if he likes violins, show 
the full range of the treble. You show 
violins of a symphony to their best 
advantage as you emphasize them 
when you accentuate the high notes. 
If you know a prospect likes that in- 
strument, that type of demonstration 
will convince him faster. However, 
you may have a prospect that likes his 
music the other way. Then you would 
turn up the bass and back on treble so 
the violin appears to drift away, and 
the background instruments come to 
the fore. 

“There isn’t anything that helps sell 
a product faster than a demonstra- 
tion,” Baer concludes, “but with hi-fi, 
a good demonstration means playing 
the type of music they like. Other- 
wise, the demo would leave them cold, 
and we’d lose a sale.” End 





“NOW LET ME SHOW YOU. . STUNNING 


HAT MADAM. ... AN EXCLUSIVE FEATURE.” 
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TV Color Course 
COLOR-TV Mes 
Tube purchases 

ISHERE [ee 


YD) servicing techniques—will 
... where are YOU: side > gaia 


The TV technician who is 


profits YOU can be one of 
those technicians—if you 
start learning now! 


Home Study Course 





Nine Easy-to-Follow Lessons: 
COLOR-TYV THEORY 
1. \ntroduction to Color TV 












The RCA Home Study Course in Color TV 
has been planned and prepared by instruc- 
tors at the RCA Institutes, with the close 
cooperation of engineers and training spe- 
cialists of RCA, By studying at home, under 
the guidance of these experts, you can learn 
the facts about Color TV Theory, Receivers, 
and Servicing —quickly . . . clearly . . . thor- 
oughly! The RCA Institutes’ Color TV course 
is a practical, down-to-earth home-study 
plan that covers the facts you will need to 
install and service color sets successfully. 






2. Principles of two-phase modulation 
and colorimetry 







. Principles of Color TV receivers 










COLOR-TV RECEIVERS 






4. Tricolor Kinescopes 


5. The color television system 










. Color TV receiver circuits 


COLOR-TV SERVICING 


. Set-up and adjustment of color 













This valuable, important course in Color TV 
is FREE of extra charge with your purchases 
of RCA Tubes. See your RCA Tube Distribu- 
tor for complete details. 


8. Servicing and alignment 





9. Test equipment for Color TV servicing 


DO YOU KNOW THESE COLOR-TV TERMS? 













%& dynamic convergence * saturation % beam-positioning magnet 
%& shadow mask %*& chroma * burst 

%& three-beam gun % dynamic-phase control % gamma corrector 

* purity 

*%& matrix 


RADIO CORPORATION of AMERICA 


ELECTRON TUBES HARRISON, HN. J. 
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ensational UNIVERSAL FALL 


Beautiful Now Chest-a-Seat 








A genuine 329-95 VALUE that dealers can 
offer customers with each super fEf 99 sale! 


Gorgeous charcoal-grey linen-textured fabric! Full, luxury-padded, black-button tufted seat! 
Graceful wrought-iron armrest-handles! Spacious storage capacity! 
Modern curved wrought-iron “feet”! Rugged, high-quality construction! 


Here's real eye-catching value that customers will find irresistible! This all-new, all-modern 
Chest-a-Seat is an amazing traffic-builder — will clinch Super Jet 99 sales again and again! 


FOR EASIER SALES- FOR MORE SALES 


VL alls EEONY 9 vn 
Stee 
oe alal = re ia 

a 


Powerful National New Automatic 
Magazine Ads! Rug Cleaning Display! 







¥ 


BIG v/ 
= 


FALL MOTION 





s America’s Most Complete Line of — Cootne Seviiienn. ire s 
& ; | vi ee ie) ae & me eee. as poss oe P| 
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Traffic-Building PROMOTION 
eR LCL OY cleaners 

















a 6715 





NEW LOW PRICE 


*g9” 


with all attachments 





Builds traffic as never before—helps sell this 
amazing new cleaner with all these exclusive features! 


© 56% more power than average © New Whisper-Quiet Action. 
of four other popular cleaners. @ New Snap-Lock Wands. 

® New Thread-Picking Nozzle that’s © Empties in 2 seconds. 
5 ways better. ® Carries like portable radio. 


TAKE FULL ADVANTAGE OF THIS COMPLETE PROGRAM 





New Retail Salesman New Customer-User Colorful Window Display, Beautiful New 
Incentive Plan! = Plan! Consumer Give-aways! Chest-a-Seat Promotion! 
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packed with sales dynamite... 
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ertising impressions in LIFE, Saturday Evening Post Week 
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rated, House & Garden, House Beautiful, etc., between now and 


Christmas Gift selling season! 
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SpeedTooils 
_ 4 


SpeedWay manufacturing co. 
1 div ¢ THOR Power Tool Company 
ene Sond Avenue © Cicero 50, i 
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Fast Follow-Up 





On the fifth week, a full-page ad, co- 
sponsored by five dealers and a kitchen 
manufacturer, appears on the “home” 
pages of Denver's leading newspapers. 

Following through on the program, 
the Denver appliance dealer has de- 
veloped a list of reliable, dependable 
sub-contractors, who handle wiring, 
linoleum installation, painting and til- 
ing. Each of these guarantees the job, 
to keep artisans available for the in- 
stallation and to back up the quality 
of the Fry installation all the way. 
The Denver dealer chose each care- 
fully, has gotten 100 percent co-op- 
eration—probably because during each 
installation, either Henshaw, or an- 
other representative of the Fry or- 
ganization visits the job daily. Despite 
the experience of some dealers who 
have found that billing out subcon- 
tractor’s installation at cost is an at- 
tractive feature in closing sales, Fry 
adds approximately 10 percent to each 
such bill, believing that this slight 
markup is necessary to reimburse the 
store for the bookkeeping, transporta- 
tion, inspection, etc., involved. The 
customer is, however, given the op 
tion of paying the entire installation 
bill on one statement, or being billed 
separately by sub-contractors. Only 
one in a dozen is interested in the 
latter course, Fry has found, inasmuch 
as they prefer the simplicity of the 
FHA time-payment plans which L. 
Ralph Fry sets up through a local bank. 


“Follow Up At Once” 


An inviolate rule, in operation of 
the kitchen modernization depart- 
ment, is that “every call must be fol- 
lowed up immediately.” Translated 
into calling upon the homeowner on 
the same day the inquiry is made, this 
rule has brought excellent results. 
Henshaw makes an immediate ap- 
pointment if he answers the tele- 
phone, or calls back as soon as possi- 
ble when the homeowner’s call was 
received by someone else. As far as 
possible, appointments are made early 
in the evening, and Henshaw arrives 
carrying two of his principal selling 
tools, which are a kit of miniature- 
scale appliances, cabinets and kitchen 









Sells Kitchens 


CONTINUED FROM PAGE 88 





furniture, a sketchbook for making 
up plans and in some cases, a file of 
photographs of previous installations. 
“The best sales room is the kitchen 
table,” Henshaw points out. “If 
possible, we have husband and wife 
sit down together and experiment 
with the miniatures, until some de- 
cision is reached, 

An expert draftsman, Henshaw 
draws out the plans in black and 
white, right there on the spot and, 
where necessary, completes them in 
water colors in his own office the next 
day. Colors are particularly effective 
in selling women ‘‘on the fence” as to 
the purchase, he has found. Inci- 
dentally, he shows no hesitation in 
turning over the plans to the family, 
even if an immediate sale is not forth- 
coming. Experience has shown that 
the Fry organization gets the call 
when a later decision to make the in 
stallation comes along. 

Following the home call, the logical 
step is to hop into the car with both 
husband and wife for a visit to the 
showroom, where the model kitchens 
form an effective frame for later dis- 
cussions. If this fails Henshaw makes 
a later appointment for the same pur 
pose, or, as a third choice, settles for 
bringing the housewife in alone. Here, 
the easy convertibility of the model 
kitchens, removing or installing com 
ponent pieces forms the final touch. 

In more than a year of kitchen met 
chandising on this basis, the Fry 
dealership has lost out only on two 
occasions where the prospect has been 
put through the above system. Natur 
ally, there have been some “delayed 
buys” in which the customer thought 
it over for as much as six months. 

As pointed out above, some 60 per 
cent of prospects are derived direct 
from newspaper advertising, the re 
maining 40 percent consisting of leads 
from previously-served customers, tips 
from appliance salesmen, etc. For 


this reason, Henshaw makes one call 
back 30 days after the kitchen has 
been installed and another within six 
months, to make minor adjustments, 
talk over the installation and pick up 
any leads. 


End 
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“WE FIGURED WE’D WAIT FOR COLOR TELEVISION, TOO!” 
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Many Magazines in 
Fall Ad Campaign 


The recently announced Ham- 
ilton Beach fall advertising 
campaign is the largest in the 
company’s history. Leading 
magazines are being used to 
promote the sale of Food Mix- 
ers, Mixettes, Home Drink Mix- 
ers, Liqui-Blenders and Vacuum 
Cleaners. 

Publications on the list in- 
clude Saturday Evening Post, 
American Weekly, This Week, 
Better Homes and Gardens, 
McCall’s, Successful Farming, 
Parents’, Good Housekeeping, 
Woman’s Day, Family Circle, 
True Story, Living for Young 
Homemakers, Bride’s Magazine, 
Modern Bride, and Guide for 
the Bride. “With this 


mass 
circulation in quality maga- 
zines,” the Hamilton Beach ad- 


vertising department says, “our 
advertising is going to work in 
every dealer’s back yard. Es- 
pecially noteworthy is the fact 
that these fifteen magazines 
have been carefully selected to 
touch every phase of women’s 
interests, in all income brackets 
and all sections of the country.” 

It is pointed out that general 
magazines, like the Saturday 
Evening Post and Successful 
Farming, arouse buying interest 
on the whole-family level. Other 
magazines on the list appeal di- 
rectly to women of all ages, in- 
cluding brides-to-be and young 
homemakers. A_ well-rounded 
campaign like this is carefully 
calculated to help Hamilton 
Beach dealers everywhere to 
carry o new highs. 


sales tT 


Home Economists Teach 
Electric Mixer Use 


When students in home eco- 
nomics in some 11,000 U.S. high 
schools return to their classes 
this month they will receive in- 
struction in the use of the elec- 
tric mixer, with the Hamilton 
Beach as class-room equipment. 

Hamilton Beach Food Mixers 
have been placed in_ these 
schools during the past few 
years under an educational plan 
which includes lesson plans and 
study sheets for teachers and 
students. Home economists in 
attendance at the national con- 
vention in San Francisco this 
July were enthusiastic about 
the lesson plans as well as the 
Hamilton Beach Food Mixer. 

“Your mixer is easy to teach 
with because it is easy to use,” 
was the general comment. “The 
lesson plans make the teaching 
job even easier. Your recipe ads 
in our magazine ‘What’s New 
In Home Economics’ complete a 
well-rounded program.” 

Hamilton Beach officials place 
a high value upon this class- 
room type of demonstration. 
Summing up their views, they 
say: “The home economic stu- 
dents of today will be house- 
wives two and three years from 
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People are testing and comparing before they buy, these days! And they are 
finding that Hamilton Beach Mixers give them more in performance, features 
and lasting qualities than other brands. 


And, since buyers are testing and comparing, what could tic more timely than 
this Mixing Center! It not only spotlights your complete mixer department, 
but gives customers a chance to operate every mixer on display! Here’s a display 
which calls for making a choice ...a decision to buy! Ask your distributor 


how to get yours...or write us direct. Hi AMI LTON 6 EAC H 


Don’t put off this sales-making move! 
Hamilton Beach Co., Div. of Scovill Mfg. Co., 


PUSHING YOUR SALES 


will be powerful ads in all these 
popular magazines ... the great- 
est retail support in our history! 


Racine, Wis. 






LIVING Tree & PapMne 
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now. Experience has shown us that 
when girls use the Hamilton Beach 
Food Mixer they become completely 
sold on it. When they are choosing 
one for their own home the vast ma- 
jority of them select Hamilton Beach. 
And they have a strong influence on 
the preference of parents who are 
buying new mixers.” 

It is pointed out that while Ham- 


ilton Beach Food Mixers are made 
available to the schools at a special 
price, all applications are carefully 
screened to make certain no mixers 
get into any but educational use. A 
school order or a letter from the prin- 
cipal certifying as to educational use 
is required. 

A large number of Department 
of Agriculture home demonstration 


agents are also demonstrating the 
Hamilton Beach Food Mixer to farm 
housewives under a similar program. 

Many home demonstration agents 
use Mixettes in their work because of 
the ease of carrying this compact 
portable unit. 

The Hamiiton Beach Liqui-Blender 
is finding its way into many class- 
rooms since its introduction last year. 


(Advertisement) 
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ADMIRAL presents 


It’s true! Half the circuits in this powerful 18-tube TV 
chassis are “printed” by automatic machines—eliminat- 
ing chance for human error and assuring uniform peak 
performance. And, because the “‘printed”’ portion occupies 
a space only 54” x 9”, Admiral’s new ‘Printed’? ROBOT 
is the most compact TV chassis ever built! 


All this printed! 



















\ 


ow Printed 


9 i 


(haceie! 
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A Admiral Giant 21” TV only 


3 “THE NASSAU” 
EBONY FINISH 
MATCHING BASE 

AVAILABLE 


Think of it! Giant 21” TV with 270 sq. in. aluminized picture tube, 

powered by the revolutionary 18-tube ‘“‘Printed’” ROBOT Chassis, at § 

this magic traffic-building price! History-making, too, are the three ‘ .. BRIGHTNES> 
step-up companion models which insure progressively increasing dis- 2 

counts for you with only $10 increase at each step for your customer. 

Never before has the opportunity to make sound step-up profits been 

so closely coupled with a traffic-stopping price! Call your Admiral 

Distributor for full details, today! 








*Slightly higher South and West... 
subject to change without notice. 


* "The Martinique” 
95 ALL WOOD, 
$ Blonde Oak Finish! 
Matching Base 
Available 


* “The Jamaica” 
95 ALL WOOD, 
$ Mahogany Finish! 
Matching Base 
: Available 


Printed’ ROBOT— 


World’s Most s] A as an : bb ST FE p- | p S I’ ’ 
Advanced Chassis! Available 
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porcelain enamel 
helps you sell! 


easy to clean! 













& 





























































Because Porcelain Enamel is the easiest of all finishes to keep clean and 





sanitary, and because it provides unequalled resistance to stains, heat 
and scratches . . . this modern, colorful material helps you sell! 





Show your customers that this glass-hard, completely inorganic mate- 
rial is fused—not merely baked—to steel at 1500°. Demonstrate its 
resistance to fire, scratching and other hazards. Tell them that appliance 





demonstrate 


the advantages of Porce- 
lain Enamel with a few 
simple, familiar “‘props”’ 
furnished with the P.E.1. 
Demonstration Kit. Use 
the coupon below to get 
full information about 
this and other P.E.I. 


manufacturers are using this durable, attractive material because of the 
extra value Porcelain Enamel adds. 

Wherever it is used—in refrigerators, ranges, freezers, home laundry 
equipment, air conditioners and elsewhere—let the sales advantages 





Sales Helps. 
provided by Porcelain Enamel help boost your sales! 
PORCELAIN ENAMEL INSTITUTE, INC. 
1346 Connecticut Avenue, N. W., Washington 6, D. C. 
(Check items desired) 
Please send me information about: Please send me a free copy of: 
C) Demonstration Kit C) “Selling Facts About Porcelain 
Enamel” 
CZ Slide Film C) “Prove for Yourself. . .”’ Booklet 


NAME 
COMPANY 
ADDRESS 
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NESCO Fryryte Fry-Pan 


Nesco, Inc., 
Milwaukee, Wis. 


Device: Nesco Fryryte automatic 
Fry-pan. 

Selling Features: Water-sealed, 
range type 1150 watt element is 
cast into unit; 11x11 in. square pan 
fries 6 eggs; Nescontrol dial handle 
with cooking guide gives accurate 
automatic cooking temperature 
control; irridescent ruby light glows 
while unit is operating; maintains 
pre-selected temperatures from 
“warm” to 450 degs.; can be im- 
mersed to socket in tip of handle 
grip; operates on 110-120 a.c. cur- 
rent; polished aluminum. 

Price: $27.95 with cover; $24.95 
without cover. 





MANNING-BOWMAN 
Hot Water Server 


Manning-Bowman Div., 

McGraw Electric Co., 

Elgin, Ill. 

Device: Manning-Bowman water 
server No. 90. 

Selling Features: Makes 4 to 10 
cups hot water for instant coffee, 
tea or favorite hot beverage; heats 
to near boiling point (197 degs 
plus/minus 5 degs,) then auto- 
matically adjusts itself from 550 
watt element to lower wattage ele- 
ment (75 watts); maintains lower 
heat keeping water hot and ready 
to serve until disconnected; signal 
light indicates when server adjusts 
to lower wattage and remains on 
until disconnected; copper exterior 
coated with silicone heat and tar- 
nish resistant lacquer; tin-plated in- 
terior fused with copper; Chroma- 
lox element heats from top 
downward. 





APPLIANCE 








NEWS 








Electric Housewares 





PRESTO Cooker-Fryer 


National Presto Industries Inc., 
Eau Claire, Wis. 


Device: Presto automatic cooker- 
fryer. 

Selling Features: Heat selector has 
finger-tip knob to make accurate 
temperature selection easy; heat is 
then thermostatically maintained; 
1400 watt a.c. element brased in 
base of cooking surface provides 
temperature settings from simmer 
to 425 degs. F.; Menu-Master tells 
correct cooking and frying time at 
a glance; pilot light flicks off auto- 
matically when desired temperature 
is reached and lights again when 
temperature drops; mar-proof legs; 
streamlined, snug fitting cover; 6 
liquid qts capacity; large stamped 
aluminum deep-fry basket with re- 
movable handle; Bakelite handles. 


Price: $26.95. 





me on 


OSTERIZER Blender 


John Oster Mfg. Co., 
Milwaukee, Wis. 


Device: Osterizer improved liqui- 
fier-blender No. 403. 

Selling Features: Larger, more pow- 
erful 2-speed motor; does 12 food 
processing jobs—chops, _ grates, 
grinds, pulverizes, crumbs, purees, 
mixes, churns, emulsifies, homogen- 
izes, liquefies, blends; non-spill in- 
gredient-adder funnel top made of 
neoprene has a 1l-oz. measure cap; 
quart-size glass container has 1-oz. 
measurement markings; removable 
cutting blades; finger-shaped cap 





for container bottom; small metal 
knob prevents slipping when re- 
moving or replacing blades; may 
also be used with standard canning 


jars. 
Price: $44.95 with gray or white 
cnamel base; $49.95 chrome. 





ie ne 


K-M Table Oven 


Knapp-Monarch Co., 
Bent & Potomac St., 
St. Louis, 16, Mo. 


Device: K-M_ Redi-Baker _ table 
oven. 

Selling Features: Bakes hot biscuits, 
rolls, potatoes, etc. at dining ta- 
ble; 800 watt unit preheats in 7- 
minutes; automatic temperature 
control provides temperatures from 
100 to 500 degs. F.; easy to clean 
—poreclain enamel inside and out. 
Price: “Under $30.” 





NESCO Cookryte Saucepan 


Nesco Inc., 
Milwaukee, Wis. 


Device: Nesco automatic, 4-qt. 
Cookryte saucepan, No. 5404. 
Selling Features: Nescontro] Quik- 
set handle for easy dialing of right 
temperatures; magic  jewel-light 
glows while unit is operating: han- 
dle contains cooking guide; 1150 
watts, range type unit is cast into 
bottom of pan; operates on 110- 
120 a.c.; equipped with cord set; 
pan can be immersed in water to 
socket in tip of handle; polished 
mirror aluminum; designed by Ray- 
mond Loewy. 


Price: $29.95 









ANNA A. NOONE 





WARING Juicor 


Waring Products Corp., 
25 W. 43rd St., 
New York, 36, N. Y. 


Device: Waring Juicor. 

Selling Features: Automatically ex- 
tracts juices from fresh, raw, vege- 
tables and fruits, separating pulp 
from pure juices; made of light 
weight Melamine plastic and acid 
proof base and bowl; base houses a 
+ h.p., 115 volt, a.c.-d.c. motor; 
acid-resistant juice bowl has 4 small 
prongs that fit into 4 rubberized 
cups on motor housing; stainless 
spinner fits on top of juice bow]; 
metal plate cutting disc with grind- 
ing surface fits on spinner; pulp 
collects along wall of spinner; spin- 
ner basket has 12,000 perforations; 
turns at 3600 rpm; wood feeder 
for pushing vegetables into extrac- 
tor. 

Price: $69.50 





DOMINION Fry-Skillet 


Dominion Electric Corp., 
Mansfield, O. 


Device: Dominion automatic Fry 
Skillet. 

Selling Features: Square: design; 
tight fitting cover; fingertip tem 
perature control with contact ther- 
mostat beneath handle provides 
heat range from “simmer” to 420 
degs. F.; 9% in. square; 23 in. deep; 
34 qt. capacity; jewel light on con- 
trol panel flashes on when cooking 
temperature dialed is reached; per- 
manent cast aluminum pan with 
cast-in rod-type clement; 1100 
watts. 

Price: $22.95 
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DEMAND FOR | 
NEW GE LO-BOY) 
TOPS ALL 
ESTIMATES! 

















Dealers and public acclaim 
READING-ANGLE VIEWING - STAND-UP TUNING - NEW LOW LOOK! 


In city after city, G.E.’s new Lo-Boy TV has been an instant hit. 


Dealers and public alike have warmed up fast to this TV newcomer with the 
first picture people can watch relaxed—at normal reading angle. “Will 
sell all we can get” wires one dealer! ‘Love that Lo-Boy” phones another 
—long distance—“‘women go for its low, modern look and stand-up tuning.” 
Orders are already more than double the original estimates—so act fast! To get your 
allotment, call or wire your G-E Distributor immediately or General Electric 
Company, Radio & TV Dept., Electronics Park, Syracuse, New York. 
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Progress /s Our Most /mportant Product 


GENERAL (96) ELECTRIC 








ULTIMO Cleaner 


Ultimo Mfg. Corp., 

411-425 S. Jefferson St., 

Orange, N. J. 

Device: Ultimo all-purpose, 3-in-1 
home cleaning device. 

Selling Features: Easily convertible 
from an upright to a hand type 
vacuum cleaner to a_blower-type 
unit for use as a hair dryer, wax or 
paint sprayer and demother. Em- 
ploys a constant air current and 
suction principle; rug nozzle is 
designed to utilize this new prin- 
ciple, which causes the tufts F yoo 
to stand upright and separated, 
making it possible for the constant 
flow of air to dislodge and draw up 
imbedded dirt; light illuminates 
dark places; a warning signal indi- 
cates when self-sealing disposable 
paper bag should be replaced; acces- 
sories include floor brush, rug noz- 
zle with polishing felt; upholstery 
nozzle and a crevice-tool brush for 
cleaning books, venetian blinds and 
radiators; Ultimo principle enables 
the machine to maintain constant 
efficiency as the bag fills up, the 
manufacturers claim; weighs 7 Ibs. 
as a hand appliance and only 
slightly more when tubular handle 
is inserted to convert it to an up 
right machine; 4 h.p. motor a.c.- 
d.c.; suction and rug nozzle are 
die-cast rounded, polished alumi- 
num; attachments are of unbreak- 
able plastic. 


Price: ““Less than $100.” 





NORTHERN Blanket 


Northern Electric Co., 
5224 N. Kedzie Ave., 
Chicago, 25, fll. 


Device: Northern clock-controlled 
blanket No. 993. 

Selling Features: Clock control in 
addition to being a clock with 
Telechron movement, shuts blanket 
off at any preset time followed in 
10-minutes by an alarm; as blanket 
goes off any bedside radio plugged 
into outlet of clock goes on; clock 
“lullaby switch” also permits up 
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to l-hour of go-to-sleep music upon 
retiring; clock will also operate any 
plugged in appliance when blanket 
goes off in morning; double-bed 
size blanket is available in choice 
of 5 colors. 





MANNING BOWMAN 
Heaters 


Manning Bowman Div., 
McGraw Electric Co., 
Elgin, lil. 


Device: M-B “Chill-Chaser”’ reflec- 
tor type heaters No. 712 and 715. 
Selling Features: Lightweight, port- 
able, easy to move and use in any 
room; tubular base; chromeplated 
wire guard; No. 712, 600 watt; No. 
715, 1000 watt element arranged to 
focus heat rays where wanted; No. 
712, 12-in. and No. 715 14-in. 
polished aluminum reflectors rotate 
to vertical or horizontal position; 
1.c. only. 





SUPERSTAR Grill-N-Wafflers 


Stern-Brown Inc., 
42-24 Orchard St., 
Long Island City, 1, N. Y. 


Device: Superstar Grill-N-Waffler 
table cookers Nos. 110 and 210. 
Selling Features: Makes 4 waffles 
at a time; reverse grids provide 
162 sq. in. cooking area; expansion 
hinges adjust for thick steaks or 
tripple decker sandwiches; waffle 
grids have non-drip  run-over 
grooves, grill sides have drippings 
spout; heat indicator on top shows 
when to start cooking; front handle 
serves as base support for top when 
opened flat; chrome finish on 
nickel and copper plate; Bakelite 
handles; size 123x124x44 in.; No. 
110, 1150 watts a.c.-d.c. No. 210 
fully automatic; thermostat control 
dial to select heat desired; signal 
light indicates when to start cook- 
ing and when food is cooked; a.c. 
only. 

Prices: No. 110, $17.95; No. 210, 
$21.95 





UNIVERSAL Blanket 


Landers, Frary & Clark, 
New Britain, Conn. 


Model: Universal popular-priced 
electric blanket. 

Selling Features: Tropic rose color; 
new moth-proof blend of nylon, 
cotton and rayon; double bed size 
72x84 in. single, Slumber Sentinel 
control; wide rayon harmonizing 
bindings. 

Price: $27.95 





CORY Knife Sharpener 


Cory Corp., 
221 N. La Salle St., 
Chicago, 1, Ill. 


Device: Cory “Crown Jewel’ elec- 
tric knife sharpener, MBS. 
Selling Features: New chrome-like 
finish on plastic housing; black 
trim; rubber footed base; black 
starting button activates sharpener 
at touch of finger; self-dressing 
sharpening wheel and guide clips 
placed so a knife can be sharpened 
only at recommended 20 deg. 
angle; sharpening wheel stops auto- 
matically if blade is pressed too 
hard; 115 volts, a.c. only. 

Price: $19.95 





SON-CHIEF Irons 


Son-Chief Electrics Inc., 
Winsted, Conn. 


Models: Magic Maid automatic 
irons 390 and 391. 

Selling Features: Tapering alumi- 
num-alloy soleplate; easy to read 
fabric dial; automatic thermostat 


SEPTEMBER, 





control; air-cooled Bakelite handle 
with chromeplated front piece; 
1000 watts, 115 volts, a.c.; No. 391 
has cord attached; No. 390 with- 
out cord. 

Prices: No. 391, $8.50 and No. 390. 
$7.50. 





NESCO Roaster-Oven 


Nesco Inc., 

Milwaukee, 1, Wis. 

Device: Nesco Super Deluxe auto- 
matic roaster-oven. 

Selling Features: 20 qt. capacity; 
self-raising hinged cover operates 
from a finger-tip control release in 
cover; temperatures are controlled 
by illuminated automatic temp- 
right thermostat set below timer 
clock; Dial-right, adjustable brown 
ing vent, Adjusto-rack for easy lift- 
ing and serving; built-in automatic 
“dinner-watcher” clock timer; 5 
piece chip-proof grey porcelain cook 
set; and recipe book. 

Price: $79.95 





DOMINION Coffeemaker 


Dominion Electric Corp., 

Mansfield, O. 

Device: Dominion automatic cof 
feemaker. 

Selling Features: Restyled auto 
matic 4-to-10 cup coffeemaker dc 
signed for brewing regular o1 
instant coffee; all-chrome; flavor 
regulator control; special cold wate: 
pump; indicator jewel lights up 
when coffee is ready; no-drip spout; 
4, 6, 8 and 10 cup markings on 
inside and outside; stay-cool han- 
dle; enclosed steel rod-type ele- 
ment, 500 watts high heat, 50 
watts, low heat; 110-125 volts a.c. 
Price: $21.50 


CORRECTION 
On page 108 of the August, 1954 
issue the “Coronation” ranges man- 
ufactured by the Majestic Radio 
and Television Division of the 
Wilcox-Gay Corp. were inadvert- 
ently described as “Majestic” 
ranges, a designation in conflict 
with the trademark of the Majestic 
Manufacturing Company, St. 
Louis, Mo. Execrricat MeErcu- 

ANDISING regrets the error. 


1954—ELECTRICAL MERCHANDISING 














G-E Clocks 
General Electric Co., 
Clock Dept., 
Bridgeport, Conn. 


Models: Gaywall, Caller, Urban, 
New Debutante and Higgins Glass. 
Selling Features: Gaywall, kitchen 
clock with dial of red, blue, green 
or yellow overlaid with a net pat 
tern in harmonizing colors. 

Caller, a top shut off alarm with 
antique white case with midnight 
blue dial. 

Urban, alarm with face and 
hands in shadowbox effect in black 
plastic case, gold fluted border, 
silver numerals. 





New Debutante, alarm’ with 
plated silver case; classis bead de- 
sign base; blue dial with silver 
numerals. 

Higgins Glass-modern design 
occasional clock features a hand- 
crafted glass dial against a brushed 
brass back; can be used as a stand 
or wall clock. 


Prices: Gaywall, $5.98; Caller, 
$6.98; Urban, $9.98; New Debu- 
tante, $19.95; Higgins Glass, 
$34.95 





FRESH’ND-AIRE Heaters 


Fresh-‘nd-Aire Div., 

Cory Corp., 

221 N. La Salle St., 

Chicago, 1, Ill. 

Models: New line of Fresh’nd-Aire 
automatic, thermostatically con- 
trolled heaters. 

Selling Features: Line includes 4 
basic models: Standard H553, au- 
tomatic thermostatically controlled 
fan-forced heater with  tip-over 
safety switch, aircooled case, turn- 
over safety guard and _ carrying 
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handle; weighs 164 Ibs; available 
with 1320 or 1650 watts. 

Deluxe H653, thermostatically 
controlled automatic heater com- 
bines fan-forced, convection heat 
and infra-red radiant heat; tip-over 
safety switch, special wire safety 
guard, safety light and carrying 
handle; air cooled case; available 
in 1320 or 1650 watts. 

No. H753 automatic push-but- 
ton heater and room deodorizer has 
automatic thermostat, _ tip-over 
safety switch; safety light; wire 
safety guard, rubber feet and carry- 
ing handle and air-cooled case; 
offers fan-forced convection heat 
or infra-red radiant heat plus a 
built-in deodorizer lamp which op- 
erates with fan only. Weighs 23 
Ibs; 1320 or 1650 watts. 

Fourth model is the Fresh’nd- 
Aire fan-forced Heaterette. 


Prices: H653, $24.95; H553, 
$18.95: H753, $49.95; Heaterette, 
$14.95 





NESCO Fryryte 


Nesco Inc., 
Milwaukee, Wis. 


Device: Improved, Deluxe Royal 
Fryryte, deep-fat fryer, F-5. 

Selling Features: Wattage of the 
6 pt. Fryryte Fryer has been in- 
creased from 1320 to 1500 watts; 
rectangular space-saving design; 
chrome finish; illuminated color 
range selector dial for automatic 
control; quick-empty “drain-Lok”; 
filter well keeps oil clear and pure; 
king-size self-draining deep-fry food 
basket with detachable, cool han- 
dles; snug fit silver chrome cover. 


Price: $34.95 





UNIVERSAL Iron 


Landers, Frary & Clark, 

New Britain, Conn. 

Model: Universal Leader automatic 
dry iron. 

Selling Features: Lightweight— 
weighs 2 Ibs. 12 oz.; 294 in. alu- 


minum soleplate with all ‘round 


1954 





bevel; 1100 watts, cast-in rod-type 
element; improved fabric dial and 
temperature control easier to oper- 
ate; Hand-i-Set dial for proper 
temperature; fingertip setting for 
any fabric; plastic handle with 
thumb rest; a.c. only. 


Price: $9.95 





WEST BEND Portable Mixer 


West Bend Aluminum Co., 
West Bend, Wis. 


Device: West Bend 3-speed porta- 
ble mixer, No. 3230E. 

Selling Features: Weighs 3 Ibs; die 
cast aluminum casing; 3-speeds 
controlled by thumb of hand hold- 
ing mixer; rubber bumper guard 
prevents scratching and chipping 
when resting on edge of mixing 
bowls; stands upright on heel rest 
when not in use; chrome plated 
beaters snap in and out for easy 
cleaning; wall hanger included; 65 
watts, 110-120 volts, a.c. or d.c.; 
citron enamel finish; gray handle. 


Price: $19.50 





MANNING-BOWMAN 
Percolators 


Manning Bowman Div., 
McGraw Electric Co., 
Elgin, Il. 
Models: M-B automatic coffee per- 
colator No. 920; and coffee urns 
No. 940 and 960. 
Selling Features: No. 920 automa- 
tic coffee percolator has 2 to 9 cup 
capacity; 550-watt element switches 
to warmer 35-watt element auto- 
matically when coffee is brewed; in- 
dicator signals when coffee is 
brewed and lower element is oper- 
ating; chrome finish no-drip spout; 
large cool handles; easy to clean; 
chrome exterior, black _ bakelite 
handle and trim. 

Automatic coffee urn No. 940 
has 12 cup capacity; No. 960 has 24 






cups capacity; both models have 
600 watt brewing element and 50 
watt warmer element; global de- 
sign; chrome finish; non-drip spigot; 
Bakelite handles. 





ie 


DOMINION Heater-Fan 
Dominion Electric Corp., 
Mansfield, O. 

Model: New combination 
and fan No. 1531. 

Selling Features: Acrodynamic de- 
sign; decorator color with polished 
aluminum blades; _rotary-type 
switch 3 settings: heating, 


heater 


with 3 
cooling, off; fingertip tilt mounting 
provides directional control of air 
stream from 10 degs. below hori 
zontal to vertical; non-interfering 
radio-TV induction type motor; 
nickel finished guard and_ trim; 
delivers cool air at 970 cfm; heated 
air at approximately 400 cfm; 153 
in. high, 144 in. wide; 94 in. deep 
Line also includes an 8-in. Heat- 
R-Fan, No. 1528 and an automatic 
deluxe heater No. 1530, with fur 
nace-type thermostat contro). 


Price: $23.95. 





WESTINGHOUSE Water 
Heaters 


Westinghouse Electric Corp., 
Mansfield, O. 

Device: Westinghouse stone-lined 
heaters for New England and other 
soft-water areas. 

Selling Features: Available in 52, 
66, and 80 gal. capacities, inside of 
tank is lined with % in. rust-proof 
hydraulic ‘stone to protect against 
rust and corrosion; compact tri-snap 
thermostats clamped against wall 
for accurate temperature control; 
thermostats can be set to deliver 
hot water from 120 to 170 degs. F’.; 
Features include Corox direct im- 
mersion heating elements; Fiber- 
glas insulation; baffle keeps incom- 
ing cold water from mixing with 
stored hot water; white Dulux 
enamel exterior jacket. 

Prices: From $179.95 for EG52- 
C2, 52-gal. model to $219.95 for 
EG80-C2, 80-gal. model. 
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EUREKA’S TERRIFIC FALL PROGRAM! 









| Big magazine 
ads in color... 
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Proddlted YNI2NG 
sales tor dealers 


everywhere! 


At $69.95 the Eureka 
Roto-Matic with FREE $19.95 
Hassock Chest is hotter than 

a firecracker in promotion 
newspaper ads—and at $69.95 
after $20.00 trade-in, the 
marvelous Eureka Automatic 
Upright S-250-A is a positive 
“steal.” Promotion test ads 
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Hits your town Sept. 10th! 





2-ge Spread in LIFE! 


Here’s the big $48,000.00 opening gun in Eureka’s smash FALL promotion i N 
—this 2-page color spread in LIFE! Over 20 million readers will stop, look 

and read our sensational $69.95 offers on the Eureka “Roto-Matic” and ON EUREKA’S 
Automatic Upright. You'll see and fee/ the impact of this terrific ad, quick! FALL 

That’s not all. Take a good look at Eureka’s booming Fall schedule—with PROMOTION! 


more color ads in other leading national magazines. These mean big busi- 
ness for Eureka dealers who run local Eureka promotion newspaper ads 
to identify their stores. They’re a wrap-up! You can’t miss! 


On Sale 
ORDER EUREKA ROTO-MATICS and AUTOMATIC UPRIGHTS! emeroecar in Your Tew 


oreas FEATURE BOTH IN FALL PROMOTIONS os Sept. 10 
ye OR 





GOOD HOUSEKEEPING Sept. 20 
SATURDAY EVENING POST Oct, 6 












LIFE Oct. 15 

7 PHONE, WIRE, atinales oe 

or WRITE SATURDAY EVENING POST Nov..8 

LIFE Nov. 12 

EUREKA WILLIAMS COMPANY GOOD HOUSEKEEPING Nov. 20 
DIVISION OF 


HENNEY MOTOR COMPANY, INC. 
Mees, BLOOMINGTON, ILLINOIS 


| LIFE Deca3 
“T2io- fi TS Swivel-Top 
Cleaner 


America’s Fastest Growing Favorites in Vacuum Clea 
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¥ In these days of price selling and lean margins, Mr. Dealer, you'll 
find PREWAY a line of immediate, positive promise. And there are 
three solid reasons why. 






] PREWAY gives you, feature for feature, every advantage in automatic 
« cooking that you need to excite women. 


PREWAY gives you quality construction — ranges so well made that 
they earn the “Form O” rating — highest award of the Under- 
writers’ Laboratories. 






PREWAY gives you all of this at a price that is nearly a hundred 
dollars less at retail than comparable electric ranges. 









That, Mr. Dealer, gives you the price leadership you want and need 
to beat competition and build store traffic . . . and you have it without 
any sacrifice of your normal 40% mark-up. When a line like this does a 
job like that, it’s no wonder that dealers everywhere are making it 
the fastest-growing company in major appliances. 

So see PREWAY at the Market — or write today for the name of the 
distributor in your area who is set to show you the hard-hitting facts. 


([dreway inc. 2954 Second Street, North 


Wisconsin Rapids, Wisconsin 











Preway, Inc. 
Wisconsin Ropids, Wis. 


Gentlemen: 
Please see thot | receive the full story on your 
automatic electric ranges. 


Name 


Store 


Address 











City , State 
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NATIONAL Food Slicer 


National Food Slicing Machine Co., 
47 Martine Ave., 
White Plains, N. Y. 


Model: National Slice-Crafter elec- 
trically operated food slicer No. 
900. 

Selling Features: 64 in. chrome- 
plated high-carbon tempered steel 
serated blade; precision slicing con- 
trol from thick to thin at turn of 
knob; safety guard; heavy duty 
removable cord; triple chrome 
plated; portable—may- be used any- 
where; 110 volt 60 cycle a.c.-d.c. 
motor. 


Price: $54.95. 





DORBY Portable Mixer 


Dorby Co. 

1106-A Merchandise Mart, 

Chicago, 54, Ill. 

Device: Dorby Whipmaster, E-30C. 
Selling Features: Whips, mixes, 
beats; easy to clean beater; weighs 
34 Ibs.; can be used in its own grad- 
uated bowl or in pans; on-off finger- 
tip control; plastic handle. 

Price: $7.95. 


r 





SWIFTY Iron 


Eastern Metal Products Co., 
Tuckahoe 7, N. Y. 

Device: Steam-and-dry iron No. 
3000. 

Selling Features: Automatic, finger- 
tip, safety-set fabric selector (single 
control for steam and dry ironing 
of all fabrics including synthetics) 
flashes instantly to steam; no 
boiler; instant changeover switch; 
34 sq. in. soleplate; weighs 34 Ibs; 
uses tap water; right and left-hand 
cord; long double button nooks; 
wrinkle-proof heel and all-round 
bevel; plastic handle with dual 
thumb rest; 1100 watts. 

Price: $14.95 
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DUO-THERM Air Conditioner 


Duo-Therm Div., 
Motor Wheel Corp., 
Lansing, 2, Mich. 


Device: Roof-mounted air condi- 
tioner for mobile homes. 

Selling Features: Cooling unit 
mounted atop mobile home, has 
ceiling controls; does away with 
wasted window and floor space, 
keeps blower and compressor noise 
outside; when “on” it cools, dehu- 
midifies, filters, recirculates air up 
to 1l-times an hr.; cool air flows 
downward forcing stale air upward 
to return grille where it is cooled, 
filtered, dehumidified and recircu- 
lated; when system is turned “off” 
the unit may be used as a ventilator 
to circulate filtered air; inside con- 
trol easily adjustable for fresh out- 
side air or for inside circulation; 
each control works independent of 
other; permanent-type filter easily 
removed for cleansing; available in 
3 sizes: No. 50, 4 h.p., No. 75, 2 
h.p., and No. 100 1-h.p. 





MODERN MAID Ranges 


Tennessee Stove Works, 
Chattanooga, Tenn. 


Models: New line of Golden Anni- 
versary Modern Maid ranges. 
Selling Features: Servi-Shelf, a step 
and space saving shelf attached to 
backguard is removable for easy 
cleaning and contains a full length 
fluorescent lamp, serves as con- 
venient storage space for condi- 
ments; tapered front has recessed 
toe room in base; rounded corners; 
seamless construction throughout; 
Deluxe ranges feature pushbutton 
controls; Chromalox surface top 
units with 7 heat speeds; automatic 
oven heat controls with oven pre- 
heat; clock controls operate 2 top 
units, the appliance outlet and the 
oven. Fiberglas insulation; 2 giant 
size, easy to clean storage drawers 
on roller bearings; leg levelers. 
Available in 3 sizes with 9 models 
to choose from: a full size 36 in. 
series a 30-in. series and an apart- 
ment size series 20 in. wide. 
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HOWARD MILLER Clocks 


Howard Miller Clock Co., 
Zeeland, Mich. 


Models: 8 new Chronopak clocks. 


Selling Features: New line includes 
4 wall and 4 portable clocks in 
rafia, silver, plastic cord and in 
3-dimensional geometric designs. 
Heading series is a “spider web” 
wall clock which indicates hours 
with black wire spokes for numerals 
and white Plexon plastic cord to 
create a spider-web-like effect. 





2 basket clocks of Swedish rafha- 
one an oval, the other round, have 
black or white button markers. 

A 10-in. wall clock suitable for 
child’s room or small living area, 
consist of half-dozen strips of wood 
l-in. overlapping to form hour 
markers and lacquered in black or 
white. 

Diamond-faced portable, on 3 
narrow white legs which pierce case 
and extend above it to give sus- 
pended feeling has carfographer’s 
pins to mark hours. Available in 
walnut or divided into black and 
grey triangles, yellow and olive or 
orange and purple. 

A cone shaped model set on wire 
base has white cartographer’s pins 
on faces of natural light wood, 
ebony or lacquered. 

A squat silver base topped by a 
round birch face is another new 
model] called the “daisy” clock. 


Prices: From $14.85 to $25. 


NORGE Water Heater 


Norge Div., 

Borg-Warner Corp., 
Merchandise Mart Plaza, 
Chicago, 54, Ill. 


Device: Norge 50-gal. automatic 
water heater. 

Selling Features: Fits in kitchen or 
utility room; flat porcelain enamel 
top provides handy work surface at 
convenient; available with single or 
double heating elements; 36-in. 
high, 25-in. wide. 










BROAN Fans 


Broan Mfg. Co., Inc., 
1669 N. Water St., 
Milwaukee, 2, Wis. 


Models: 8-in. ventilating line in- 
clude 2 wall and 2 ceiling fans. 
Selling Features: Venturi-design 
grille; “Broan-design” 6-wing fan 
blade provides bigger volume of 
airflow through fan assembly; quiet 
operation; grille available in stain- 
less steel or white enamel—No. 840, 
automatic is an 8-in. version of 
the Broan Motordor ventilating 
fan with separate motors for fan 
and the outer door both operated 
by a single switch. 





NORTHERN Electric Socks 


Northern Electric Co., 

5224 N. Kedzie Ave., 

Chicago, 25, Ill. 

Device: New electric socks built on 
electric blanket principle. 

Selling Features: For hunters, cold 
weather sportsmen, elderly people; 
powered from battery case carried at 
belt; made of heavy duty hunter's 
gray wool footwear. 


Correction 
To the Editor: 


“We will appreciate it if a correc- 
tion is made in the next issue about 
the mis-use of the word “Fry-O- 
Mat” on page 113 of August Exsc- 
TRICAL MERCHANDISING. In the ex- 
treme right column you show a pic- 
ture of an electric frying pan made 
by Markel Electrical Products Inc., 
Buffalo, called ‘Fry-O-Mat.’ 

“We wish to call your attention 
to the fact that ‘Fry-O-Mat’ is a 
registered trademark of Rival Mfg. 
Co., being registered in the U. S. 
Patent Office as #559,914 on June 
10, 1952.” 

Rival Mfg. Co., 
H. J. Talge, President 
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ELECTRIC RANGE UNITS 


You're closer to a sale when you have everything the prospect 
wants—and more. Chromalox Microtubes, the new trend in 
electric range unit design, put you, Mr. Dealer, right where 
you've wanted to be. Because... 

Microtubes heat up and cool off fast. Their flat-top, slim tubes 
put more heat into the utensil in lightning speed—no bulky 
element to heat up first. And Microtubes give up their heat 
just as quickly. So now you have it—quick response at every 
switch change. And Microtubes are today’s fastest, most efficient 
units, with more contact surface for wonderfully uniform cook- 
ing results. 

You’re going to hear a lot about 
this new trend. And it’s going to put 
you far ahead with more electric 
range sales and profits. Why not ask 
for Microtubes as standard equip- 
ment on your favorite line? 





IT'S THE FLAT, SLIM TUBE 
| THAT MAKES THE DIFFERENCE! 














RC-75 


it’s easier to sell 


WVicrotube equipped 


ELECTRIC RANGES 





JX L 6 XK EDWIN L. WIEGAND COMPANY 
7525 Thomas Blvd. ‘Pittsburgh 8, Pa. 
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NEW PRODUCTS 





CALORIC Dryer 


Caloric Stove Corp., 

12 S. 12th St., 

Topton, Penna. 

Model: Caloric 150 automatic gas 
drycr. 

Selling Features: Waist-high sifto- 
bag lint trap-a nylon tricot screen 
which catches lint as it is exhausted 
from unit, easily removable for 
cleaning; Lo-Heet, Hi-Breeze dry- 
ing principle shortens drying time, 
cuts fuel cost, guards against 
shrinkage and protects against ex- 
cessive heat; downward opening 
door provides shelf for loading and 
unloading; electric ignition; Nupon 
finish; 2 ways of moisture exhaust— 
in laundry room or outside with 
Adapto-Flex tubing. 

a 


~ ~~ ——e 


TRAVEL-TAN 


Travel Tan Inc., 

2511 St. Paul St., 

Baltimore, 18, Md. 

Device: Travel Tan moving sun- 
lamp accessory. 

Selling Features: Small motor-op- 
erated device slips over a “‘skyline” 
cord that can be attached overhead 
on door or window frame or mold- 
ing; 2 rubber stops are moved 
apart the length of the body and a 
dial on the unit is set for 1-to-15 
trips back and forth, giving the 
home sunbather an option of a 
5-min. sunbath or up to over an 
hour; cord shortener leaves lamp 
bulb suspended at desired length. 
Price: Less bulb $19.95; bulb op- 
tional, $8.95. 


WEBER Bar-B-Q Kettles 
Weber Bros. Metal Works, 
Chicago, 6, ill. 

Models: BK-500 and JB-300. 
Selling Features: Baked-in porcelain 
finish on inner and outer surfaces 
and new wheels on BK-500; built-in 
dampers in cover and kettle. 
Electric self-rotating spit avail- 
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able for both models, revolves at 
controlled speed; spits are equipped 
with cast-iron brackets and 6-ft. 
cord and plug; direct-driven and 
can be raised or lowered to 4 posi- 
tions while operating. 





CALCINATOR Incinerators 
Calcinator Corp., 
Bay City, Mich. 
Models: 2 new models—4ESP elec- 
tric and 4 GSP automatic gas. 
Selling Features: 4ESP, electrically 
powered—with a stainless steel en- 
cased 600-watt Calrod unit con- 
trolled by a manually set 2-hr. 
timer. Three 1-hr. cycles will dis- 
pose of 35 Ibs. garbage and trash. 

4GSP, the yas model, has con- 
tinuous 1700 btu flame to keep 
dehydration and combustion in op- 
eration 24-hrs. a day; disposes of 
up to 65 Ibs. garbage and trash in 
that length of time; 14 bu. capacity 
per full load. 


Price: “Under $100.” 








PERFECTION Range 


Perfection Stove Co., 
7609 Platt Ave., 
Cleveland 4, Ohio 


Model: Perfection 
No. L-411. 

Selling Features: 40-in. wide; 2 
ovens, a conventional black and a 
white porcelain enamel; 4 fast- 
heating surface units; 7-heat speeds 
each, with capacities of 1250 to 
2100-watts; both ovens have re- 
movable broil units, concealed bake 
units; non-tilt racks; “Tele-Vue” 
windows in doors. 

Glare-free “Light Director” 
lamp illuminates entire cooking 
surface; one standard and one 
timed outlet controlled by timer- 
clock for automatic operation; 
“Time Chimer” marks interval se- 
lected with finger-tip setting; white 
titanium porcelain enamel finish. 


2-oven range 
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DISTRIBUTORS 


(each one an expert on trapping 


those Reluctant Bucks!) 


Alebama Birmingham 
Auto Service Company 
California Los Angeles 
United Western Distributors, Inc. 
San Francisco 
J. J. Lukanish Company 
Colorado Denver 
The Parker Company 
Connecticut Hartford 
Emerson Radio of Connecticut 
Florida Miami 
Maloney Distributing Company 
HMineis Chicago 
Remco, Inc. 
Peoria 
Griffin Distributing Company 
Indiana §=Fort Woyne 
Femco Corporation 
Indianapolis 
Sanborn Electric Company 
South Bend 
Femco, Incorporated 
lowe Dovenport 
Tri-City Radio Supply 
Des Moines 
G. W. Onthank Company 
Kensas Wichita 
Central States Distributors, Inc. 
Kentucky Louisville 
Foster Distributing Co., Inc. 
Lovisiana New Orleons 
Lighting Fixture and Electric Supply Co. 
Mossochusetts Alliston 
Vaughn Electrical Company, Inc. 
Springfield 
Driscoll-Weber, Inc. 
Michigan Detroit 
Peninsular Distributing Company 
Grand Ropids 
Republic Distributors 
Saginow 
Northern Supply Company 
Minnesota Minneapolis 
Forster Distributing Compony 
Missouri Kansas City 
Central Stotes Distributors, Inc. 
St. Louis 
Central States Distributors, Inc. 
Montane Billings 
Northwestern Auto Supply Compony 
Nebraska Omaha 
Maloney Distributing Compony 
New Jersey Nework 
Igoe Brothers 
New York Binghamton 
Broome Dist. Company 
Brooklyn 
Charles Tisch, Inc. 
Buffalo 
Faysan Distributors, Inc. 
Rochester 
Beoucaire, Inc. 
Syracuse 
Broome Distributing Compony 


Troy 
Empire State Wholesolers, Inc. 


North Carolina Raleigh 
Nash-Steele-Warren, Inc. 
North Dakota For 
Fargo Glass and Paint Company 
Ohie Cincinnati 
Johnson Electric Supply Compony 
Cleveland 
Tecca Distributing Company 
Columbus 
Luethi ond Welch, Inc. 
Dayton 
V. J. McGranohon, Inc. 
Tole 
McGronahan Dist. Company 
Oregon Portland 
R. M. Wade and Compony 
Pennsylvania Philadelphio 
Stuort F. Louchheim Company 
we 
J. A. Williams Compony 
Wilkes-Barre 
R. B. Wall Company 
South Dakota Sioux Falls 
L. C. Lippert Company 
Tennessee Memphis 
Woodson & Bozeman, Inc. 
Texas Amarillo 
Price Supply Company 
El Paso (includes Albuquerque, 
New Mexico Territory) 
The Irion Company, Inc. 
Houston 
Perkins Distributing Company 
San Antonio 
Standord Distributing Compony 
Uteh Salt Lake City 
Deseret Appliance Dist., Inc. 
Virginia Norfolk 
Davis Distributing Company 


Washington, Seattle | Sell the name women know and frust 


Spokane 

True’s Distributing Company 
Washington, D. C. 

Southern Wholesalers 
West Virginia Charleston 

Pugh Furniture Company 
Wisconsin Milwoukee 

Taylor Electric Company 
Hawaii Honolulu 

Hawaiian Wholesale Factors 
Ontario, Canada Hamilton 

The Coffield Washer Compony, Ltd. 

















The story’s so simple it can be told in just two numbers! The big, beautiful 
Hamilton ‘300’, and the budget-priced Hamilton ‘200’—each with a 

choice of gas or electric dryers... each loaded with lots of “how-to-sell-’em”’ 
features! Yes, Hamilton has the right medicine for successful 
home laundry sales in today’s Reluctant Buck market. 


Prove it? Glad to! 


With many a redskin biting the dust 
—and more red faces than pale faces 
in view—Hamilton Home Laundry 


sales are running well ahead 
of our 1953 all-time-high! 


If you like the sound of a short line that 


covers a b-i-g market, plan a profit 
pow-wow with your Hamilton 
Distributor soon! 
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\ 
If chasing those Reluctant Bucks has your tailfeathers 
dragging, try this old Indian remedy from Hamilton . . . 
lots of market coverage for not much cash! 








y -- ore MANUFACTURING COMPANY «© TWO RIVERS, WISCONSIN 
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You can get her 
out of the dumps 




















. and that the combination costs less than she thinks!) 


WW. wouldn't be down in the dumps? All that 


work to do over again! Extra drudgery an 


automatic dryer could save her. Why make her 
wait? Sell her one with a Lovell Drying System. It'll 
save her up to 10 hours a week and get her out of 
the dumps for good. Save some time yourself. Tell 
her about these Lovell Drying System features. 


1. Thermostatic Control: 





(a) Dial provides for ten degrees of dryness. 
(b) Automatic shut-off at desired dryness. 


2. Vacuum Drying System preheats air, has highest 





drying rate, costs less to operate, reduces lint 
accumulation. 


3. New Extra-large Infrared Element has three times 
more heating area, purifies clothes, dries them 





more gently. 


4. Easy-to-unload Door is extra large, opens all the 





way. Gives full visibility. 


5. Air-cooled Cabinet allows easy access for cleaning. 





6. Easy-to-clean Lint Trap. 





7. Lint Trap Safety By-pass prevents clogging if user 





fails to empty trap. 


8. Outdoor Humidity Vent is easily connected at rear. 





9. Handy Clean-out Duct to remove sand, small 





objects. 


The Lovell Drying System is used in many leading 
makes of tumble-type dryers, both gas and electric. 
Lovell Manufacturing Co., Erie, Pa. Also makers 
of famous Lovell Pressure Cleansing Wringers. 


America’s newest household blessing 


o\| DRYING 
iy SYSTEM 


moe e? @* ELECTRIC and GAS 





(Remind every customer that she can get her wash done 
quickest with a wringer-washer and automatic dryer — 








RAYTHEON TV Set 


Raytheon Mfg. Co., 

TV and Radio Div., 

810 N. Michigan Ave., 

Chicago, 11, Ill. 

Model: Raytheon Aristocrat No. 
C-2164 TV console. 

Selling Features: 21-in. model fea- 
tures 23-tube performance; filament 
transformer to energize tubes; ana- 
stigmatic yoke of picture gives edge- 
to-edge focus; buzz control elimi- 
nates all buzzing sound in FM tone 
reproduction; UHF reception avail- 
able through use of snap-on strips. 
Price: $199.95 in natural mahogany. 





MOTOROLA TV Sets 


Motorola Inc., 
4545 W. Augusta Bivd., 
Chicago, 51, Ill. 


Models: 1955 line comprises 17 
new models—6 consoles, 6 table and 
5 “accent pieces” in a variety of 
finishes totals a 32-model line. 
Selling Features: Line includes two 
17-in. table, four 21-in. table, nine 
21-in. consoles and consolettes, and 
two 24-in. consoles. 3 price leaders 
head line: 17T20, a 17-in. metal 
table model in ebony and sand; 
21T16, similarly designed 21-in. ta- 
ble model in same colors plus ma- 
hogany; 21 K19, a 21-in. console in 
mahogany or blond 

All models except price leaders 
have aluminized picture tubes and 
tinted safctv glass. 

A new feature in most models is 
an additional AGC tube that auto- 
matically compensates for variations 
in signal strength due to distance 
etc; most modcls have picture 
tilted downward and sound box 
tilted upward: all models have re- 
movable safctv glass. 

21K22, an “accent piece” conso- 
lette has a contemporarv cabinet of 
natural birch on wrought iron stand 
with shelf designed with snap down 
legs for use as snack server. 
21K23, in mahogany or limed 
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oak is another “accent piece” con- 
solette on a swivel—rotates to any 
position; 2 large 8-in. speakers on 
opposite sides of cabinet; tapered 
legs on swivel base. 

21K24 contemporary birch de- 
sign his sliding front panel which 
pulls down over picture tube when 
not in use; detachable tapered legs. 

21C3 mahogany or blond conso- 
lette has tapered legs. 

24K4, 24in. console in ma- 
hogany or blond; 24K5 has horizon- 
tal cabinet with speaker to side of 
screen; tapered legs and mahogany 
or blond finish. 
Prices: From $129.95 for 17T20E 
to $409.95 for 24K5B. 





SYLVANIA TV Sets 


Radio & TV Div., 

Sylvania Electric Products Inc., 
254 Rano St., 

Buffalo, N. Y. 


Models: 16 basic TV sets in 1955 
line includes only one 17-in. table 
model, and one 24-in. set; the 
balance are 21-in. table and con- 
sole models. 

Selling Features: Super-PhotoPower 
chassis automatically adjusts for 
best possible picture and sound 
reception under all conditions; 
single-unit all-channel VHF-UHF 
tuner has simplified channel selec- 
tion with entire VHF-UHF range 
in one large easy-to-read dial with 
all channels from 2 to 82 marked; 
Hi-Phonic FM sound system, an 
integral part of Lombard, and M 
Maynard 21-in. consoles and Oak- 
land 21-in. console combination 
with two full-range front speakers 
—one speaker produces high treble 
notes, the other brings in full bass 
range. Hi-Phonic is also used in 
Fairfax 21l-in. table model, with 
wide-range oval speaker mounted 
on front of cabinet behind bezel 
grille. 

Silver Screen 85 aluminized pic- 
ture tube has activated silver added 
to phosphor coating on inside of 
faceplate of tube to give brighter 
picture. 

A variety of mahogany and blond 
Korina wood as well as wood- 
grained metal cabinets and are 
offered in line; Contemporary styl- 
ing: Halolite available in 10 models. 
Prices: From $169.95 for 17-in. 
table model to $499.95 for 21-in. 
console combination with AM-FM 
radio and 3-speed automatic record 
plaver. 
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WESTINGHOUSE TV Sets 


Westinghouse TV-Radio Div., 
Metuchen, N. J 


Models: 28 new TV sets. 


Selling Features: Line includes six 
21-in. table models with new con- 
trol knobs, aluminized picture tube 
in mahogany, blonde-oak and with 
or without swivel base. 

A 5-set series Decorator Capri 
models feature colored cabinets 
and color-harmonized matching 
swivel bases; all have 21-in. screens 
and are available in simulated 
leather, jet black and gold, muted 
coral or rose, muted jade or green, 
or light Colonial blue. 

Other models in line include a 
2l-in. table mode] with framed 
picture screen, aluminized tube in 
mahogany or golden-blond. Also 
in an open faced console in ma- 
hogany or blonde-oak. 

21-in. half-door consoles are also 
available in mahogany, limed-oak. 

The 24-in. models include table 
models in golden-blonde, mahog- 
any, walnut or limed oak with 
special matching swivel bases; half- 
door consoles and a full-door con- 
sole also available in various woods. 

All models can be equipped with 
single-dial, all-channel UHF tuners 
at extra cost. 

Prices: From $169.95 to $459.95. 





RVIN TV Sets 


Arvin Industries Inc., 

Radio & TV Div., 

Columbus, Ind. 

Models: Twelve 21-in. models and 

a 24-in. console comprises 1955 

line. 

Selling Features: 2 “series”, one 

with a Super-Custom or “D” the 

other with a “Rocket E” chassis; 

5 consoles, 7 table 21-in. models. 
8 top-of-line models featuring 

Super-Custom chassis include 21- 

551T and 21-553T table models 

in mahogany or blond; and con- 

soles 21-550K and 21-552K in ma- 

hogany or blond; aluminized _pic- 

ture tubes in the 553 and 552 






series. All-channel, built-in tuner 
for UHF-VHF available with Cus- 
tom sets for $30. additional. 

New styling in Custom series 
has front practically all picture, 
with the 21-in. tube deflected at 
90 deg. to permit better propor- 
tions and to minimize glare; keyed 
agc; automatic electronic stabilizer; 
cascode tuner; 2-stage video am- 
sey 41.25 mc.; the 552K models 
ave twin speakers on tilted baffle 
boards to direct sound upward; 
these consoles and 553 table 
models have tinted safety glass. 

“Rocket E-66” horizontal chas- 
sis have compact cabinets, with 
frontal area devoted to picture tube; 
control knobs within easy reach 
on side of cabinet; new type .6 
ampere tubes with heavy-duty fila- 
ments, and a special safety resistor 
to eliminate power surge; a new 
switch-type tuner; 41.25 me IF; 
5 dual-function tubes in 15-tube 
chassis; metal cabinets in mahog- 
any, willow green and gold. A 
tubular metal table in wrought 
iron is also available at $6.95 for 
the 3 “Rocket” chassis table 
models. 
Prices: From $149.95 for a 21-in. 
table model to $339.95 for blond 
console. 





SENTINEL 1955 TV Line 


Sentinel Radio Corp., 

Evanston, Ill. 

Models: Sentinel 1955 TV line in- 
cludes 9 models. 

Selling Features: Pacemaker (900 
series), have vertical chassis with 
controls on side; 901 Pacemaker 
17-in. table model in walnut, ma- 
hogany or blond grained Masonite. 
No. 911, 21-in. table model with 
metal cabinet in hammerloid black, 
mahogany or blond grained finish. 
No. 914, 21-in. console with ma- 
hogany or blond grained finish. 

Deluxe 700 series includes the 
701, 17-in. table model in mahog- 
any or blond grained finish; No. 
711, 21-in. table model with same 
choice of exteriors; and No. 714, 
2l-in. console in mahogany or 
blond wood_finish. 

Custom Deluxe series 750, 
features rectangular aluminized 
tubes, slanted filtered safety glass, 
picture depth control. Nos. 752, 
755 and 759 available in genuine 
mahogany or blond Korina. 

All sets have optional tuner 
equipped to receive all 82 UHF- 
VHF channels; standard equip- 
ment is the turret tuner adapted to 
receive 12 assorted UHF and VHF 
channels with strips. 

Prices: From $139.95 for Pace- 
maker 901, to $389. 95 for Custom 
Deluxe 758-CM full-door console. 
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Cupelait anes 


with these @ great exclusive advances in TELEVISION 








Thess two exclusive features mean more profits in 
your pocket. Capehart Polaroid® Picture Filter System cuts 
out eye-straining glare, eye-fatiguing room light 
reflections. Your customers can now enjoy a truly 
“eye-comfort picture.” Capehart Tri-Fi® 3-Speaker Sound 
Reproduction brings “concert hall” listening into the 
home—complete, rounded tonal beauty of voice and 
orchestra. Add new Super Power Chassis, Capehart’s famous 
““Mastercrafted” Cabinetry, and you've got the hottest 
profit line in °55—the incomparable Capehart! 


JOIN UP NOW! PRICE PROTECTED! 
A few valuable dealer fran- DEALERS: Check with your 
chises are available. See the | CAPEHART distributor for de- 
CAPEHART distributor for ]| tails of CAPEHART’s liberal 


your territory—or write Fort ]| price protection policy. 
Wayne for dealer franchise de- 


tails and IT&T Finance Plan. 





2 eee OTA F + 





The CAPEHART “Cortland” (Model 8C215MD). 

The ultimate in television enjoyment — eye-restful 
viewing from the exclusive Capehart Polaroid® Pic- 
ture Filter System with 21-inch aluminized tube. “Con- 








cert hall” listening with exclusive Tri-Fi® 3-speaker 
Sound Reproduction. Handsome mahogany finish 


cabinet. $33995" 


@ By Polaroid Corporation © Copyright 
Suggested retail price. Prices slightly higher in the South and West. 
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The CAPEHART “Overture II” 
(Model 2T215ES). 


Trim, modern cabinet in fashion- 
right ebony Floratone. 21-inch 
Diamond-Brilliant Picture. Exclu- 
sive wrought iron legs are 


optional. $19995" 


SEPTEMBER, 


The CAPEHART “Charlestown” 
(Model 7€215M). 


21-inch Diamond-Brilliant Pic- 
ture, Extra-sensitive super power 
chassis for superb reception. Sym- 
honic Tone. Sleek mahogany fin- 


ish cabinet. $26995* 
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PROFIT-MAKERS EVERYONE! 


a customers will perk up their ears when you demonstrate the 





a line of Capehart High Fidelity instruments. Capehart—the greatest name 






in sound reproduction equipment for years—now has the biggest profit 






line of quality High Fidelity instruments on the market. In each model, speaker, 






amplifier and cabinet are perfectly complemented for true High Fidelity 






reproduction. And “master- 












crafted” cabinetry is styled to create 






furniture of lasting beauty. Here’s 






another great profit opportunity 






from Capehart! 





The Capehart 
“RODEO” p> 


High Fidelity Model 6TP45M 






A Table Phonograph with three 
Symphonic Tone speakers for true 
High Fidelity reproduction of all 
recordings. Undistorted power 
output—3!/, watts. Tone control 
for adjustment for the listener’s 
preference. Mahogany finish 
cabinet acoustically designed 

to form special tonal chamber. 
(Wrought iron stand optional.) 


$412995° 































The Capehart high Fidelity 
“BOLERO” Model 4PH55M + 


Designed to bring out the full beauty of re- 
cordings. Amplified frequency response with- , ~ 
in + 2 db. throughout the entire audible BA > The Capehart PORTABLE PHONOGRAPH 
range. Virtually undistorted amplifier power % 
output—10 watts. Two 12-inch low frequency 
reproducers and two “tweeters.” Record Bal- 
ance Control. Mahogany finish cabinet with 
hinged lid for easy access to instrument and 





Model 23TP35BNL 


i<@ Trim, light-weight Portable Phonograph with 
famous Symphonic Tone. Automatic 3-speed 
record changer with cut-out stabilizer arm for 





record compartment. . oversize 45 rpm spindle. Handsome case in 
F $19995 brown-and-white tweed with tan simulated 
leather accents. 
$7495" 
JOIN UP NOW! PRICE PROTECTED! 
A few valuable dealer franchises are available. DEALERS: Check with your CAPEHART 
See the CAPEHART distributor for your ter- distributor for details of CAPEHART’S 
ritory —or write Fort Wayne for dealer liberal price protection policy. Bm ang oer y svn en slightly 
franchise details and IT&T Finance Plan. pee tar tc aretha pie 2 





CAPEHART — the most complete range of quality High Fidelity instruments on the market! 


CAPEHART-FARNSWORTH COMPANY—Fort Wayne 1, Indiana 


A DIVISION OF INTERNATIONAL TELEPHONE AND TELEGRAPH CORPORATION 
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PHILCO TV Sets 


Philco Corp., 

Tioga & C Sts., 

Philadelphia, Pa. 

Models: Philco 1955 TV line in- 
cludes 32 sets in 21 and 24-in. table, 
console and radio-phono-TV com- 
binations. 

Selling Features: New all-channel 
tuning system includes a single dial 
for all VHF and UHF channels; 
other features include filter-face pic- 
ture tube; Super Colorado chassis; 
electronically matched UHF* VHF; 
built-in areial; synchronizing circuit; 
FM sound with automatic bass 
compensation; a.c. only; aluminized 
picture tube is available on all but 
the 2 price leaders 4010 and 4012. 

Mahogany and blond, maroon, 
white oak cabinets; consoles are 
available in open face, full-door and 
half-door models. 

Combinations models have 21-in. 

screens; full-door mahogany cabi- 
nets, No. 4406 has a hifi TV 
chassis; aluminized filter-face tube; 
UHF-VHF built-in aerial; Hi-Fi 
phonorama sound system; auto- 
matic record changer; matched tone 
arm system: phonorama record re- 
producer; FM radio with RF stages. 
No. 4410 and 4412 has 41-mc 
chassis; illuminated station selector 
true-harmonic phono; 3-speed auto- 
matic record changer; Phonorama 
lens; AM radio. 
Prices: Table models from $169.95 
to $299.95; console models from 
$229.95 to $419.95: combinations 
from $399.95 to $1000. 





HOFFMAN 1955 TV Sets 


Hoffman Radio Corp., 

3761 South Hill St., 

Los Angeles, 7, Calif. 

Sets: 16 basic models for 1955. 
Selling Features: Soundorama Trio- 
Phonic hi-fi system features 3- 
speakers: 2 woofers and a tweeter 
with exposed diffuser horn mounted 
on a miniature “sound stage” on 
9 console models; sound system has 
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10-watts of push-pull audio output 
and reproduces sound from 20 to 
15,000 cps; 9 Pacifica models (4 
basics) designed by Hoffman as 
latest in California styling. 2 21-in. 
table models in series in “toast and 
light cherry” finish are indoor-out- 
door units in solid ash; 2 black 
iron bases, a shelf model and a 
portable “cart” are equipped with 
large wheels for easy mobility. 

2 24-in. full-door Pacificas lead 
series with special  silver-tipped 
hardware on cherrywood and limed 
oak. 3 2l-in. open face consoles 
in oak, mahogany and cherry also 
have Soundorama system. 

Prices: From $159.95 for a 17-in. 
table to $595, for a combination. 





ZENITH TV Sets 


Zenith Radio Corp., 
6001 W. Dickens Ave., 
Chicago, 39, Ill. 


Models: Melbourne, Model “X”’ 
console, Sussex, and Clarendon 
TV-Radio-Phono combination. 
Selling Features: Melbourne, 17-in. 
table model features the Cinebeam 
picture tube with darkened safety 
glass; 1-knob tuning on VHF, also 
on UHF when tuner strip is added 
at slight extra cost; built-in VHF- 
UHF antenna; blond Pyroxylin 
cabinet with embossed diamond- 
shape grain effect; also available in 
mahogany Pyroxylin. Set may be 
purchased alone or at extra cost 
with tapering legs of brushed brass. 

Model “X” 21-in. console has 
“top-tuning” controls, dual-speaker 
hi-fi sound system and 200,000 volts 
picture power; Cinebeam tube with 
darkened safety glass; turret tuner 
for VHF; phono-jack for plug-in 
phono; mahogany cabinet with Mo- 
rocco sand plastic grille; easy-glide 
casters; also available in blond. 

Sussex 21-in. traditional, full- 
door console has 20,000 volt chas- 
sis, dual speaker hi-fi system; “‘top- 
tuning” controls for picture and 
sound; Cinebeam tube; turret tun- 
ing; mahogany veneers cabinet; 
swirl mahogany doors with tulip- 
wood marquetry. 

Clarendon 21-in. hi-fi TV, radio- 
phono combination in mahogany 
veneers and solids “top-tuning” 
controls; 20,000 volt chassis; dual 
speaker hi-fi; turret tuning; Cine- 
beam tube; FM-AM radio; hi-fi 
Cobra-Matic record changer with 
stroboscope “speedometer” contin- 
uously variable speed control from 





10 to 85 rpm; separate base and 
trebel control for TV and radio- 
phono; tilt-type dual needle car- 
tridge of barium titanate with 1-mil 
diamond and 3-mil manufactured- 
saphire styli; 45 rpm spindel. 

Factory installed built-in Zenith 
all-channel UHF-VHF tuner op- 
tional at slight extra cost. 





MAGNAVOX TV Sets 


The Magnavox Co., 
Fort Wayne, Ind. 


Models: 1955 line features hi-fi 
sound. 

Selling Features: Magnarama, table 
set, features hi-fi by supplementing 
a side speaker with a hi-frequency 
auxiliary speaker with a dial panel. 

Magnavision 21, table model, 
may be mounted on wrought iron 
legs or roller table; contains a top- 
mounted speaker which provides 
“omni-directional” sound distribu- 
tion in a new cabinet and mask 
design that creates the illusion of 
a large picture. 

Metropolitan 21, table set has 
‘“Duosonic” sound speaker—2 sound 
speakers—one at side, the other at 
front of dial below screen; alumi- 
nized tube; Chromatone optical 
filter; slanted safety-glass__reflec- 
tion barrier; local-distance selector 
switch. 

Prices: Magnarama, $239.50 in 
mahogany; Magnavision 21, 
$179.50; Metropolitan 21, $198.50. 
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MAJESTIC TV Sets 


Majestic Radio & TV Div., 
Wilcox-Gay Corp., 

70 Washington St., 
Brooklyn, 1, N. Y. 


Model: New portable TV line. 

Selling Features: “Starlet’’ Port-A- 
Vision model 40, enclosed in a 
luggage carry case with leather 
carrying handle and controls on 
top of case; weighs 39 Ibs; has a 
14-in. cathode ray tube; also avail- 





able in a higher priced leatherette 
case and in a wood table model; 
measures 124 in. high, 15 in. wide 
and 184 in. deep. 

A 17-in. Port-A-Vision _ table 
model 50, has mahogany hardwood 
cabinet controls on top; blond 
finish slightly higher. 

Price: No. 40, $139.95; No. 50, 
$149.95. 





WESTINGHOUSE Radios 


Westinghouse Electric Corp., 
TV-Radio Div., 
Metuchen, N. J. 


Models: 28 new radio receivers in- 
clude clock-radio and table models. 
Selling Features: Three 4-tube table 
sets with brown, gray or aqua plastic 
cabinets with mechanized chassis. 

5-tube models include the dual- 
speaker “Sonoramic” series in 
black, ivory, maroon, tan and green. 

Radasonic series of  6-tube 
wooden cabinets with 8-in. speak- 
ers have phonojack, continuous 
tone control, ave; illuminated 
slide-rule dial, rotating tripod base 
and 3-watts undistorted output; 
2-tone cabinets in light and dark 
woods. 





Clock-radio models have 5-tubc 
horizontal clock models finishe« 
in gray, ivory, rose and green fea- 
turing block-on-block step-up de- 
sign; Telechron timers, mechanized 
chassis and radio-buzzer wake-up 
controls. 

A desk-type clock radio, “Sub- 
urbanite” 5-tube model has radio 
and buzzer wake-up controls, 
automatic turn-off slumber switch 
and appliance plug-in outlet. 
Finishes include ivory with gold, 
maroon and gold, black and gold 
and gray and gold. 

A 3-speed, AM_radio-phono 
with 45-rpm adaptor in mahogany, 
or blond has slide-rule dials, side- 
panel controls and record players 
which open fromthe top. 

Approximately 30 other porta- 
ble, clock and table models. 
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Haven't got it? Get it! Don’t miss it! 


TELECHRON 


ELECTRIC CLOCKS 


HOTTEST PROMOTION IN YEARS! 


10-DAY HOME-TRIAL OFFER with ANNUAL $15,000.00 CONTEST 











hk. § Eng 
When minutes matter...trust Braco om 


BACKED UP BY POWERFUL 
FULL-PAGE, FULL-COLOR ADVERTISING LIKE THIS 


to appear in The Saturday Evening Post, 





Homing to buy! Reny te enter! «Oe H today! 








October 9; Life Magazine, September 13. 





Loe em 92500 Hc soy m= 100 





(a eamtamm mets intr ey cm Ym, BACKED UP BY DAVE GARROWAY’S “TODAY” NBC-TV PROGRAM 
SG ae AND LOCAL TV ANNOUNCEMENTS IN THE WEST 
4 Hin 4 
oN * ‘Swe °- making sales demonstrations for you 
om J 8 - — at in millions of homes! 
7e© 3 a 5 4 
P ——— 
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Swit Becer we wth kmnous features 4 


<ocnstocciehiibeeeeashie/3. ek <a aaane > wee 1 Offer 515,000.00 Contest » 









SHE FOR YOURSELF WHY A : 
NEW TELECHRON ELECTRIC CLOCK BELONGS IN YOUR HOME 10-day home trial offer 
Go to your dealer and select the Tetechron electric clack you preter from the 
Blectrte  w winding. ro nosy tck-tock 
# styles shown here. Try it in your home for 10 days. Remember, the more 


you know about a Telechron electric clock, the better your chances to win in 
Gusranteed «tien warranty with cach lok 


Smartty styted 6 every om 9 your home 


temanen Seengtinntieniniemiehininenes AMIN IRI dM iad gece alt 








GOT IT? 


FREE 
PROMOTIONAL 
KIT 
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iy a 515,000.00 
Om 
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== 


Get it when you buy special contest and 
home-trial assortment pack. 








Order from your distributor salesman... right away! 


These six home-trial clocks include 


A. Telechoice (red), $5.98* D. Dorm, $3.98* 
B. Gracewood Luminous, $8.98* E. Decor Luminous, $7.98* 
in the line—all from $3.98 to $8.98! adi Telecrat, $6.98* F. Swirl (red), $3.98* 


*Prices plus tax. Prices and specifications subject to change without notice. 


four brand-new pre-tested clocks, 
and two of the fastest-selling clocks 











HURRY! GET SET FOR THIS SIZZLER OF A PROMOTION! 
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DEALER ORDERS 
FOR 1999 
MOTOROL 
LOOK 
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MOTOROLA TV-THE HOTTEST TV 
LINE IN THE BUSINESS TODAY! 


Motorola’s BIG LOOK spellsa Big ...Glare Down/Sound Up styling. 
Future for alert TV dealers. Here’s And, for you who want hard hitting 
the line with exclusive features you. merchandising, price leaders that 
can show... featuresthat makethe guarantee store traffic! This is your 
Big Difference: Extended Area line... Your Big Opportunity. See 
Screen...new Power-Drive Chassis it! Order now! 





17-Inch Table Model 17T20E 21-inch Table Model 21T16E 21-Inch Console Model 21K19M 
With new Power-Drive Chassis, Extended The BIG LOOK in a Big Name 21-inch A Price-Leader that can't be beat for looks or per- 
Area Screen, Distance Selector. Ebony. set at under $150. Ebony. Also in maroon, formance! The BIG LOOK picture that sells! Mahog- 
Also in blond and mahogany. blond and mahogany. any. Also in blond 


312995 $I 4995 9§99"> 


TOPPED OFF WITH THE FIRST PRACTICAL 
COLOR TELEVISION—A BiG PICTURE AT A 


OW PRICE SAIQ)F, 00 





@ 205 SQUARE INCHES BIG! pris sash velioay 
plus full year warranty 

@ FULL YEAR COLOR TUBE WARRANTY! 

@ READY FOR BIG FALL COLOR PROGRAMS! 





on color tube 


FIRST—in every way! First BIG color YOU have the edge—with Motorola Color 
picture—first LOW color price! First in TV. Useit. The early start you get will pay 
mass production! First in performance! big dividends in prestige and volume as 
First in time for the start of the big intro- color sweeps the country. Only Motorola 
ductory schedules of color TV programs. has it, has it now! Better act today! 


WATCH FOR IT! Cattar C M t | 
Motorola’s Dramatic 3-Page 
Announcement in LIFE ft 0 ro é. 


issue of September 13 








* Prices slightly higher South and West. All prices include Federal Tax and warranty. Subject to change without notice, 
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MAJESTIC Radio-Phono 


Majestic Radio & TV Div., 
Wilcox-Gay Corp., 

70 Washington, 
Brooklyn, 1, N. Y. 


Device: Majestic portable radio- 
phono, Music Mate No. 4P1. 

Selling Features: Will operate on 
self-contained batteries or house 
current; uses a battery-pack con- 
taining standard B and A batteries; 
weighs 12 Ibs. complete with bat- 
teries; measures 14 in. wide, 104 in. 
high, 5 in. deep; luggage covered 
wood case in 4 colors: red, tan, 
green or brown; push-button key- 
board operation with separate keys 
for on-off, radio, phono and adjust- 
ment to batteries; radio has built-in 
ferrite stick antenna; large radio 
dial’s inner diameter encompasses 
the rubber-rimmed turntable; vol- 
ume control can be used for radio 
or phono; crystal pickup and sap- 
phire needle in miniature tonearm; 
drop-lid of case holds a supply of 
records in place with an elastic cord. 





S-W Hi-Fi Radio-Phono 


Stewart-Warner Corp., 
1826 Diversey Pkwy, 
Chicago, 14, Ill. 
Model: 
9179. 
Selling Features: Hi-Fi table model 
radio-phono combination. 

Price: $119.95 


“Concert Grand” No. 





~~ — 


ZENITH Clock-Radio 


Zenith Radio Corp., 
6001 W. Dickens Ave., 
Chicago, 39, Ill. 


Model: Zenith deluxe clock-radio 
R521Y, R, F, W and G. 

Selling Features: Radio alarm wakes 
with Zenith long distance AM; ap- 
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pliance outlet starts coffee; double- 
duty pilot light with dimmer con- 
trol illuminates clock face or serves 
as night light; alarm set, sleep 
switch, radio alarm buttons lined up 
on clock dial base, a.c. only; ebony 
plastic cabinet with Chinese red 
grille (model Y), also in maroon 
plastic with red grille (R), forest 
green with light green trim (F), 
ivory with brown trim (W) or gray 
with white trim (G). 

Price: $44.95 maroon; $46.95 other 
colors. 





ARVIN Radios 


Arvin Industries Inc., 
Columbus, Ind. 


Models: 19 basic models include 6 
basic clock-radio sets, 4 basic port- 
ables and 4-, 5- and 6-tube table 
models. 
Selling Features: Clock line has a 
total of 19 decorator colors and 
feature a Telechron clock; Deluxe 
models have 3 knobs to control 
radio alarm and “Sleep Switch” 
which can be automatically set to 
turn radio on or off; special outlet 
permits appliances to be plugged in 
and turned on; 4 and 5-tube sets are 
available in the clock-radio line. 

Portable line includes a Sportable 
model in brown alligator, British 
tan or Scotch plaid; a ““Vacationer” 
in red, aqua or cinnamon; both are 
3-way sets. 2-battery only models 
747P with mechanical clock and 
746P in maroon, jade and tan. 

Top of table line, Polonaise 
780TFM is an AM-FM set with a 
straight a.c. 8-tube chassis; yellow 





and gold grille treatment with gold 
color knobs and a movable pointer 
dial are features; 2 separate anten- 
nas built-into set and a provision 
for an external FM antenna. 

Rainbow, 4-tube model has 6 
color choices; shatterproof cabinet; 
an a.c.-d.c. superhet. Companion 
set 842T available in biege-and- 
ivory. 

4 basic 5-tube models have been 
redesigned with 9 color choices. 

In 6-tube classification 760T in 
choice of 4 colors, has a lighted dial, 
cloth-o-gold grille; ironcore Arvin 
Magnetenna; 5-in. Alnico speaker. 


Features included in the 1955 
sets include Magna Bass amplifier 
circuits; ave; wide-range tone con- 
trol; illuminated dials. 

Prices: From $12.95 to $64.95. 





SENTINEL Radios 


Sentinel Radio Corp., 
Evanston, III. 


Models: Sentinel 1955 radio line 
includes 2 hi-fi radio-phono com- 
binations, 4 table radios, a portable 
and 2 clock-radios. 

Selling Features: Hi-Fi combina- 
tions include a console and table 
model, each available in mahogany 
or blond Korina; 357T table, fea- 
tures 3 extended range speakers 
with frequency response of 20 to 
20,000 cycles, and a 3-speed record 
changer. 

Console, 358C, features a 12-in. 
front mounted speaker and two 6- 
in. side-mounted speakers. Both 
models have built-in jack for tape 
recorder. 

All radios have Polystyrene cabi- 

nets in 6 colors: rust, red, green, 
tan, mahogany and ivory; 2 clock- 
radios featuring Telechron clocks 
were also introduced. 
Prices: Hi-Fi combinations: from 
$149.95 for table model to $219.95 
for console. Radios from $19.95 for 
No. 352 table model; clock-radios 
$29.95 and $39.95. 
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SYLVANIA Radios 


Radio & TV Div., 

Sylvania Electric Products Inc., 
254 Rano St., 

Buffalo, N. Y. 


Models: Sylvania 1955 radio line 
includes 4 table, 2 portable and 
3 clock-radio models. 

Selling Features: Serenade, price 
leader table model has a 6-tube 
chassis and 4-in. speaker; phenolic 
plastic cabinet in ebony, ivory, red 
or green enamel. 

Recital, deluxe table model has 
3-dimensional front, concave grill of 
metallic gold; also available in same 
4 decorator colors. 

Interlude, color-molded _ poly- 








styrene plastic case, powered by new 
chassis which allows for distant re- 
ception and greater selectivity; 6- 
tubes; 5-in. speaker; phonoplug; 
available in ebony, turquoise green, 
cherry or Desert sand. 

Choralier table model has deluxe 
7-tube chassis, oversized built-in 
Ferrite loop antenna; 5-in. speaker; 
“Mystic” light tuning dial; phono- 
plug built-into set; matching carry- 
ing strap; same colors as Recital. 

Catalina, all-purpose model offers 
choice of long-life battery pack for 
fringe areas, converts to a.c.-d.c. for 
indoor use. Skylark “personal” 
portable weighs less than 4 Ibs. with 
batteries; “battery-miser” switch ex- 
tends battery life. 

Nightlighter super deluxe radio- 
clock has a soft night light set into 
shadow box clock face; 6-tubes; 
slumber switch turns off automatic- 
ally at predetermined time; clock- 
controlled appliance outlet; comes 
in ebony and colors. 

Melodie radio-clock has auto- 
matic Telechron clock, slumber 
switch, anpliance outlet, buzzer 
alarm; 6-tube chassis, built-in stamp 
loop antenna; 5-in. speaker in plas- 
tic cabinet. 4 colors: ebony, red, 
turquoise or sand. 

Reveille radio-clock features Tele- 
chron movement, single control 
knob on clock face sets off-on auto- 
matic operation of radio; full-size 
deluxe cabinet. 


Prices: Table models from $19.95 
to $39.95: portables $19.95 and 
$39.95: radio-clocks from $29.95 
to $46.95. 








MAGNAVOX Radio-Phonos 


The Magnavox Co., 
Ft. Wayne, Ind. 


Models: Magnavox Concert Master 
and Symphonic Modern. 
Selling Features: Concert Master 
radio-phono includes two 12-in. 
and two 5-in. speakers plus a 20- 
watt amplifier with an AM-FM 
radio; mahogany or oak. 
Symphonic Modern, a low-boy 
cabinet in mahogany or oak, con- 
tains an AM-FM high fidelity 
radio, 3-speed record changer and 
a 2-speed tape recorder. 
Prices: Concert Master, $345 in 
mahogany; Symphonic, $745.; 
without tape recorder, $595. 
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V-M tape-o -matli 


i 

high fidelity tape recorder. 
Two-speaker, 40 to 15,000 cps system! 
Precision Tape Index Timer! 7% or 
3% ips! Rose and gray case, gray 
and gold accessories! $179.95* list. 


V-M 990 


The world’s 
smallest, lightest au- 
tomatic 3-speed port- 

| able! $69.95" list. 


V-M 972 


automatic 3- 
speed table model. 
Has exclusive Siesta 


Switch $59.95°* list. 


V-M 920 


lowest cost 
automatic 3-speed 
attachment on the 
market! $39.9 5* list. 


V-M 151 


manual 3-speed 
portable. Rich brown 
or rose and gray 


case. $49.95” list. 


"Slightly higher in the west. 
UL Approved 
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V-M 986 


deluxe automatic 3-speed 
portable. Exclusive adjustable tone 
chamber! Exclusive Siesta Switch®! 
Exclusive Lazy-Lite®! Rich brown 
or rose and gray case! $86.50* list. 


V-M 556 


with tone-o-matic. Yes, features 
exclusive V-M tone-o-matic! Exclusive 
radio or tuner input and external speaker 
output receptacles! Multiple speakers! 
$0 to 15,000 hi-fi range. Rich brown x 
or rose and gray case! $119.95* list. 






































ee 
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V-M Fidelis 
with tone-o-matic. Hear exclusive V-M tone- 
o-matic demonstration! You'll hardly believe your 
ears! Exclusive bass reflex chamber with three 
speakers angularly mounted! 40 to 15,000 cps 
audible range! Exclusive sales advantage—ma- 


hogany or blonde cabinets at same price! $149.50* 
list. (Legs, black or brass finish, optional.) 


No comparable line gives you such great profit oppor- 

tunities for so small an investment. Sound pricing of 
Voice of Music models has tremendous purse appeal for your customers, profitable mark-up 
for you! Sound V-M features (lots of exclusives) are easy to demonstrate . . . help you close sales 
quickly. Voice of Music styling is sound too! It gives you a wide choice of beautiful models to 
satisfy customer’s preferences. Yes, the Voice of Music is a complete family of fine instruments, 
with every model justifying its position of prominent display! Sound V-M planning offers 
efficient inventory control yet affords customer-satisfying selection! Your V-M space sets the 
pace in profits for you . . . puts your business on a sound basis! Contact your V-M Distributor 
Salesman today. He has the Sound Line to build your profit! 





V-M CORPORATION, BENTON HARBOR, MICH IGAN—WORLD’'S LARGEST 
MANUFACTURER OF PHONOGRAPHS AND RECORD CHANGERS 





pees ae, 
_ om V-M 121] 
V-M 13] 
manual 4-speed 
manual 4-speed portable. World’s 
portable. Has 2-needle ~ smallest, lightest! Red 5 
tone arm, pop-up 45 fe Or green Styron 475 
spindle, separate tone case! $22.95* list. 
and volume controls! Same unit, less amplifi- 
Gray and rose leather- er, is Model 120 attach- 
ette. $29.95* list. ment. $16.95* list. 
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CONTINENTAL Portable 
Radio 


Continental Radio Corp., 
1632 N. Wells St., 
Chicago, 14, Ill. 


Model: Continental 3-way portable 
radio No. B-5400. 

Selling Features: Operates on a bat- 
tery or a.c.-d.c.; Polystyrene cabi- 
net; features 4 tubes plus Selenium 
rectifier; two IF transformers; slide 
rule Vernier drive dial; large Al- 
nico V dynamic speaker; built-in 
high “OQ” antenna; 8} x 7 x 44 in. 





CBS-COLUMBIA Radio 


CBS Columbia, 

TV and Radio Div., 

3400 37th Ave., 

Long Islond City, 1, N. Y. 


Device: No. 5165 table radio has 
been added to 1955 line. 

Selling Features: 
circuit; a.c.-d.c.; built-in antenna: 
vernier tuning; avc; easy-to-read 
dial highlights brass and_ plastic 
front; weighs 54 lIbs.; available in 
3 decorator colors; ebony, ivory and 
maroon. 


5-tube superhet 


Price: $29.95 ebony; $32.95 ivory 
or maroon. 





MITCHELL Radio-Phono 


Mitchell Mfg. Co., 
2525 Clybourn Ave., 
Chicago, Ill. 


Device: Mitchell radio-phono No. 
1301. 


Selling Features: 3-speed automatic 
changer automatically plays as many 
as 10 records at one loading; han- 
dles 7, 10 and 12-in. records, all 
3 speeds, or any 10 or 12-in. rec- 
ords of same speed intermixed; 
radio tunes all AM standard broad- 
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casts from 540-1620 kcs; built-in 
“Air-Magnet” antenna; illuminate, 
easy-tune dial; heavy-duty oval Al- 
nico PM dynamic speaker; balanced 
pickup arm, reversible cartridge 


with dual needle; mahogany veneer 
cabinet 153 in. wide, 183 in. deep 
and 9 in. high. 60 cycles a.c. only. 
Price: $99.95. 





ZENITH Radio 


Zenith Radio Corp., 
6001 W. Dickens Ave., 
Chicago, 39, III. 


Model: Zenith “Advance” AC-DC 
table radio, R512F, V, R and W. 
Selling Features: 6 easy-to-reach 
push-buttons on top to make sta- 
tion selection quick and accurate; 
for manual dialing a “finger beam” 
of light points out station numbers; 
Zenith-built Alnico 5 speaker; 
Wavemagnet antenna; convenient 
pickup handle; plastic cabinet in 
forest green (F , Chinese red (V-, 
maroon (R) and ivory (W). 
Prices: $39.95 in maroon, 
colors, $41.95. 


other 








ANDREA Radio 


Andrea Radio Corp., 
Long Island City, N. Y. 


Device: Andrea all-wave portable 
radio. 

Selling Features: Compact, 6-tube 
portable features world-wide recep- 
tion with continuous shortwave 
coverage from 16.2 to 150 meters 
plus broadcast band; operates on 
110-120 volts a.c. or d.c., or with 
self-contained long-life dry cell 
batteries; ‘““Climate-sealed”; avail- 
able in black luggage type cabinet 
with contrasting band. 

Price: $89.95 excluding batteries. 


ADMIRAL Radios 


Admiral Corp., 

3800 Cortland St., 

Chicago, 47, Ill. 

Models: 2 new radios; 5R32 table 
model and 5S32 clock-radio. 
Selling Features: 5R32, 5-tube ta- 
ble model has full-size speaker; 
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printed circuit; a.c.-d.c.; built-in 
antenna; ivory or mahogany; colors, 
$2. additional. 

Clock radio 5$32, has 5-tube 
printed circuit chassis, built-in an- 
tenna; ivory or mahogany modern 
cabinet; in colors, $3. extra. 
Prices: 5R32, $14.95; 5S32, $24.95. 





B & R Clock-Radio-Phono 


B & R Electronics Co., 
1701 Boone Ave., 
New York, N. Y. 


Device: B & R_ portable clock- 
radio-phono combination, PR- 
200-C, 

Selling Features: Includes a 3-speed 
record player that plays all size 
records (7, 10 and 12-in.); a radio 
with built-in loop antenna; and an 
automatic Sessions clock with self- 
starting movement; radio or phono 
turns off automatically; luggage 
type case in 2-tone leatherette. 
Price: $39.95. 





AUDIOGERSH Phonos 


Audiogersh Corp., 
New Haven, Conn. 


Models: Miracord SA100 automatic 
record changer and Miraphon XM110 
manual player. 

Selling Features: Miracord is equipped 
with magic wand spindle to change 
records simply and _ carefully—rec- 
ords rest on 3 different points and 
their weight is borne by spindle mech- 
anism which is designed so that weight 
of only one record is on spindle which 
changes records. No pusher arms; ma- 
roon lacquer finish; rubber matted 
turntable and controls. 4 pushbuttons: 
start, pause filter and repeat; plug-in 
head accommodates GE, Sonotone, 
Pickering, or Electro-Voice cartridges. 
Turntable and tone arm suspended in 
double row covered _ballbearings; 
4-pole motor. 

Miraphon XM110 manual player 
has 3-speed drive for 334, 45 and 78 
rpm; 4-pole motor with high constant 
speed factor is mounted in vibration- 
free bearings; noise-reducing plastic 
tone arm suspended in ball bearings; 
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plug-in head accommodates choice of 
cartridges and tone arm has special 
adjustment screws to compensate for 
weight of cartridge. 





SYLVANIA Hi-Fi Phono 


Radio & TV Div., 

Sylvania Electric Products Inc., 
254 Rano St., 

Buffalo, N. Y. 


Device: Sylvania Hi-Fi phono No. 
916 with “Surround Sound.” 
Selling Features: Employs 3 speak- 
ers—a treble speaker on each side, 
and a bass speaker in front; 2 
“Reflectone” side doors may be 
set at desired angles to beam sound 
from treble speakers in any direc- 
tion; front bass speaker directs 
sound straight out. “Tone-trols” 
adjust tonal quality mixing high 
treble notes and low bass notes. 
Automatic record changer plays 7, 
10 and 12-in. records at all speeds; 
may be operated manually; feather- 
light tone arm employs 2 manu- 
factured sapphire needles; “Tell- 
Tale” light glows when instrument 
is on; “auto-off” control turns off 
changer and all power after last 
record has been played. Housed in 
“bass-reflex”” cabinet in mahogany 
or Korina; may be_ transformed 
into consolette by adding wrought 
iron legs. 

Price: Mahogany, $149,95; blond 
Korina, $159.95 





MITCHELL Phono 


Mitchell Mfg. Co., 
2525 Clybourn Ave., 
Chicago, Ill. 


Device: Mitchell Personal 3-speed 
portable phono, No. 1298. 

Selling Features: A motor with se- 
lector dial for 334, 45 and 78 rpm 
speeds; accommodates 7, 10 or 12- 
in. records; adapter spindle for 45 
rpms; balanced pickup arm gives 
even tonal quality; osmium-tipped 
needle; built-in audio amplifier with 
Alnico PM dynamic speaker; self- 
contained in 2-tone brown and 
beige carrying case; operates on 105- 
125 volt, 60 cycle a.c. 

Price: $27.95. 
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Sensational News For Every Homemaker... 
Record Advertising Support For You! 


Here’s the Exclusive New 
FARBERWARE Feature 
That’s Revolutionizing 
the Coffeemaker Market! 

















Dealers everywhere have found Farberware's exclu- 
sive Super-Speed feature the most dramatic appliance 
sales story in years. Just imagine what it means to 
be able to tell a customer that these new Farberware 
Automatics brew delicious old-fashioned coffee faster 
than she can boil water for instant coffee. 


8 CUPS Here at last are coffeemakers that not only superbly 
IN 7 MINUTES! cover the gift market, but whose amazing features 
make them a vital appliance for day-in, day-out use 
in every home! Only Farberware makes these remark- ° 
able Super-Speed Automatics—and only Farberware 
has a complete line — 4, 8 and 10 cup sizes plus at- 
tractive gift sets. You can trade up with Farberware 
and satisfy every family, hostess or gift requirement! 


BIG SPACE ADS IN TOP 
NATIONAL MAGAZINES iin. coca 


Housekeeping, McCall’s, Better Homes & Gardens, 
Woman’s Home Companion. 


LOCAL MARKET TIE-IN — 
PROMOTION PACKAGE including 


Newspaper Mats, Window Streamers and 
Sales-Clinching Dealer Mailing Pieces. 


WAY : 
QUICKEST, EASIEST < AY 
TO MAKE COFFEE “3 — This DRAMATIC ‘al eS, Sala 
IN THE — - > bac! Wales True (fe 


Full-Color Flashi 
t modern of all coffeemakers . 


. is Ss ’ . iT thay z 
Imagine! bine ae brews coffee right from the Action Display 7 5 lr thay San ray bil hater 
is so fast, it actua _ Her less time than you can é, 

ds in Less J — ’ 


10 CUPS 
IN 8 MINUTES! 


i ural groun ; 7 
rich, nat “ss nt coffee.” Nothing to watch, to set, to forget! 
boil water for insta 

exclusive design an 
it skips the old-fashioned 


10 


iracle Stops perking when co® 
d mira ie peak flavor, ther ~ 
warm- - 


IT PAYS TO SELL THE BEST... 


Super Speed 4 cup $23.95 List Price 
FARBERWARE Super Speed 8 cup $28.50 List Price 


Super Speed 10 cup $30.95 List Price 
AUTOMATIC Cup-a-Minute COFFEEMAKER 
S. W. FARBER INC., NEW YORK 54, N.Y. 
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HAVE A PROBLEM 


winning dealer influence 


... here’s help from the trade publication that 
can really give it. 


Dealer influence is worth millions... for dealers 
can push your line or switch customers to other 
brands. If dealers are switching your prospects 
to other lines you really have a problem. You’re 
losing part of the market which really belongs 
to you. 


How to get dealers on your side? You’ve got to 
sell them. Your sales force can’t do it alone. Your 
distributors need support. Dealers want facts 
about the market, sales trends and ideas along 
with new product information. ELECTRICAL 
MERCHANDISING is the one trade publication 
which does an outstanding job of giving them 
what they want to help you get them on your 
side. And, it is the one publication which has... 


1. An editor and field staff who are in personal 
touch with daily operation in the industry... 
who know more about the retail successes 
that are occurring every day than anybody 
else. You may need this know-how some day. 


bo 


A research department that is respected the 
length and breadth of the industry. It pro- 
vides trend information and correlations of 
figures that no one else even attempts. The 
phone rings constantly in this office. People 
seeking information from a reliable source. 


3. A working panel of 366 carefully selected 
dealers located from coast to coast. When you 
want realistic marketing advice here are ex- 
perienced retailers familiar with local sales 
problems who give such information just to 
this one trade publication in the field. 


4. More than 39,000 screened and selected sub- 
scribers. Not everybody is permitted to buy 
ELECTRICAL MERCHANDISING. If you know 
your trade, you’ll recognize these subscribers 
as an audience of leaders. 


In these days when dealers agree that it is easy 
to switch customers from one nationally adver- 
tised brand to another at will it is important to 
make sure that dealers are switching customers 
to you rather than away from you. 


Build yourself into the leading promotional 
appliance-radio-TV publication where you can 
reach America’s top promotion minded dealers 
...and get the cream of the nation’s distributor 
executives too. Concentrate your trade advertis- 
ing in ELECTRICAL MERCHANDISING with domi- 
nating space. You'll be a known factor in the 
market and make the right impression to get the 
right people working for you. . . the ones who 
can switch business your way. 


ELECTRICAL MERCHANDISING comes first when 
it comes to winning dealer influence for your 
product. 


® ELECTRICAL @ fo 


will 


UCU TEA ELEY ELE over tne mort! atome 
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WESTINGHOUSE Hi-Fi Units 
Westinghouse Electric Corp., 
TV-Radio Div., 
Metuchen, N. J. 
Models: 3 Hi-Fi units: Sympho- 
naires 467 R6 and 468 R6-C; Sym- 
phony Hall models 469 R12, 470 
R12; and 480 C-12. 
Selling Features: No. 467-R6, AM 
radio-3-speed phono combination, 
has an 8-in. speaker, phono-jack, 
continuous tone control, avc; an 
illuminated slide-rule dial; 6 tubes; 
mahogany wood cabinet; 3 watts 
undistorted output; available in 
3 combinations: with matching 
legs as model 467 R6-1; with 
matching record storage cabinet as 
base, 467 R6-R; and with matched 
wood cocktail table, 467 R6-C. 
468 R6 in blond mahogany is 
available in same combinations. 
Symphony Hall sets, mahogany 
or blond, have 12-tube AM-FM 
radios, 3-speed phono combinations 
with reluctance pick-up; 2 hi-fi 
speakers; 12 and 34 in. diam.; 
10-watt minimum undistorted out 
put; acoustical response range from 
35 to 15,000 cycles; separate ampli- 
fiers for phono and radio, bass, 
treble, tuning, and 3-position AM 
FM phono-switch controls; avail 
able with similar accessories as the 
Symphonaire models. 
Prices: Symphonaires from $169.95; 
Symphony Hall, from $339.95 





COLUMBIA Hi-Fi Phono 


Columbia Records Inc., 

799 Seventh Ave., 

New York, 19, N. Y. 

Model: Columbia No. 325 (360K) 
hi-fi table phono and a new 
AM-FM ‘Tuner. 

Selling Features: No. 324 phono 
has 50 to 20, cps frequency range; 
4 extended range speakers includes 
2 K-speakers; automatic, 3-speed 
record changer has velocity trip 
mechanism; retracting drive wheel; 
new manual position; muting 
switch; 2 sapphire needles on bal- 
anced tonearm; GE wide-ranged 
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magnetic cartridge; hi-fi a.c.-type 
amplifier; 4-pole balanced motor; 
loudness control knobs for bass 
and treble control; jack and switch 
for use of new AM-FM tuner No. 
340; automatically shuts off ampli- 
fier and changer after last record; 
available in a table or portable 
model; table model has mahogany 
or blond wood cabinet; portable 
has wood case Neolite cover in sun- 
tan, blue, pink, green or grey. 

No. 340 AM-FM tuner has vol- 
ume, treble, on-off, bass, band 
switch and tuning controls; drift- 
free, superhet circuit; easy-to-read 
FM-AM dials light up separately 
when used; AM band 500 to 1600 
ke; FM band, 88-108 mc.; mahog- 
any. 

Price: Phono, $149.95 in mahog- 
any; $159.95 in blond; Tuner, 
$99.95. 





MOTOROLA Hi-Fi Phonos 


Motorola, Inc., 
4545 W. Augusta Bivd., 
Chicago, 31, Ill. 


Models: Motorola enters Hi-Fi field 
with 2 “Masterpiece” models 
64HF1 and 54HFI, also 2 other 
record players. 
Selling Features: 64HF! console 
unit, available in mahogany or limed 
oak, features 15-in. woofer and 3 
in. tweeter; 10-watt output, less 1 
percent distortion and frequency 
range from 30 to 15,000 cycles; 
sapphire stylus in flipover cradle 
track; ceramic type cartridge; sepa- 
rate bass and treble tone controls; 
a loudness control increases treble 
and bass as volume is reduced. 

S4HF, table model has exterior 
baffle at bottom which deflects 
sound evenly in all directions 2 
matched speakers—a 6 and an 8-in. 
type at bottom of cabinet above 
baffle area; an extension speaker out- 
let is located at back. Has same tone 
arm and other features as 64HF', 
both play all sizes and speeds—and 
intermixed of same speed. 

34F 1, lightweight portable phono 
in green and white leatherette has 
3-speeds; plays all size records; has 
two 5} in. speakers on opposite 
sides of cabinet. 

53F2 radio-phono plastic table 
top model retained from former line 
features FM radio, 3-speed record 
changer and a 6x9 in. oval speaker. 
Prices: 64HF1, $199.95; 54HF1, 
$179.95; 34Fl, $79.95; 53F2, 
$99.95. 





DYNAVOX Portable Hi-Fi 


Dynavox Corp., 
40-05 21st St., 
Long Island City, N. Y. 


Device: Dynavox hi-fi portable 
phono No. 507. 

Selling Features: New “Dynascopic 
tone chamber’; VM _ automatic 
record changer with a hi-fi ceramic 
cartridge and 2 sapphire tipped 
permanent type needles; 4-tube 
push-pull hi-gain amplifier with 
frequency responses from 40 to 
13,000 cycles; variable volume con- 
trol; automatic bass compensation; 
variable treble control; pilot light 
indicates when unit is on; plywood 
case covered with vinyl Fabrilite in 
suntan, brass hardware. 

Price: $89.95. 





WEBCOR Phonos 


Webster-Chicago Corp., 
5610 W. Bloomingdale Ave., 
Chicago, Ill. 


Models: 1955 line features 4 new 
Webcor phonos, 2 hi-fi models. 
Selling Features: Rivinia console 
hi-fi phono has frequency response 
of from 30 to 20,000 cycles; 3 
speakers: 2 10-in. and one 34 in. 
located at either side and at front 
of acoustically designed and _bal- 
anced cabinet; uses Webcor auto- 
matic 3-speed record changer giving 
up to 4 hrs. music with automatic 
shut-off after last record; G-E mag 
netic cartridge pickup with matched 
preamplifier; separate volume, 
treble and base controls permit 
tone to be modulated and accented 
without distortion; cabinets har- 
monize with furniture periods in 
striped African mahogany or limed 
oak. 

Webcor Musicale 3-speaker hi-fi 
table phono has newly designed 
acoustically balanced cabinets in 
mahogany, blond or a choice of 





colors and finishes in luggage-type 
portable cases. 

Concerto, a 3-speaker table 
model, features wide-range am- 
plifier, continuously variable tone 
control; dual needle ceramic 
pick-up; mahogany or limed oak. 

Allegro, a wood cabinet counter- 
part of portable Holiday, has a 
center fin that raises speaker grilk 
above table. 





Midge, available as a phono or 
a radio-phono; plastic case with 
integral speaker grill and carrying 
handle in 4 pastel colors; light- 
weight case designed so instrument 
plays horizontally as a phono, or 
vertically as a radio. 
Prices: Ravinia, $249.94 in mahog- 
any; Musicale, $149.50; Concerto, 
$119.95 in mahogany; Allegro, 
$99.50 in mahogany; Midge phono, 
$29.95; radio phono, $49.95. Blond 
models are usually $10. higher. 





PHILCO Hi-Fi Phono 


Philco Corp., 
Philadelphia, Pa. 


Model: Philco’s first hi-fi table 
phono No. 1347. 

Selling Features: New ‘‘electro- 
static’ speaker provides distortion- 
free sound reproduction up to 
frequencies of 20,000 cycles; cyl- 
indrical in shape, and located on 
front of set, the speaker operates in 
conjunction with an 8-in. balanced 
dynamic speaker to produce true 
hi-fidelity. Entire sound system is 
set in a contemporary, acoustically 
balanced cabinet to eliminate dis- 
turbing resonances; 3-speed auto- 
matic record changer, has dual 
sapphire needles for standard and 
long playing records, and “encore 
switch” which automatically shuts 
off or permits replay of last record; 
an all metal, 45 rpm record spindle 
is also available. Tube saver resistor, 
full fidelity reproducer; boom gate 
and 6-watt amplifier are other fea- 
tures. Available in mahogany or 
blond. 

Price: $149.95, mahogany, $159.95 
blond. 
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Table close to range saves steps. 
Ventilating fan in ceiling 
draws off heat and moisture. 


The Harvey Starkey kitchen 
achieves cool look from color 
scheme, draperies, and plants. 

Venetian blinds filter hot sunlight. 


Most women who have to cook in summer 
are hot. What better time to show them 
that a kitchen doesn’t have to be hot, and 
can be a pleasant place to work? 
SuccessFuL Farminc for July has an 
article titled “Farm kitchens—cool and 
collected” with color photographs of cool. 
modern kitchens already installed in farm 
homes—and hot news to SF women readers 
who have larger families that eat more! 
These SF families are hot prospects for 
anything for the home—have an average 
income around $10,000 yearly. Three out 
of four are in the top 39% that get 88% of 
national farm income. A bloc of buying 
power, the equivalent of another national 
suburbia! A market no manufacturer can 
reach as effectively, and cheaply, as in 
SUCCESSFUL FarminG. Ask any SF office! 


MEREDITH PuBLISHING Co., Des Moines... 
New York, Chicago, Cleveland, Detroit, 
Atlanta, San Francisco, Los Angeles. 


























Mrs. Starkey saves trips to basement by installing 
the freezer in her kitchen. Sink in adjacent 
laundry room helps to keep the kitchen clean, 


Chintz tier curtains keep out noonday sun, and two 
windows let in breeze from plains . . . in this 


well-planned kitchen of the Wayne Hendricksons. 
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Helps sell OSTER Products 
and their exclusive features in 
oughout America. 
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the original liquefier -biender 







Handiest appliance a woman can 
own! Does hundreds of food- 
processing chores. Blends sauces, 
gravies—chops nuts and vegeta- 





/ Oster Electric 


Food Mixer 
—world’s only portable with 








bles for salads — purees for soups, exclusive Knee-Action self- Oster Double-Action 

baby foods —blends tasty budg- adjusting beaters. Stainless ‘ 

et-saving sandwich spreads from steel beaters adjust to fit Knife Sharpener 

left-overs. Exclusive Flex-O- curves of all bowls—makes Hollow-grinds both sides of blade 
Matic Seal; fits all stand- all mixing easier. 3-speeds, at once, safely, in seconds. Does 
_\ canning jars for seal- wall bracket, longer cord, a professional factory-sharp job 
_\ storing in same jar. complete with recipes. on almost any type knife. 





Raycine Home Hair-Cutting Sets— 
Everything needed for the whole family. 





rR 
es 
Oster Airjet Hair Dryer for “dl Oster Massagett—light-weight 
faster, safer drying. — for home massaging. 


Get in on this all-out campaign! 


Seo your Outer Btetihater today .. . er wile Bop? 129 MANUFACTURING CO., MILWAUKEE, WISCONSIN 


in Canada: W. D. Elmslie Lid., Montreal 
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RCA-VICTOR Tape Recorders 


Radio Corp. of America, 
30 Rockefeller Plaza, 
New York, 20, N. Y. 


Models: New line of RCA portable 
push-button magnetic tape record- 
ers. 

Selling Features: Deluxe (SRT-401) 
features RCA-developed bi-coustic 
tone principle which enables loud- 
speaker to produce a dou-directional 
tone similar to that produced by 2 
built-in speakers; also features an 
external jack for plug-in of addi- 
tional loudspeaker. 

Senior, (SRT-402), 2-speakers 
built-in, plus an external jack for a 
separate extension, also features an 
automatic footage counter which 
enables operator to locate for play- 
back certain portions of reel. 

Executive (SRT-403) features 7- 
watt push-pull amplifier ample for 
dribing its 3 built-in speakers. 2 
“woofers” and a “tweeter”, or 2 
large external speakers, also has a 
footage counter. 

All models operate at 3.75 or 7.5 
ips speed; record or playback up to 
2 hrs. on single reel; rewind in less 
than 3-min.; use all sizes tape reels 
up to 7-in. diam. compact cabinets 
have storage compartments for 
microphone, reels and cord. 

Prices: Deluxe, $169.95: Senior, 
$199.95; Executive, $229.95. 





CRESTWOOD Recorder 


Daystrom Electric Corp., 
Crestwood Recorder Div., 
Poughkeepsie, N. Y. 


Device: Crestwood’s push button 
“300” and the Hi-Fi “400” series 
tape recorders in wood cabinets. 
Selling Features: Wood tones avail- 
able are walnut, mahogany and 
Korina blond; console units contain 
extended range dynamic speakers, 
fully baffled for complete range re- 
productions a 10-watt amplifier pro- 
vides adequate volume for full fidel- 
ity range of 30 to 13,000 cycles plus 
or minus 2 db of the “400” series. 
Prices: “300” in console cabinet, 
$299.50; “400”, $399.50. 
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COLUMBIA Tape Recorders 


Columbia Records Inc., 
799 Seventh Ave., 
New York, 19, N.Y. 


Models: 2 Columbia-Bell Howell 
tape recorders No. 355 table and 
No. 350 portable. 

Selling Features: No. 355 features 
Kilosphere or “K” speaker system 
(Columbia’s 360K speaker) with 4 
extended range speakers; 50 to 
20,000 cps frequency range; one 
recorder and one eraser; 3 heavy 
duty 4-pole motors for transport, 
take-up and forward-rewind; hi-fi 
amplifier with balanced pre-ampli- 
fying system; 8-watts undistorted 
push-pull; 2 tape speeds: record 
play, fast forward and fast rewind. 
Recording time 1 hr. at 74 ips and 
2 hrs. at 33 ips; 6 push-button con- 
trols on right side of recorder; 
single control speed selector; elec- 
tronic level indicator; 2 flashing 
beacons indicate correct recording 
level; manual turn-over for dual 
track selection; automatic tape ten- 
sion control; ree] material locator; 
mahoganv or blond cabinet. 

No. 350, hi-fi portable recorder 
has lightweight, aluminum frame 
cabinet with light grav finish: roll- 
away tambour cover for carrying; 
plays with front or back open or 
shut; weighs 38 Ibs; 10-in. round, 
2-wav extended range speaker: 50 
to 10.000 cps frequency range. 
Price: No. 355, $299.50; No. 350, 
$249.50 


RECORDIO Tape Recorder 


Wilcox-Gay Corp., 
Charlotte, Mich. 


Device: Recordio push-button tape 
recorder, No. 4A10. 

Selling Features: Portable magnetic 
tape recorder; dual speeds and dual 
tracks; records at 33 and 7% in. 
tape per sec; uses all size reels up 
to 7 in., in diam.; recording, play- 
back and winding services con- 
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trolled by Prest-O-Matic keyboard 
with push-buttons marked “re- 
verse”, “record”, “stop”, “play” 
and “forward”, tape storage com- 
partment at rear of machine; ex- 
ternal speaker jack for earphone 
monitoring. 


Price: $149.95 


ee 





SENTINEL Tapemaster 


Sentinel Radio Corp., 
Evanston, Ill. 


Device: Sentinel ““Tapemaster” tape 
recorder and player. 

Selling Features: A dual speed in- 
strument operates at 3% and 74; 
features a dual track recording pro- 
viding 2 hrs. music on a 7-in. reel; 
other features include fast forward 
and rewind speeds; input jacks for 
microphone, radio-phono and pub- 
lic address systems; high impedance 
output jacks for external speaker of 
amplifier; a frequency response of 
65 to 10,000 cycles at 74 ips; 
weighs 20 Ibs. including carrying 
case. 


Price: $124.50. 





PENTRON Tape Recorder 


Pentron Corp., 
777 S. Tripp Ave., 
Chicago, 24, Ill. 


Model: Pentron multi-speed port- 
able tape recorder No. TR-4. 


Selling Features: Hi-reproduction; 
dual speed, dual track operation 


74 and 33 in. tape speeds with. 


push-button speed change; 2 hrs 
performance at low speed, 1-hr. 
at high; editing key for deletion; 
positive intcrlock control switch; 
4 jacks on front panel operate 
microphone input jack; radio in- 
put jack for recording directly 
from radio, phono or TV; auxiliary 
speaker jack for direct connection 
to any external speaker and auxil- 
iary amplifier jack for connection 





to external amplifier, monitoring 
etc. 

Redesigned case; lid may be 
closed for operating and carry with 
5-in. or 7-in. reels; 2-tone brown 
cover; frequency range 50 to 9500 
cycles at 74 ips; 6-in. Alnico 
speaker; weighs 27 Ibs. 

Price: $189.50 including micro- 
phone, reel of tape, take up reel 
and instructions. 





PENTRON Tape Recorder 


Pentron Corp., 

777 S. Tripp Ave., 

Chicago, 16, Ill. 

Device: Pentron Hi-Fi tape re- 
corder PMD-1. 

Selling Features: Consists of Pen- 
tron’s No. HFP-1 preamplifier in- 
termatched its 9T-3M tape trans- 
port mechanism pre-mounted in 
carrying case; ready to plug into 
any audio amplifier, radio, ‘T'V or 
radio-phono combination. Features 
include Frequency Response 50 to 
12,000 cps to 3DB; illuminated 
VU recording meter; 2 tape speeds, 
and up to 2 hrs. recording or play- 
back time; 4-shaded pole, self-start- 
ing induction type, balanced motor; 
specially designed recording heads 
have removable pole places. 

Price: $134.50. 





AMPRO Hi-Fi Recorder 


Ampro Corp., 
2835 N. Western Ave., 
Chicago, III. 


Device: Ampro Hi-Fi 2-speed tape 
recordcr, No. 757. 

Selling Features: Records and plays 
at 33 or 74 in. per scc.; slower 
speed provides up to 2 full hrs. play- 
ing and recording; higher speed pro- 
vides extended sound frequency 
range needed for recording fine 
music; frequency response at 74 is 
frem 40 to 12,500 cps. 

Also available in a tape recorder- 
radio combination model—built-in 
radio uses tape recorder’s amplifica- 
tion system; features piano key con- 
trol system operating play, record, 
rewind, fast forward and stop. 
Price: $239.95. $34.50 extra with 
radio. 
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RMS VHF Antennas 


Radio Merchandise Sales Inc., 
2016 Bronxdale Ave., 
New York, 62, N. Y. 


Models: The Phantom line of 
ghost-reducing VHF antennas DX- 
213, 2213 and 3213. 

Selling Features: Brings optimum 
gain and ghost free pictures in 
strong, medium and weak signal 
areas; DX-213 single bay; DX- 
2213, stack; DX-3213, 4-wave stack 
has @ in. butt seamed aluminum; 
2-bay and half-wave stacked models 
come with stacking bars; all models 
have a parasitic reflector for addi- 
tional high band gain. 

Prices: DX-213, $17.75; DX-2213, 
$36.50; and DX-3213, $47.50. 





JFD Antenna 


JFD Mfg. Co., Inc., 
6101 16th Ave., 
Brooklyn, 4, N. Y. 


Device: JFD 8-bow antenna with 
calibrator, UHF-208. 

Selling Features: Calibrator. is a 
custom-built, graduated slide; con- 
nects bow to screen element; e€as\ 
to peak for any UHF channel or 
group of UHF channels; adjusts 
wavelength between bows and 
grids, providing higher signal-to- 
noise ratio and better selectivity; 
side-by-side stacking of two 4-bay 
bows; aluminum bowties; zinc- 
plated steel reflectors; preassem- 
bled. 


Price: $25.95. 


Sy 
. 
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WELCO Antenna 


Welco Mfg. Co., 
225 S. Third St., 
Burlington, lowa. 


Device: Sabre No. 100 antenna 
with Miracle Phase. 
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Selling Features: Miracle Phase 
isolates undesirable interaction and 
loading of phased elements, used 
with bi-philler broadening and 
phase-inverting elements, it allows 
the low band dipole to function 
with proper gain and pattern re- 
sponse in high band; has uniform 
low band coverage (2-6) and high 
band gain (7-13); high front to back 
ratio cuts co-channel interference. 


ATR Inverter 
American TV & Radio Co., 
St. Paul, Minn. 
Device: ATR tape recorder inverter. 
Selling Features: Designed for op- 
erating standard a.c. tape recorders, 
wire recorders, dictating machines, 
radios, razors, mixers, record play- 
ers etc., from d.c. voltages in autos, 
buses, boats, trains and planes. Op- 
erates from the 6 or 12-volt d.c. 
sutomatic storage battery system 
and provides 110 volts a.c. house 
hold electricity for operating above 
mentioned a.c. appliances. Comes 
with mounting brackets for under 
dash or trunk mounting; remote 
control unit is available for use 
with inverter in trunk compart- 
ment. 





CHANNEL MASTER Antennas 


Channel Master Corp., 
Ellenville, N. Y. 


Devices: Econo-Bow all-channel 
UHF antenna No. 418; Twin 
Multi-Bow No. 410-8. 
Selling Features: Econo-Bow, de- 
signed for primary and secondary 
reception areas, when stacked it is 
spaced at a full wavelength, pro- 
viding highest stacking gain. 2-stage 
stacking transformer maintain con- 
stant impedance. Single-bay gain 
runs from 4 to 7 db; stacked an- 
tenna ranges from 7 to 124 db.; 
aluminum sheet dipoles; “‘free- 
space” terminals; preassembled; 
bow snaps onto screen and is 
fastened to mast without U-bolts. 
Twin-Multi-Bow UHF antenna, 


an 8-bay Bow-Tie and screen an- 
tenna with 1640 sq. in. screen area; 
high gain ranges from 124 to 164 
db; preassembled—screens _are 
hinged to swing open, preassem- 
bled dipole assemblies snap into 
place and fasten to mast without 
U-bolts; high-impact molded in- 
sulators; “free-space” terminals and 
heavy gauge steel screens. 

Prices: Econo-Bow, $2.91; Twin 
Multi-Bow, $20.83. 





SARKES TARZIAN Tuner 


Sarkes Tarzian Inc., 
Tuner Div., 
Bloomington, Ind. 


Device: Sarkes Sparks Tarzian UHF- 
VHF UV-13 tuner. 
Selling Features: 2 separate tuners 
mounted coaxially and plugged to- 
gether to make a single, compact 
unit, the complete tuner consists 
of a cascode VHF tuner, V-13 that 
employs a 6BZ7 R.F. amplifier 
and a 6U8 oscillator-mixer; covers 
channels 2 through 13, and is of 
the channel switching type with 
tine-tuning control brought out 
concentrically in front of channel 
selector control; designed to operate 
into a standard 41 me IF tube such 
is a 6CB6; the second tuner—U-13, 
is a completely self-contained UHI 
tuner of continuous type, covers 
UHF channels 14 through 83; the 
use of a very high “Q” double 
tuned coaxial line input results in 
excellent noise figures and rejec- 
tion of unwanted signals; 6AF4 
oscillator is tuned with a similar 
co-ax line; mixing is accomplished 
with a crystal diode; balanced 300 
ohm antenna input is through 2 
teflon insulated pin terminals. 
Comes complete, without knobs 
or dials. 





TENTENNA 


Dynamic Electronics-New York, Inc., 
73-39 Woodhaven Bivd., 
Forest Hills, L. I., N. Y. 


Device: Tentenna indoor TV an- 
tenna. 
Selling Features: Equipped with 10 





tuned circuits for VHF-UHF and 
color TV as well as for AM-FM 
radio; circuits adjust automatically, 
eliminating any need for twisting or 
moving antenna, suction mounted, 
can be concealed anywhere; trans- 
parent polystyrene case in red, ivory, 
yellow, maroon or black. 

Price: $4.95. 





B-T Converter 


Blonder-Tongue Laboratories Inc., 
Westfield, N. J. 


Device: B-T UHF Ultraverter No. 
BTU-2. 

Selling Features: Dual-speed tuning 
for faster, accurate selection of any 
UHF channel; thermo relay, con- 
trolled by TV set power switch, 
turns converter on and off auto- 
matically; specially tuned circuits; 
precision-tracking 3 section Ultra- 
tuner and 300 ohm impedance 
match provide maximum signal 
power with low noise factor; 2 tubes 
and selected crystal mixer; self-con- 
tained; has its own power supply. 
Mahogany plastic cabinet with 
blond controls. 

Price: $39.95. 


TELE-MATIC Speaker 


Tele-Matic Industries Inc., 
1 Joralemon St., 
Brooklyn, 1, N. Y. 


Device: Tele-Pal ‘TH-91 external 
speaker unit that permits remote- 
controlled, personalized TV listen- 
ing. 

Selling Features: Permits viewer to 
control level of sound by regulating 
volume control in unit handy at 
chairside; incorporates a switch to 
shift .from. Tele-Pal to’ TV, speaker 
listening and vice versa without 
getting up from chair. 

Price: $11.95. 


BRIEFS 





Hi-Lo TV Antenna Corp., 3540 N. 
Ravenswood Ave., Chicago 13, Ill. 
announces a new line of wrought 
iron TV stands. Model 600 illus- 
trated, rotates for easy viewing; has 
expanding side-arms to accommo- 
date any size set; features roller 
placement on 16 in. centers to 
support sets and eliminate wobble 
due to overhung load. 
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Survey facts point the way: 
a tabulated survey of deal- 


Jow—from 
Now like—come facts 


and customers 4 


re Musaphonic a fastest 


that pro ve G-E 


seller! Here’s why they buy: 


87% bought Musaphonic for its ex- 


- bg . 
ceptional rich tone: 


61% bought after hearing dealers’ 


demonstration! 

1, unquestionable proof 
Musaphonic dem- 
floor—can 
t faster 


Here’s factua 
that G.E.’s exclusive 
onstration—right on your 
move this magnificent meson 
than any radio you ever handled: 


- istrib- 
Doubt it? Phone your G E Dis ‘ 
utor! He’ll show you dollar signs, S 
ienc at wi 
ures and success experience that 


! 
knock your eye out: 
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ONLY $3495 


New 5-Tube Musaphonic offers your customers su 
perior tone at a sensationally low price. Smart, com 


pact cabinet. $34.95* in ivory, red or mahogany 


Flash! Radio’s biggest sales are now in the 
rich-toned table-model field! To blanket 
that market, G.E. now introduces another 
sensational Musaphonic—with sound no 








i 


LOG 


6-tube Musaphonic with extra power 
for sound that’s room deep. In ivory, 
mahogany or gray at only $39.95.* 


Model 431 


Mode! 580 


From the world leader, first clock- 
radio with superb tone of Musaphonic, 
Ivory, mahogany or gray, $49.95.* 


Proved one of the hottest items in radio today! 


other table radio can match—in a striking 
new cabinet—at a new low price which will 
jolt the industry! General Electric Co., 
Radio & TV Dept., Syracuse, New York. 


“Frozen” sound shows G-E Musaphonic gives tones lost in conventional radios 





SCIENTISTS “FROZE” SOUND pattern of ordinary ra- 
dio; note smooth profile that shows lack of deli- 
cate tones. Your eyes see what your ears hear. 





MUSAPHONIC SOUND. See the difference—sharp 
peaks and valleys are desirable subtle bass and 
treble notes not heard in many higher-priced sets. 


*Slightly bigher West and South, Prices 
subject to change without notice. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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Amana DEALERS LOOK DIFFERENT... 


“The freezer business belongs to the appli- 
ance dealer, and the new Amana freezer 
is helping to make this come true. For the 
‘new look’ Amana not only sells with a food 
plan, but as an ‘over-the-counter’ appli- 
ance.” 


HARRY 8B. PRICE, Jr., 
Norfolk, Va.: 


“Amana freezers are the most 
profitable line in our stores— 
we expect to increase sales by 
60 per cent in ‘54 


CARL O. HAGSTROM, General : Appli- 
ance Co., San Francisco: 


“Amana is the most profitable appliance 
item in our store. Our Amana volume 


is up 50%.” 


FOOD FREEZERS 


are their 


zymmrmn men PS BIGGEST PROFIT 


“Customer reactions to the new 
Amana “stor-mor” freezers line are 
so favorable, we expect to increase 
sales 50% over last year.” 


BUCK GLENNON, Glennon’s, Mobile, 
Ala.: 


“The new “stor-mor” door puts the 
retailer in the enviable position to get 
the lion’s share of the business. We 
expect to double our sales volume 
over last year.” 
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LORIS K. LEVY, New Orleans, La.: 
“We like the Amana reputation for 
quality and integrity, and we like 
the price margin that will make for 
a profitable operation.” 


JERRY MINEA, St. Paul, Minn.: 


“The new Amana “stor-mor” Freezers 
are three years ahead of anything on 
the market. We expect the new Amana 
“stor-mor” line will help us achieve a 
50% increase in freezer business over 
last year.” 
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YES, AMANA DEALERS SELL MORE FREEZERS 
AND MAKE MORE PROFIT! 
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AMANA REFRIGERATION, INC., AMANA, IOWA 


World’s Largest Manufacturer of Food Freezers 
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Western Area Office: 1260 So. Boyle Ave., los Angeles, Calif. 
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THE BIG NAME 


IN- SMALL MOTORS 
Offers Manutacturers— 











NEW PRODUCTS 





ALLIANCE Lift-A-Dor 
Alliance Mfg. Co., 
Alliance, Ohio. 


Device: Lift-A-Dor push - button 
garage door opener. 

Selling Features: Opens and closes 
overhead type garage doors by push- 
ing button on dash, also locks and 
unlocks, turns light on-or-off auto 
matically; radio impulse transmitter 
installed under auto hood is tuned 
to receiver installed inside garage— 
receiver activates a motor mechan- 
ism to raise or lower door instantly; 
utilizes radio tubes, resistors and 
other electronic components. 
Price: $179.50. 


FOR THE DEALER 








EZY-Up Appliance Movers 


The American Pulley Co., 
4200 Wissahickon Ave., 
Philadelphia, 29, Pa. 


Device: Ezy-Up “C” and “D” mag- 
nesium appliance movers and model 
“B” steel appliance mover. 
Features: Models “C’’ and “D” are 
lightweight magnesium trucks with 
wheels on the outside of the side 
rails for greater stability; redesigned 
endless-belt stair-climber consists 
of 13 free-rolling rollers with an 
endless belt located to prevent 
truck frame from marring steps. 

Model “C”’ has an extra carrying 
handle that hooks to nose-plate and 
aids in handling on stairs and eases 
loading onto delivery truck; handles 
are adjustable up to 64 in. high; 
equipped with 15 ft. web strap that 
adjusts and locks, holding appli- 
ance securely on any angle. 

Model “D” has 3 in. swivel cast- 
ers on adjustable handles and two 
5 in. wheels that permit use of a 
4-wheel dolly; folding handle on 
hose-prongs. 

Model “B” an all-steel, bridge- 
truss type truck with endless-belt 


stair-climber treads; a type “00” 15 
ft. web strap with sell tightening 
leverage buckle. Truck is also avail- 
able without stair-climber. 


WEBB Wrapabout 


Webb Mfg. Co., 
4th & Cambria Sts., 
Philadelphia, 33, Pa. 


Device: Webb Wrapabout No. 40 
for handling room air conditioners. 
Selling Features: Adjustable to fit 
all models of 4, 4, % and 1-hp. 
units; made of water-repellant can- 
vas, padded with thick cotton bat- 
ting, lined with scratchless flannel; 
offers 3-way protection: absorbs 
shocks and protects finish; can be 
maneuvered through narrow pas- 
sageways without damage to walls 
or woodwork; lifting straps have 4 
handles on each side for balanced 
lifting without strain. 

Price: $11.80. 


Flyback Tester 


Teletest Inc., 
30-01 Linden Place, 
Flushing, N. Y. 


Device: TV flyback tester. 
Features: Tests good flybacks as 
well as bad ones; tells what condi- 
tion any flyback is in; it checks 
continuity, yokes, width coils, and 
linearity coils for shorted turns; 
portable, compact instrument, with 
leather carrying strap; clear, easy-to- 
read dial; simple control] panel. 


Price: $44.95. 


HACO Load T ester 


Heights Air Conditioning Co., 
3607 Hildana Rd., 
Cleveland, 20, Ohio. 


Device: Haco room air conditioner 
current tester, No. 102. 

Features: Determines the electri- 
cal circuit voltage adequacy for 4, 
4 and 7 h.p. room air conditioners 
without the necessity of installing 
the conditioner first; it predeter- 
mines the voltage drop on a par- 
ticular circuit that would be used 
for operating the air conditioner. 
Price: $34.80. 


A new porcelain repair kit, has been 
announced by the Perco Plastic 
Porcelain Co., Glendora, Calif. The 
kit contains 2 bottles of liquid, 2 
bottles of powder—one white and 
one blue-white—so all shades of 
porcelain may be perfectly matched; 
a thick putty-like porcelain is pre- 
pared by mixing the powder and 
liquid, and smoothed into chip. 
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The range designed with you in mind! 


The minute you step into your kitchen built around 
a Caloric Built-In Gas Range—you realize you 
have arrived at a thrilling new cooking era! Why? 
Because you planned it that way! Caloric Built-In 
gas units offer an infinite variety of cooking ar- 
rangements—a flexibility which permis you to 
arrange them wherever you want them! What's 
more—in any arrangement, the beautiful Caloric 
styling adds a modern finishing touch which re- 
flects your exclusive taste 


these units! Now, for the first time you can enjoy 
the many advantages of a high quality Caloric 
Built-In at a price anyone can afford 

with Caloric Built-In Gas 
no 


And remember this - 
Units, you broil with the oven door closed 
smoke or grease to mar or soil surrounding cabi- 
nets. Oven controls are at eye level, not knee level 

-eliminates tiresome stooping. Can be set in 
brick walls, stone walls, wood or metal cabinets 
Top burners can be placed in straight line, island 


build, buy or renovate, include the Caloric Built- 
In., the Range designed with You in mind 


CALORIC STOVE CORP., Dept. HM, TOPTON, PA 
Please send me free literature Fully describing the exciting new 
Cal juitt-ta G nee 


lorie Burlt-ln Gas Rang 


Name 


Address 


City 


or peninsula arrangements, If you're planning to 


\ CALORIC 


OrsrostRs 
CALORIC STOVE CORPORATION, TOPTON, PA. 


But you don’t have to be a millionaire to afford 
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This ad, printed here in black and white 





is the f 
e full color, full page ad Caloric will run this fall 
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Again Caloric g0es all 


Once more Calori 
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HERE’S THE 
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GOop HOUSEKEEPING 
SUNSET 
HOME MODERNIZING 
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new ideas make new sales! 
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RCA Victor TV line! 


Here are TV models that give your salesmen a chance for 
the kind of demonstration that closes the sale. Sets that 
swivel for room-wide viewing! Two- and three-speaker 
models for room-wide sound diffusion! High-fashion 
“low-boy” models! RCA Victor has just what you need 
to land that tough customer who demands something 
different . . . something unusual . . . something really new! 


There are great, new performance advances, too! 
Features you can quickly and easily demonstrate: the new 
“All-Clear”’ Picture with 212% greater contrast ... the new 
“Easy-See” Tuning Dial with 59% greater readability ... 
new “Golden Throat Fidelity Sound” that’s extra rich, 
extra full. In every way, the mew RCA Victor Television 
line is the best ever—and you can prove it! 


RCA VICTOR &: 


RADIO CORPORATION OF AMERICA 


greatest step-up, sell-up line in TV history! 


TOP VALUE, PEAK PERFORMANCE AT EVERY PRICE LEVEL! THAT'S WHY EVERY YEAR MORE PEOPLE BUY RCA VICTOR THAN ANY OTHER TELEVISION! 
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ELECTRICAL APPLIANCE NEWS 


TRADE REPORT 


{SENSATIONAL 
7 REDUCTIONS 


CARRIER 


GUARANTEED © RECONDITIONED 


As a result of ads like these, dealers are asking... 











ON 


AIR 








By GE, Mitchell, Amana 
Ys Ten to 1 Tom Capacity 


30% OFF 






CONDITIONERS ¥ 


















TED WEBER, JR. 





What Happened to Air Conditioning? 


“It was a bum spring.” 

“Anybody who tells you the air con- 
ditioner business didn’t blow up this 
year is crazy or a liar.” 

“We did a heck of a pre-season sell- 
ing job this vear. But people just won’t 
buy unless it’s hot.” 

“We did all right but it took more 
than heat ajone. It took a little per- 
spiration on the part of the guys do- 
ing the selling.” 

Those were four comments of man- 
ufacturers and distributors who were 
asked by E_ecrricaAL MERCHANDISING 
for their views on the air conditioning 
business last month. ‘Their remarks 
were typical of those heard across the 
nation. Put all together, they seemed 
to add up to this: 

The air conditioning business this 
vear did not live up to expectations. 
A lot of coolers were sold, but the 50 
percent increase anticipated earlier 
this year didn’t come off. And a lot 
of merchandise was sold at cut-price. 

Figures from the Air Conditioning 
and_ Refrigeration Institute showed 
that manufacturers shipments through 
June of this vear amounted to 1,063,- 
000 air conditioning units, as com- 
pared with 782.066 for the same six- 
month period of 1953. This consti- 
tutes a 36 percent increase. 

However, a quick compilation by 
ELECTRICAL MFRCHANDISING _ indi- 
cated that—on the basis of nine utili- 
ties’ reports—reta‘l sales for the same 
period may not have been anywhere 
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near this pace. Here are the figures: 
Retail Sales (units) 
9 utilities 





5 months 5 months percent 
1954 1953 change 
18,989 32,141 —40.92 

2 utilities 

6 months 6 months percent 
1954 1953 change 
7,406 23,240 —68.13 


While these few figures should not 
be interpreted as any downward in- 
dustry trend, they certainly prove 
that dealers did not go hog-wild sell- 
ing air conditioners everywhere in the 
country early in the year. 

What Happened? Last January it 
was generally estimated that the in- 
dustrv would sell about a million and 
a half air conditioners this year—as 
compared with about a million in 
1953. There were few persons last 
month who would still go along with 
that estimate. The reasons many of 
them gave were: 

1. A heat-wave failed to materialize 
in the East, 

2. A flock of new manufacturers, 
distributors and dealers were in the 
business this year, flooding a slightly 
expanded market with a great deal 
more merchandise. 

The result of this situation was that 
distress merchandise poured into the 
Midwest from the East, and created 
a wide-open price battle. 








1954 


“There was plenty of good business 
in the Midwest,” one of the biggest 
manufacturers said. “From Chicago 
south to Brownsville, Tex., in an area 
about 500 miles wide, dealers sold a 
lot of units. Whether they made any 
profit, that’s something else again.” 

He listed Chicago, Los Angeles, 
Louisville and a few other cities as 
“good” for sales this year, and Cleve- 
land, New York and Dallas as dis- 
appointing. As proof that business 
could be very good in some cities, 
he cited one Tampa, Fla., operator 
who sold 1,000 units at retail. 

A New York distributor summed up 
the eastern situation. “We started out 
like a house afire,” he said. “Up to 
May we were well ahead. Then we 
didn’t get the weather, and before 
long the weak sisters began to give 
away merchandise. 

“Prices went crazy—some dealers 
selling for $10 above cost. We re- 
duced our prices 10 percent across 
the board to every dealer. We had no 
choice. 

“We won’t make our quota, but 
we’re above last year. We should 
have been way ahead of last year. We 
still might sell a few units if it gets 
hot in September.” 

Loaded With Inventory. One man- 
ufacturer estimates the industry pro- 
duced about 1,600,000 units this year, 
and sold some 800,000 as of mid- 
August. “Figuring another 150,000 


units or so for the remainder of the 






summer, there’ll be about 650,000 
units in inventory,” he said. “Of this, 
about 500,000 will:be at the manufac- 
turer level. We'll go into 1955 loaded 
with carryover.” 

James Carmine, newly-elected presi- 
dent of Philco, told eastern distribu 
tors that Philco was pretty well 
cleaned out of inventory “except in 
air conditioning” and intimated that 
business could have been better. 

One manufacturer blamed the air 
conditioning dilemma on the new 
manufacturers “who thought they 
could make a quick buck.” (It has 
been estimated that the number of 
air conditioning manufacturers in 
creased from about 70 in 1953 to over 
100 in 1954.) 

“A lot of people who were in the 
air conditioning business this year 
won't be in it next year,” a distributor 
said. “This is the year we separated 
the men from the bovs.” 

What About Prices? With con- 
siderable talk about possible price re- 
ductions in the air conditioner indus- 
try, Exvecrrica MERCHANDISING 
asked a manufacturer to comment on 
this subject: He had this to say: 

“There is no exhorbitant profit on 
air conditioners, and prices won't 
come down. This is still a profitable 
business for those who don’t give their 
merchandise away. The way to sell 
air conditioners is to sell the ad- 
vantages of your product. That’s what 
we're going to do next year.” 
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100000 Super-V% sold in the first 60 days... 


CROSLEY GIVES YOU 


eee lowboys, TV- 













and the longest margins th the industry 
—on 0 realistically priced line! 











S Biggest 21” screen! Smallest 21” 


cabinet! Super-V 21 Plus Screen far 


Portable—take it anywhere! bigger than many 21's—yet takes up less 
Super-V 17” table model takes up to space! Mahogany-finished, $179.95.* 
4 less space than other 17's, weighs Blond-finished, $189.95.* Walnut-finished, 
up to 30% less. Mahogany-finished, $169.95.* 


$149.95." Biond-finished, $159.95.* 
W alnut-finished, $139.95.* 





Lowboy television! Crosley’s exclu- , 
sive “HF” Cinema-Sound Speaker is high- 
fidelity type— greatly extends the acoustic 
tonal range, reproduces sound with life- 
like depth and clarity. Blond-finished, 





Console beauty—table price! Crosiey's Aluminized Cinema-Wide 21 Plus screen, plus 
’ brand-new console beauty—and a price tag you'd once have found on small-screen table 
95.* Walnut-fi 49.95." 
$269.95 alnut-finished, $249.95 models. Large concert-quality speaker on this Super-V 21 Plus console makes it topnotch 
listening as well as viewing. Mahogany-finished, $199.95.* Blond-finished, $209.95.* Walnut- 
*Suggested list price finished, $189.95.* 
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ahd now 





phono combinations 


SUPER-V CONSOLES 





CINEMA-WIDE SCREEN—COMPACT CABINETS—LOWER PRICES 


Compare Super-V feature for feature, with any set 
—at any price you can offer! 


V Vertical-Piane Chassis—a Crosley first So compact—so versatile you can put 
—brings truly modern design to TV. Super-V into even the tiniest rooms. 

VW Aluminized Cinema-Wide Screen on all 1 3% less power consumption compared 
21” Super-V’s gives 40% brighter picture. to old-style sets. Operates for 14¢ an hour. 

V Exclusive “HF” Cinema-Sound Speaker 
opens up whole new tonal ranges. 
Biggest 21° picture ever—far bigger 
than many old-fashioned 21’s. 


Tube-Life-Extender Circuit prevents volt- 
age overloading of tubes during warm-up. 


Service man’s dream— without question, 
the easiest set to service ever built. Built- 
in antenna— Permanent Pinpoint Focus— 
Dual- and triple-purpose miniature tubes 


Controls located high on side — no bend- 
ing to adjust dials. 


New 90° Deflection Picture Tube knocks —Removable picture window—Uniform 
inches off depth of set. Interlace—Automatic Gain Control— 
Light Weight—all Super-V models can be UHF optional—Full-Year Warranty on 


moved with comparative ease. picture tube, 90 days on chassis parts. 

















finished, $219.95". 


A custom-built honey! Has Crosley’s exclusive “HF” 
high-fidelity-type Cinema-Sound Speaker . . . 
looking grille design that telegraphs distinction. An ideal 
step-up model. Blond-finished, $229.95,* and Mahogany- 


and a costly 



































3-speed automatic record changer is 
just one feature of this Super-V 21” lowboy 
TV-phono combination. Changes records of 
all sizes and speeds—changes different sizes 
even when intermixed! “HF” high-fidelity- 
type Cinema-Sound Speaker, and Aluminized 
21 Plus Screen. Blond-finished, $309.95.* 
Walnut-finished, $299.95.* 











AND CROSLEY’S UNLEASHING A 
TRIPLE-THREAT AD CAMPAIGN! 


|. FOOTBALL’S ““GAME OF THE WEEK‘’’ 


on national network. A Cadillac for your customers— 


2. NATIONAL ADVERTISING 


kicked off by walloping spread in LIFE. 


3. HARD-HITTING NEWSPAPER ADS 


for spectacular sales runs! 








Everywhere— people are saying, 








4 


\ 





Crosley VCC Cincinnati 
Division 25, Ohio 


““CROSLEY GIVES YOU MORE FOR YOUR MONEY” 
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So easy to sell with 


and other top features! 








Automatic Water Heaters 
Electric or Gas 








While Flars, 


LINING 
Can't rust... EVER! An 
essential sales point in many 
areas—inportant in all. 





MATIONAL ADVERTISING 
White WATER-HOTTERS are 
and have been consistently 
pre-sold for you in large, 
color advertisements in lead- 
ing consumer magazines over 
many, many years. 








Plus 14 other 
strong competitive 
advantages! 


Stand a White Glass 
lined WATER-HOTTER 
alongside any com- 
peting make—on your 
own floor, before your 
prospect’s eyes—and 
compare them point 
for point. In every de- 
tail you can prove your 
White equal or superi- 
or—which means in 
all, adding up point by 
point, you and your 
White clinch the sale! 
That’s why more and 
more dealers every 
week are switching to 
White. Why wait? Get 
the facts now. Write! 





6.9% MORE 
HOT WATER 
than most utility 
requirements, in 
electric models, 
because of White's 
exclusive WATER- 

HOTTER baffle. 


WHITE PRODUCTS CORPORATION 


Dept. M-9, Middleville, Michigan atk 


Export Office: 201 N. Wells St., Chicago 6 e 
Water Heating Speciolists Since 1930 


AN EDWARD LAMB ENTERPRISE 


Electric —Round or table top models 


Gas— Round models only 





Middleville, Michigan 


letterhead is attached. 


My Name 


WHITE PRODUCTS CORPORATION— Dept. M-9 


Please send us the White Proved-Profits Story with 
“Fourteen reasons why they buy White.” My business 





iT) ae 
BL & 


RUSH THIS COUPON TODAY! GET ALL THE FACTS TODAY! 


FILM OF FLAME 
Single port burner 
in ga8 WATER-HOT- 
TER means NO 
clogging ever. Am- 
azingly fast “pick- 
up” for PLENTY of 
hot water always. 


cCorur 
ee * 
‘> Guaranteed by > 
Good Housekeeping 


. 
o 
es coveance AE 
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Vas 
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City 


Zone 
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County 


State 
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How The New Tax Works 


The new internal revenue code makes some 
changes in tax laws to stimulate business, and some of 
the revisions are a break for smail retailers 


When you—the small retailer—pay 
your business and personal taxes next 
year on 1954 income, you'll have a 
brand new set of rules to wrestle with. 
The Internal Revenue Code, adopted 
by Congress in the closing weeks of 
the session, completely revises the tax 
laws. 

Most of the changes are those asked 
last January by President Eisenhower 
in a message to Congress. They were 
designed to stimulate business, not 
directly by stimulating the sale of 
consumer goods, but indirectly by way 
of increasing investment. Even so, 
the appliance dealer gets a lot of new 
breaks, along with millions of other 
taxpayers. 

For one thing, you can depreciate 
newly purchased business equipment 
at a faster rate than the old rules al- 
lowed. This means bigger deduc- 
tions from income, and therefore lower 
taxes, if you choose to use the new 
formulas. In general, they provide 
for writing off two thirds of the cost 
in half the estimated useful life of 
the asset. This refers to new build- 
ings and store fixtures, as well as to 
ofhce equipment. 

Firms operating in the red tem- 
porarily get more assistance in the 
new law. Previously, a taxpayer could 
deduct such losses from one previous 
year’s profits. Now losses can be car- 
ried back two years. In many cases, 
this will mean an actual refund from 
the U. S. Treasury for taxes already 
paid. 

There’s a whole new set of rules 
for partnerships. The general purpose 


was to set down for the first time 
exactly how the Internal Revenue 
Service was supposed to tax income 
earned by partnerships. Some partner- 
ships can now choose to be taxed as 
corporations, if they want to. Other 
new rules explain how partners are 
supposed to split depreciation allow- 
ances for tax purposes. 

The new bill also extends the old 
corporation tax rates another year, al- 
though previously they were supposed 
to drop 5 percentage points April 1. 

The new code contains a wide range 
of personal income taxes changes, in- 
cluding special relief on income from 
dividends, more liberal deductions for 
medical expenses, and special tax help 
for people who have to hire baby sit- 
ters in order to hold a job. But as in 
the case of the business changes, the 
existing personal income tax rates 
were not changed. Relief will go only 
to people who can qualify for it un- 
der the new rules. 

One change in the personal income 
tax rules touches the appliance busi- 
ness. Under the old law, taxpayers 
were not allowed to deduct interest 
on installment debt if the interest was 
lumped into a general carrying charge. 
To take a deduction, the amount of 
interest had to be clearly identified. 
Under the new law, if the amount is 
not stated, the taxpayers can deduct 
6 percent of the debt’s average amount 
for the year. This change was made 
at the request of taxpayers who had 
been denied deductions under previous 
rules, mainly those dealing with the 
big mail order chains. 









U.S. Exports of Domestic Merchandise for the Year 1953 




























































: Product Units Dollar Value 
Ranges 22,005 $ 3,012,739 
Refrigerators 363,411 59,998,677 
Freezers 40,193 8,971,394 
Water Heaters 19,274 1,027,592 
Washers, Automatic & Semi-automatic 25,060 4,131,676 
Washers, Wringer & Spinner 55,327 4,622,977 
Mixers & Blenders 203,475 3,014,913 
Irons 155,242 933,641 
Clocks 217,088 1,106,109 
Sewing Machines 41,978 2,419,678 
Vacuum Cleaners 55,689 2,207,613 
Dishwashers 3,422 629,913 
Radio-Phono Combination 12,332 1,014,935 
Radio Receiver Sets, NEC* 180,260 4,394,706 

Radio Receiver Chassis 106,291 1,573,374 

_TV Receiver Sets 119,123 20,500,711 
TV Receiver Chassis 32,826 3,934,335 














THE ABOVE chart shows the complete figures on appliances exported in 1953, 
as released recently to ELECTRICAL MERCHANDISING. Sources: U. S. Depart- 
ment of Commerce, Bureau of Census, Report No. FT. 410. *NEC—Not Else- 


where Classified. 
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Eyer see 4 gas heater so good-looking? 


SES REBECA: OEE LS LOLI EE ITE 


VENTED 


— 


a 





SELL ON SIGHT! 


The acknowledged style leaders of the heater 
parade! Immediate customer-acceptance will 
make them one of the fastest selling lines in 
your store. 


Hearth-Flo Vented Circulators are finished in 
beautiful copper-tone hammered enamel . . . grill 
work is gleaming chromium. Will harmonize with 
almost any surrounding. 


They’re extra efficient . . . and service-free. Fea- 
ture easily installed preassembled control mani- 
folds . . . sealed combustion chambers coated 


with vitreous enamel... high heat output. . . all- 
welded construction... bonderized undercoating. 


Available in four sizes—from 20,000 to 60,000 
BTU’s per hour . . . for all types of gas . 
approved by the AMERICAN GAS ASSOCIATION. 


PRICED FOR PROFIT! Hearth-Flo heaters are 
proving themselves to be the sellingest gas heat- 
ers on the market today. Quick turnover and 
low original cost mean bigger PROFITS for 
you. ORDER FROM YOUR WHOLESALER 
TODAY! 


Made by the same reliable people who give you 
Hearth-Glo unvented room heaters . . . “St. Louis 
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Blue” stove pipe . . . JEMCO wood heaters. 






JACKES-EVANS MANUFACTURING COMPANY =: St. Louis 15, Missouri 
Quality Manufacturers Since 1888 


IRCULATORS 





NEW 
IMPROVED 








OW, YOU HAVE 
BEND! 











TUMBLE 
ACTION 





ONLY BENDIX DEALERS HAVE THIS PROOF! 


Others claim it. ..now Bendix PROVES it! Gets clothes cleanest 3 ways! 







The tests described here were made by an 
independent Chicago testing laboratory* au- 
thorized by the Atomic Energy Commission 
to conduct research with radioactive materials. 


All the washers tested were operated exactly 
according to manufacturer's instructions, using 
the most modern, thorough testing methods 
known. THESE ARE THE UNVARNISHED FACTS! 


“Nuclear Instrument and Chemical Corporation, Chicago 


Here’s how 
the 
atomic tests 


Radioactive dirt is added to 
ordinary soil in atomic washing test 
These pieces of cloth contain dirt radio- 
activated with isotopes from the Oak 
Ridge Atom Laboratories. That's so the 
Geiger Counter can measure the amount 
of soil in each washer-load. 


AVERAGE 
COMPETITIVE 
WASHERS 


...and here 
are the 
3-way 
results 





BENDIX Washer Washer Washer Washer Washer 
DUOMATIC =A B c D E 


1—SURFACE SOIL REMOVAL 
Fabrics came out of the Duomatic 
whiter, brighter—newer looking— 
than any of the other automatics 








Five loads are washed in each of 
six leading automatics 
Atomic scientists put each machine 
through its washing cycle, following 
manufacturer’s directions. Five loads are 
washed on different days. This tested 
each automatic’s washing consistency. 


AVERAGE 
COMPETITIVE 
WASHERS 


BENDIX Washer Washer Washer Washer Washer 
——DUOMATIC B c A E D 
2—THOROUGH CLEANLINESS 


The Duomatic washed clothes cleaner 
of both surface and deeply imbedded 
soil—by actual Geiger Counter test! 








vi oe : > 


Geiger Counter measures dirt left in 
clothes after washing 


The Geiger Counter detects and measures 
deep-down dirt the eye can’t see! Shows 
that the Bendix Duomatic Washer-Dryer 
gets out more imbedded and surface soil 
than any of the other leading automatics! 





BENDIX Washer Washer Washer Washer Washer 
pUOMATIC A CGC E DBD B 
3—MOST CONSISTENT WASHING 
No half-clean loads ... no half-clean 
garments in the Duomatic! Every 
item in every wash came out cleaner 


washed them! every time! 


...and here’s 
why 
BENDIX 
washes best 


MAGIC HEATER 


Other washers let wash 
water cool off—but not 
the Duomatic! The exclu- 
sive Bendix Magic 
Heater actually boosts 
the temperature of the water all 
through the washing cycle... keeps 
it extra hot for tough-job washing ... 
gets the whole wash sanitary-clean! 





HI-LIFT, DEEP-SURGE 
TUMBLE-ACTION 


* Raises clothes higher, 
plunges them deeper 
than any other washing 
action! Washes clothes 
as safely as by hand—but far more 
efficiently! Lifts, drops and flexes 
them more than 500 times in a 10- 
minute wash! 








Naen'npeithieinennioninnibibdiebideinemaaiaee aid 





EXCLUSIVE TRIPLE-RINSING AND 
FLUSHAWAY DRAINING 


After it washes the clothes, the Duo- 
matic keeps them tumbling in two 
deep rinses and one flush rinse. Traps 
and flushes away the dirt so that dirty 
water never strains back through 
clean clothes! 


CLIP THIS PAGE OUT—SHOW IT TO YOUR CUSTOMERS. NO OTHER DEALER 
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CAN OFFER EVIDENCE OF WASHING SUPERIORITY LIKE THIS! 
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ATOMIC PROOF! 
WASHES GLEANEE 


ar antific tests prove new Improv 
Atomic evidence and scienti otter in 3 different anal 


, scientific 
ee ne S wt MORE ECONOMICAL 


Action is so gentle, it's actually 
Fabulous Fabric gor 
tmakers themselves 





























ction uses less water than any 


ng penx sher! Saves on hot water 


other automatic wa 
... saves detergent, too. 


CLEANER 


urge Tumble-Action is 
gh! Not only washes 
but removes more 


Bendix Tumble- 
RECOMMENDED for new 
ments! Leading garmen : 
say so, right on their labels! 


Bendix Hi-lift, Deep-s 
now PROVED most thorou 

i ighter 
clothes whiter and brighter, : 
surface AND IMBEDDED SOIL, toot 














BETTER THAN EVER... BETTER THAN OTHERS 


The NEW Bendix Tumble-Action is IMPROVED—as It’s not true that “all washers wash equally clean.” Now 
much as 50% better than prewar models, and now you you have PROOF that the Bendix Duomatic, using new 
can PROVE it... back it up with facts ... not just claims! improved Bendix Tumble-Action, WASHES CLEANER 


than the others—not just one, but THREE important ways! 

WHAT’S MORE, for the SECOND YEAR this is the 
ONLY appliance that BOTH washes AND dries in one 
operation! Competition is STILL trying to figure out how 
to do THAT! 





Ps 4 ip NE OF WORKLESS WASHDAY 
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BENDIX HOME APPLIANCES, Div. AVCO Manufacturing Corp., Cincinnati 25, Ohio 








STEEL 
KITCHENS 


NOW IN 


BEAUTIFUL 
of o] Ke)’ h 


story : Ss se 


Only 10% over white 
—only one week 
added delivery time! 


MAIL COUPON 





LYON METAL PRODUCTS, INC. 
921 Monroe Ave., Aurora, Illinois 
Gentlemen: 


1 want te know all about the new Lyon colored kitchens ... and about 
the Lyon Direct-To-Dealer Kitchen Cabinet policy which can mean bigger 














profit to me 
COMPANY. 
Oe — 
ciry. STATE 
BY. 





a 

METAL PRODUCTS, INCORPORATED 
General Offices: 921 Monroe Avenve, Aurora, Illinois 

Factories: AURORA, ILLINOIS * YORK, PENNSYLVANIA 
Sold Nationally through Direct Factory Dealers 





LYON 


A PARTIAL LIST 


OF LYON STANDARD PRODUCTS 
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Open-End Law Is Tough 


Under the new housing law, the FHA will insure 
loans for permanent improvement expenditures, but not 
for detachable or portable electrical appliances 


Strict requirements will govern the 
eligibility of electrical equipment and 
appliances under home improvement 
loans—either Title I loans or the new 
open-end mortgage loans—insured by 
the Federal Housing Administration 
under the new law passed by Con- 
gress. 

By and large, the same appliances 
will be eligible under about the same 
conditions that have been in effect 
on home improvement loans during 
the past few years. That’s the effect 
of instructions issued to FHA field 
offices at mid-August on open-end 
loans and the effect of new instruc- 
tions due about October | designed to 
tighten up on the much-criticized 
lending under Title I. 

Officials consider their agency 
strictly bound by the language of the 
new housing law, reinforced by in- 
structions from congressional com- 
mittees. The rules for open-end mort- 
gages quote the law in saying that 
FHA will insure loans only for ex- 
penditures which would “substan- 
tially protect or improve the basic 
livability or utility of the property.” 

No Portables. In the opinion of 
agency spokesmen, that requirement 
bars equipment and appliances of 
the portable, detachable or plug-in 
type, not permanently attached to the 
structure. The Senate committee 
confirmed this distinction, FHA says. 

Hence, under the rules, insured 
loans can be used to cover the cost 
only of these items that become per- 
manent additions to the realty. The 
same sort of requirement has applied 
for years to electrical equipment and 
appliances under Title I loans. Con- 
gress continued the Title I program 
on the old terms permitting $2,500 
three-year loans. But it tightened 
requirements in other respects as a 
protection to homeowners. New 
regulations spelling out the changes 
will become effective Oct. 1. 

There won’t be any changes on 
items eligible for coverage under 
Title I loans. FHA in the last three 
months has specifically ruled out 27 
questionable items, including _ fire 
alarms and fire detecting devices, 
burglar alarms, and television an- 
tennas. Things of that kind will con- 
tinue on the ineligible list. 

Acceptable Standards. No similar 
ruling had to be made against elec- 
trical products. Acceptability stand- 
ards for those items had been estab- 
lished and understood since the late 
30's. 

Anything that retains its identity 
as a chattel—to quote an FHA official 
—is not eligible under Title I. That 
rule bars units such as refrigerators 
and ranges, even when they are part 
of a package kitchen. But a garbage 
disposal unit that becomes part of the 
plumbing or a dishwasher built into 
the sink can be considered perma- 


SEPTEMBER, 


nent additions to the property and 
thus become eligible. The same dis- 
tinction applies to built-in central air 
conditioning systems as compared 
with window-type room conditioners 

Those rules are not going to be re- 
laxed Oct. 1. They might be made 
even more specific. 

And in applying the requirements 
of the new law on open-end mortgage 
loans for home modernization and im- 
provement, FHA is holding fast to the 
same strict standards. 


Package Mortgages 

The “‘package mortgage,” which al- 
lows home buyers to include appliance 
purchases in their real estate mort- 
gages, is receiving increased attention 
from the $28 billion savings and loan 
business. 

Horace Russell, general counsel of 
the U. S. Savings & Loan League, re- 
cently gave his stamp of approval to 
the “package mortgage” and his action 
is expected to stimulate greater inter 
est among the League’s 4100 savings 
association members. These savings 
associations finance 37 percent of all 
mortgages recorded. 

As a result of Russell’s approval of 
the legality of “package mortgages,” 
the savings and loan business prob- 
ably will pioneer this little used field 
of credit. 


Easy Financing 


Six methods of financing home im 
provements are described in a new 
pamphlet distributed by Republic 
Steel Kitchens. 

The pamphlet explains Conven- 
tional Bank Loans, available through 
local lending agencies; FHA Title II 
Loans, long term credit for home 
building or buying; FHA Title | 
Loans, short term, low interest notes 
for home improvements; “Open End” 
mortgages, which permit the home 
owner to re-borrow on his current 
mortgage; credit unions, cooperative 
associations through which members 
may borrow at low interest rates; and 
insurance loans. 

The pamphlet, “Easy Payment 
Planning for Your Modern Kitchen,” 
is available from Republic Steel 
Kitchen dealers and distributors. 


Hits Peak Month 


Shipments of sinks, base and wall 
cabinets for American Kitchens hit a 
10-year peak during the month of 
July, according to C. Fred Hastings, 
general sales manager. The company 
also reported a significant sales in 
crease for that month. 
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BLUEPRINT FOR MORE PROFITABLE 
fp WATER HEATER SALES! 











































































































SPECIFICATIONS: 


A complete line of automatic water heaters, DATE: 

both gas and electric, styled and priced to meet 

the requirements and budgets of all families 
_ in your trading area! 


CHECKED BY: 


Thirty-five years of experience in the designing 
and building of better, more dependable, low- 
cost water heaters! 


CAPACITIES: 
Four styles and 44 models. Electric:.30 to 120 
gallons in both round and easily-installed table- APPROVED BY: 


top models. Gas: 20 to 45 gallons. AA volt telilel Moh mm toli-ttreelitolleltl Mm lolol titel ti-1a 


dealers! 
COST: 


Lower than ever! 


REMARKS: 


Be sure to ask your- Toastmaster Water Heater distributor representative about the big Toastmaster Deuces 
Wild promotion for September and October! 


TOASTMASTER 


AUTOMATIC WATER HEATERS 
McGRAW ELECTRIC CO, CLARK DIVISION 5201 WEST 65TH ST., CHICAGO 38, ILL. 


*Toastmaster” is a registered trademark of McGraw Electric Co., Chicago, makers of “Toast- 
master” toasters, “Toastmaster” water heaters and other “Toastmaster” Products, Copyright, 1954.” 


This year and for all the selling seasons ahead! 





DESIGNED BY: 


Toastmaster’s Specialized Water Heating 
Engineers. 
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picka 
plastilux’ 


bring more people in and increase 


appliance sales . . . the economical way! 







Practically all major electrical manufacturers provide 
Plastilux® illuminated signs for their dealers . . . and 
pay part of the cost. Dealers by the thousands have told 
us: ‘When our Plastilux® sign went up, our sales went 


way up, too!” 


Brighten your storefront and dominate your neighbor- 
hood with a sales beacon that’s visible night and day. 


Patented features assure long life and make Plastilux® 


easier to clean, less trouble to maintain. 


Ask your distributor for a Plastilux® sign .. . 


or send us the list of brands you sell to find out 
which ones have Plastilux® signs for you. 
NEON PRODUCTS, INC. 


404 NEON AVE, LIMA, OHIO 
IN Canada: TEK PLASTICS, Ltd., Toronto 


r 
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SCHEDULED MEETINGS 
ROCKY MOUNTAIN ELECTRICAL 
LEAGUE 


(Fall Convention) 
Stanley Hotel, Estes Park, Colo. 
Sept. 12-15 


NORTHWEST APPLIANCE & TV 
ASSOCIATION 


(2nd Annual Profit Clinic) 
Seattle, Wash. 
Sept. 19—through week 


STEEL KITCHEN CABINET 
MANUFACTURERS ASSOCIATION 


(Quarterly Meeting) 
Hotel Cleveland, Cleveland, O. 
Sept. 15 


CANADIAN ELECTRICAL 
MANUFACTURERS ASSOCIATION 


(10th Annual Meeting) 

Sheraton-Brock Hotel, Niagara Falls, 
Ont., Canada 

Sept. 22-24 


NATIONAL ALLIANCE OF TELE- 
VISION AND ELECTRONIC SERVICE 
ASSOCIATIONS 


(Annual Convention) 
Morrison Hotel, Chicago, Ill. 
Sept. 24-26 


INTERNATIONAL ASSOCIATION OF 
ELECTRICAL LEAGUES 


oe Stratford Hotel, Philadelphia, 
a. 
Sept. 29-Oct. 2 


PORCELAIN ENAMEL INSTITUTE 


(Annual Meeting) 

The Greenbrier, White Sulphur 
Springs, W. Va. 

Sept. 29-Oct. 1 


1954 HIGH FIDELITY SHOW 


Palmer House, Chicago, III. 
Sept. 30-Oct. 2 


NATIONAL ASSOCIATION OF 
ELECTRICAL DISTRIBUTORS 


(Pacific Zone Convention) 

Mark Hopkins Hotel, San Francisco, 
Calif. 

Oct. 4-7 


AUDIO FAIR 


Hotel New Yorker, New York City 
Oct. 14-17 


NATIONAL ASSOCIATION OF 
ELECTRICAL DISTRIBUTORS 


(Board of Governors) 
Hershey Hotel, Hershey, Pa. 
Oct. 24-27 


NATIONAL ELECTRICAL 
CONTRACTORS ASSOCIATION 


(Annual Convention) 


Jung Hotel, New Orleans, La. 
Oct. 27-30 


NATIONAL ELECTRICAL 
MANUFACTURERS ASSOCIATION 


Haddon Hall Hotel, Atlantic City, N. J. 
Nov. 8-11] 


NATIONAL FARM ELECTRIFICA- 
TION CONFERENCE 


Schenectady, N. Y. 
Nov. 18-19 











Rewiring in Texas 


Some 200 appliance dealers, elec- 
trical contractors, bankers and home 
builders in Dallas, Tex., met recently 
to launch a long-range program of re- 
wiring Dallas homes. 

Dallas Power & Light Co. was host 





for the meeting. A program was drawn 
up to encourage home owners who are 
remodeling or adding air conditioners 
to do a complete rewiring job. 

P. M. Rutherford Jr., DP&L com- 
mercial manager, predicted that $15,- 
000,000 would be spent by Dallas 
home owners in the next 10 years to 
rewire their buildings. 

Promotional pieces directed to 
builders, architects, electrical con- 
tractors, home loan bankers, real es- 
tate dealers and appliance dealers 
were prepared for circulation by 


DP&L. 


Re-Wiring Campaign 


Kennecott Copper Corporation’s 
adequate wiring advertising campaign 
is being enthusiastically backed by the 
nation’s electric utilities companies, 
according to Kennecott president 
Charles R. Cox. 

The wiring advertisements are 
aimed at the private home owner and 
are scheduled for eight insertions in 
The Saturday Evening Post and This 
Week. 

After two ads appeared, Kennecott 
distributed approximately 20,000 re- 
prints of each ad and about 2,000 
poster-size blowups of each ad. Most 
of these were requested rather than 
furnished unsolicited. Up to 500 re- 
prints and 50 blowups of each ad are 
furnished without charge. 


TV Trade-In Guide 


A TV Trade-In Guide was released 
this month in New York by Nelda 
Publications, Inc. J. Louis Albert, 
Nelda president, terms it the “only 
completely illustrated TV trade-in 
guide on the market.” 

The 256-page book has 2,133 pic- 
tures and detailed specifications of all 
nationally advertised TV home receiv- 
ers manufactured since 1946. In addi- 
tion, there are market tips from the 
top sales executives of all the leading 
television manufacturers. 

The book, which will be published 
annually, sells for $15 and can be ob- 
tained from Nelda Publications. 


CARE Package 





SEWING MACHINE, donated by Necchi 
to CARE for use in a Korean orphanage, 
is operated by young New York Korean 
girl prior to its shipment to Pusan. 
Necchi president Leon Jolson is at right, 
CARE director M. C. Harris at left. 
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‘When I installed my modern Na- 
tional Cash Register, I knew it was 
going to save me money,” writes Mr. 
Williams. ‘‘What I didn’t realize was 
that it was going to help me make 
extra profits, too. My National totals 
multiple-item sales automatically and 
this feature has eliminated mistakes 
in addition. 

‘And since all cash, charge, received 
on account, and paid out trans- 
actions go through the register, none 
can be forgotten. This has helped to 
reduce cash shortages to an absolute 
minimum, and to eliminate the 
forgetting of charges, received on 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


A NATIONAL CASH REGISTER modernizes the opera- 
tion of this Youngstown appliance store, yet costs 


only 23¢ a day to own. 


“My New ational Cash Register 
saves me*2 every day... 


costs only 23°a day to own!” 


— John C. Williams, Elm St. Appliance & Repair, Youngstown, Ohio 


accounts, and paid outs. 

“At the end of the day, it takes 
just a few minutes to get a sales 
classification of all business done. This 
is departmental information that en- 
courages better, more efficient selling, 
and has cut bookkeeping time in half. 

“The advantages of a modern Na- 
tional System help to increase busi- 
ness, which means more net profit. 
Since it saves about $2 a day, and 
costs me only 23¢ a day, I feel this 
is a wonderful investment!”’ 

Mr. Williams’ experience is typical 
of many others who have found that 
a National System does pay off in 


949 OFFICES IN 94 COUNTRIES 


MERCHANDISING—SEPTEMBER, 





1954 


more business and better profits. Your 
nearby National representative will 
be glad to show you right in your 
store how a National System gives 
protection that saves money, infor- 
mation that makes money. He is 
listed in the classified directory. Call 
him today. 
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Where Will They Buy? 


New study not only shows what products will be 
purchased in next year but indicates that only about 10 
percent of purchases will be made at discount houses 


Discount houses will do between 
7 and 12 percent of the appliance 
business during the next 12 months 
while appliance stores will command 
32 to 49 percent of the market. 

These consumer buying plans were 
revealed in a Woman’s Home Com- 
panion poll of 2,236 families across 
the nation. 

The survey also showed that 15 
percent of those polled plan to buy a 
new washing machine in the next 12 
months and 12 percent plan to buy a 
vacuum cleaner and a clothes dryer. 
Freezers and refrigerators were also 
popular, with 11 percent planning to 
buy. 

Radios, television sets and air con- 
ditioners were not included in the 
poll. 

Findings on the individual appli- 
ances were as follows: 

Ranges. Nine percent of the fam- 
ilies polled plan to buy a range during 
the next 12 months. Electric ranges 
are the preference of 62 percent of the 
prospective buyers while 38 percent 
will buy gas ranges. This percentage 
is the exact reverse of present range 
ownership since 62 percent now own 
gas ranges and 38 percent own elec- 
tric stoves. The survey shows 37 per- 
cent plan to buy from an appliance 
store and 12 percent will buy from a 
discount house. Utility companies 
and department stores will each re- 
ceive 15 percent of the sales. 

Refrigerators. Eleven percent an- 
nounced plans to buy a refrigerator 
during the coming year. Appliance 
stores will receive 49 percent of this 
business while discount houses will 
claim 12 percent. The top two 
brands will be purchased by 62 per- 
cent of the buyers. A preference for 
larger refrigerators was also noted, 
with 47 percent saying they would 
buy a bigger size than their present 
machine. The present size was pre- 
ferred by 52 percent and only one per- 
cent said a smaller refrigerator would 
be preferred. 

Freezers. Only 17 percent own freez- 
ers now (compared to 95 percent own- 
ership for ranges and 99 percent for 
refrigerators). Eleven percent plan to 
buy a freezer during the next 12 
months. Among all families polled, 
the upright freezer was most popular 
with 62 percent while 38 percent ex- 
pressed a preference for the chest 
freezer. Appliance stores will receive 
45 percent of the prospects and dis- 
count houses will do 10 percent of the 
freezer business. 

Vacuum cleaners. Twelve percent 
expressed plans to buv a new vacuum 
cleaner this vear. Breaking down the 
preference into tvpes. 36 percent want 
an upright cleaner, 35 percent like the 
tank type, and 32 percent prefer the 
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canister cleaner. (Some named mor 
than one type.) Appliance stores will 
receive 32 percent of the vacuum 


cleaner business while discounters 
will claim 7 percent. Department 
stores, furniture stores and door-to- 


door salesmen will get 43 percent of 
the prospects. 

Washing machines. New washers 
will be purchased by 15 percent. Of 
these, 74 percent will buy automatic 
washers and 26 percent will buy non- 
automatic machines. Appliance stores 
will sell 48 percent and discounters 
will sell 7 percent. 

lothes drvers. Ownership of clothes 
dryers should double in the next 12 
months. Eleven percent of those sur 
veyed now own a dryer and 12 percent 
plan to buy a dryer in the next year. 
Appliance stores will do 46 percent 
of this business and discounters will 
do 8 percent. 

Ironers. Three percent will buy 
ironers in the next 12 months. Seven- 
teen percent of those polled now own 
ironers, but 60 percent of these are 
more than four years old. 


Integrated Drive 


A completely new and integrated 
sales drive will get underway this 
September on all Easy Washing Ma- 
chine Corp. products. 

It will be the biggest concentrated 
advertising and selling drive in Easy’s 
history, according to R. E. Weiss, ad- 
vertising and sales promotion mana- 
ger. 

The program includes an exten- 
sive national magazine schedule, 
women’s magazines, shelter books and 
farm books. Coordinated with maga- 
zine and newspaper campaigns will 
be a dealer-performance sales con- 
test, a concentrated coverage drive 
and a new round of on-the-sales floor 
product training meetings. 

The Easy products to be promoted 
include the Automatic, Spindrier and 
W ringer. 


New Task Force 


Republic Steel Kitchens has 
launched “operation task force,” a rov- 
ing factory-trained sales team that will 
work with and for distributors. 

The task force is headed by Dean 
D. Voskuil, former chief of the steel 
kitchen department for Republic’s Salt 
Lake City distributor. Voskuil and his 
team will concentrate on specific mar- 
ket areas for given periods of time. 

The operation is designed to accel- 
erate dealer and builder exposure to 
Republic Steel Kitchens. 








SALESMAN demonstrates Frigidaire electric range during the eight-week drive 
in Kansas City that doubled electric range sales. 


Co-op Drive Doubles Sales 


In Kansas City, dealers, distributors and the 
local utility cooperate in an eight-week drive that nets 
925 electric ranges—a 97.6% increase 


Some 925 electric ranges were sold 
during a dealer-distributor-utility 
eight-week cooperative sales activity 
concluded on June 13 in Kansas City, 
Mo., the Power & Light Company re- 
ports. 

These results represented an in- 
crease of 97.6 percent in electric range 
sales in Kansas City over the same 
period of 1953. 

Features of the cooperative program 
were: 

A special bonus schedule for electric 
range salesmen, consisting of $1, $2, 
$3 and $4 for the first, second, third 
and fourth sales and $5 for the fifth 
and succeeding sales made during the 
drive; 

A customer premium of a set of 
copper-toned Hallite Wearever cook- 
ing utensils; 

Terms as low as $10 down and 36 
months to pay; 

Wiring allowance by the utility of 
up to $45; 

And generous use of newspaper, tel- 
evision and outdoor advertising. 

A full-page newspaper advertise- 
ment was published each of eight suc- 
cessive Sundays in the Kansas City 
Star. 

The utility paid the salesmen’s bon- 
uses, provided the range wiring allow- 
ances and bore the cost of all advertis- 
ing designed to promote generally the 
values and benefits of electric cook- 
ing. 

The range distributors provided 
their dealers with the sets of alumi- 
num-ware for use as premiums and 
stepped up their advertising allow- 
ances to dealers during the campaign 
period. 

Where new ranges were bought 
from local dealers and connected to 
the utility’s lines, the company shared 
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the cost of the premiums with the dis- 
tributors. 

The entire premium plan was han- 
dled through the Electric Association 
of Kansas City. 

The success of the campaign is at- 
tributed to a number of factors. First, 
there was a combined dealer, distribu- 
tor and electric company effort. Sec- 
ond, there were extra bonus dollars 
for dealer salesmen plus a quality gift 
set of cooking utensils for purchasers. 
Third, utility advertising and all sales 
efforts were keyed to give prospects 
the plain facts about the advantages of 
electric cooking—every claim was 
backed up with factual reasons why 
electric cooking is better. 


Hotpoint Panel 


One company has discovered that 
dealer comments are an important 
source of ideas. Hotpoint Co. recently 
completed a series of dealer panel- 
seminars aimed at giving dealers and 
distributors an opportunity to say what 
they like and don’t like about com- 
pany practices, business conditions, 
products and merchandising. 

“Some of the ideas expressed at 
these panel-seminars already are being 
considered for the 1955 sales and 
marketing policies,” Howard J. Scaife, 
Hotpoint sales manager, announced 
after the seminars. 

The one-day sessions, composed of 
company sales, merchandising and en- 
gineering personnel, distributors and 
dealers, were held across the country. 
Hotpoint officials indicated the panel- 
seminars probably will be continued 
on.an annual basis. 


1954—ELECTRICAL MERCHANDISING 












RADIATION 


HEATER 


Pore 6... HEATS AN 
sa ANP IL Ta cele), 
(pe aeee: nip 
AUTOMATICALLY 



















ACCURATELY 
CONTROLLED 
AS A PRECISION 
WALL THERMOSTAT 









es more heating surface than 
e heater! 


IG RADIATOR SURFACE is PLUG IN AND USE ... Just plug into any 110 

packed into this. it. Generates 5,634 volt circuit. No wiring needed. Light weight, 

‘Seanagp: Heats insu- portable. Only 22” wide, 19” high, 514” deep. 
ee emae heen Weighs less than 22 pounds. 







ROOM TEMPER- UNDERWRITERS’ APPROVED. No exposed 
® Sensitive ther- wires, no glowing coils. Heating element in- 

accurately ... closed. Housing never gets hot enough to burn 
itself. hand. 








am for this electric automatic wonder! 
MRATHSKELLER * BREEZEWAY * BATHROOM * DEN 
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HOUSEHOLD 
REFRIGERATOR 
MANUFACTURERS 


Tecumseh 


HERMETICS 
AS 


STANDARD EQUIPMENT 


Low initial cost, quiet operation, compactness of design and 
trouble-free operation, these are the reasons why manufacturers 
of household refrigerators, freezers, air conditioners, etc., use 
Tecumseh Hermetics in their products. 


Here’s how these facts about Tecumseh will help you sell 
your customers: 


LOW INITIAL COST 


is passed on in lower price refrigera- 
tion equipment or more “extras” at 
the same price. 


QUIET OPERATION 


assures customer satisfaction and 
builds up good will for you. 


COMPACT DESIGN 


allows more space for food storage, or 
smaller overall dimensions. Result . . . 
more refrigeration for the money. 


LOW OPERATING COST 


due to efficient design balancing com- 
pressor exactly to the installation. This 
factor also minimizes the necessity for 
service calls under warranty, saving 
money for both the customer and your- 
self. 











For maximum customer satisfaction and more 
profits for you, look for the famous Tecumseh 
Compressors in the refrigeration products you sell! 


a 
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Illustrated above 
are the four basic 


hermetic compres- 
sors manufactured 
by Tecumseh. 


TECUMSEH PRODUCTS 


TECUMSEH, MICH. 








EXPORT DEPT.: 2111 WOODWARD AVE., DETROIT, MICH 
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Consumers Are Ready to Buy 


That's one of the conclusions of the latest survey 
of consumer behavior, attitudes and intentions reported 
by the University of Michigan Research Center 


The downward business trend of 
the last nine months has halted, and 
consumers are now in a better mood 
to buy durable goods. 

This is one of the broad conclu 
sions of the latest survey of consumer 
behavior, attitudes and intentions by 
the Survey Research Center at the 
University of Michigan. A previous 
survey was carried in the April issue 
of ELecrricat MECRHANDISING. 

The privately financed survey, di- 
rected by George Katona, shows that 
more consumers consider the present 
time a good time to buy big household 
goods than at any other time the sur- 
vey was made—beginning in the sum- 
mer of 1952. 

“Consumer sentiment has  im- 
proved,” the survey says. “Current 
indications on consumers’ appraisals 
of their own financial situation and 
their prospects, the present economic 
situation of the country, and the gen- 
eral economic outlook, as well as 
measurements of consumers’ inclina- 
tion are at a somewhat higher level 
than six or nine months ago. 

“Most of these indicators are still 
much lower than toward the end of 
1952,” the report continues. “But it 
is significant that the downward trend 
of 1953 has not continued. Business- 
men have every reason to believe their 
sales efforts will meet with favorable 
reactions on the part of consumers.” 

Feel Better Off. Asked if they felt 
better off now than a year ago, more 
of them replied in the affirmative than 
when asked in a similar survey in 
1953. The improvement was mainly 
confined to families with incomes of 
$5,000 or over—the group that pro- 
vides the nation’s big buying power. 

Consumers also expressed some 
slight optimism about the economic 
outlook for the next year, and for the 
next five years. While this response 
was quite a bit under the fall of 
1952, it nevertheless marked a definite 
upturn since Sept.-Oct. of 1953. 

Only about one-third of those per- 
sons with definite opinions expect a 
slight decline in the price level. Most 
of them believe prices are now satis- 
factory, and some expressed an opin- 
ion that there is an oversupply of 
goods which favors the buyer. 

Asked how their income will be in 
the coming year, opinions were about 
the same as when the question was 
asked in October, 1953: about 31 per- 
cent feel they will be better off; 
slightly less than half feel they will be 
about the same; and only about 10 
percent expect to be worse off finan- 
cially next year. 

But there was some indication that 
people now feel that the cost of living 
has stabilized, as compared with last 
vear, and that any income increases 
would mean a real improvement in 
financial position. 

The report says, in summation, that 
“We find that some favorable inclina 
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tions to buy, and some expressed in- 
tentions to buy automobiles and large 
household goods, depend, according 
to prospective buyers, on favorable 
price developments. 

“We conclude, therefore, that in 
view of current consumer attitudes 
there is a distinct possibility of an up 
turn in the sales of automobiles and 
other durables. Yet consumers still are 
hesitant. The upturn will come only 
if sellers do what consumers expect 
them to do—namely, if business firms 
proceed with energetic marketing, fa- 
vorable discounts, and trade-ins and 
the like.” 


Ads Show Decrease 


Newspaper advertising linage on 
refrigerators declined about 10 per- 
cent for the first six months of 1954 
as compared to the corresponding 
period last year. 

Freezer linage also was substantially 
off, while electric range and conven 
tional washers were off slightly. 
Clothes dryers and automatic washers 
showed an increase. 

Figures released by the Advertising 
Checking Bureau, Chicago, showed 
that total dealer and national adver- 
tising linage in newspapers on re 
frigerators was down from 1,385,823 
inches for the first half of 1953, to 


1,244,765 for the first half of this 
year. 
Here are the ACB’s six-month 


comparative figures, in inches, for 
other individual appliances: 


Freezers 1953 1954 

296,070 170,243 
Automatic \Vashers 

542,714 693,855 
Conventional Washers 

253,721 147,875 
Dryers 

118,245 125,586 
Electric Ranges 

219,128 207,388 


ACB, through its Newspaper Re- 
search Services, checked 145,676 
newspaper ads on these appliances. 
Checking was done on all daily and 
Sunday newspapers published in the 
United States, of which there are 
approximately 1,750 newspapers _lo- 
cated in 1,393 cities. 


Tops in Dryer Ads 


Whirlpool Corp. topped all others 
in total dealer, distributor and na 
tional display newspaper advertising 
of dryers in 71 cities for the first six 
months of 1954, it has been an- 
nounced. Some 280,546 lines of 
Whirlpool gas and electric dryer ad- 
vertising was reported by Advertising 
Checking Bureau. 


1954—ELECTRICAL MERCHANDISING 












Sell VVALUE 


Sell SYLVAN IA 


The Greatest All-Time Value Line in ‘TV 





HIS is the year of VALUE in TV selling. Not PRICE 
f hentied os PRICE PLUS QUALITY—will ring up the big 
sales for 1954-1955. 

That’s why Sylvania’s 1955 VALUE LINE is hailed as the 
big winner for this season. Famous Sylvania quality plus 
competitive rock-bottom pricing meets any competition! 
Here is the formula for the TV Dealer who wants to score 
big profits this season. 


Only Sylvania gives you such powerful selling tools as 
HavoLicurt, Super PHOTOPOWER Chassis, Continuous 
One-Knob VHF-UHF Tuning, Dual Speaker Consoles, 
Front Speaker Table Models and many other exclusive 
Sylvania advances. The new Sylvania line has the selling 
power, the features and the profit margins to win you TV 
leadership in your territory —regardless of competition. 

* ok a 
The GOLDEN VUE '’21” (Model 511) Table Model in Grained Walnut 
Finish —at the lowest price ever offered on 21” Sylvania TV. Powerful 
performance and handsome cabinet styling make this set a really 
sensational value. Embodies PHOTOPOWER Chassis, Silver Screen 85 
Alumininized Picture Tube, Automatic Power Stabilizer, Automatic 
Picture Focus, Simplified Tuning and many other Sylvania quality 


features. Here’s the model that will lead your sales parade! Also 
available in Grained Mahogany Finish at $179.95. 





a e 


You'll Outsell Them All with this' VALUE) 


Gann 


“Sylvania is the Most Profitable 
TV Line I Handle!” 


““My customers like Sylvania’s greater 
value. I go for Sylvania’s greater 
dealer profits. No wonder it’s the 

fastest selling TV line in my store!” 


aoe M bebroo : 







HERMAN H. GABOWITz 
Gabowitz Appliance 
202-204 Neilson St. New Brunswick, N, J. 





Slightly higher 





A“ your local Sylvania TV Distributor to present the Sylvania 
story for 1954-55. You'll see why the Sylvania franchise is 
the most valuable asset in the industry. 


Contact Your 


¥ SYLVANIA TV 


DISTRIBUTOR 


295 


West and South 
Suggested Retail Price 


HavoLicut and PaoroPowenr are Sylvania Trademarks 


SYLVANIA ELECTRIC PRODUCTS INC., Radio and Television Division, 254 Rano Street, Buffalo 7, New York 
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--- that mean more 
profit to you 


* CABINETS IN COLOR — Six stunning 
decorator colors to choose from, or white 
if preferred. 

TOPS IN QUALITY — Comparison will 
convince you. 


WIDE SELECTION OF SPECIAL FEATURE 
CABINETS OR CUSTOM CABINETS TO 
SPECIFICATIONS. 


MOST EXTENSIVE VARIETY OF STOCK 
SIZE WALL AND BASE CABINETS ... 
permits tailoring a GENEVA kitchen to 
any room dimension. 


SINKS in stainless steel, porcelain, or cus- 
tom tops. 


COMPLETE LINE OF TIME AND STEP 
SAVING ACCESSORIES. 


FULL WARRANTY protects you and your 
customers. 


NATIONALLY ADVERTISED in leading 
consumer magazines. 


COMPLETE COOPERATION to assist you 
in all phases of kitchen planning and in- 
stallation. 





itchen featured 


K 
GENEVA - Home 


in W onderai 
Air Conditio 


HW KUTCH EN seme 
mt : a 


eae ———— 
LE 


ned Village 








GENEVA MODERN KITCHENS, Dept. EM-9-54 
Geneva, Illinois i 


Please send me complete information on GENEVA kitchens. 


My business is eae 


POA iipnons 


ADDRESS. 
2 RA eh. ae 
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Carload Buying Saves 8% 


Chicago's “IRMA” dealers take a big step toward 
cost-cutting by ordering appliances in carload lots, 
arranging special deals through group leverage 


“Rough” is the word for the going 
in the big cities, particularly in Chi- 
Cago. 

Chicago is a market which absorbs 
> percent of the appliance output, 
about $365,097,035 in 1953. Of this 
Sears-Roebuck is said to have gotten 
$109,529,110 worth, Polk Brothers 
$22,000,000, leaving $233,567,925 for 
Chicago’s remaining 2,013 appliance 
dealers, or about $116,029 apiece. 

Chis situation did not sit well with 
Roy Baumann, who had seen his re- 
tail volume climb from $22,000 in 
1934 to $500,000 in 1950, then be- 
gin slipping. His sales started to go 
off despite his experience and efforts, 
and he blamed it on the vast amount 
of discount selling going on in the 
Windy City. 

While the obvious way to cut costs 
was to buy by the carload, the Bau 
mann operation on Irving Park boule 
vard was too small to permit this sort 
of thing. Roy thought of the obvious 
-a buying combination of dealers who 
could swing carload orders, break them 
up to suit dealer needs, and yet get 
them the carload price, which would 
save them 5 to 10 percent per unit. 

Cash in Advance. There had been 
many attempts at dealer buying 
groups, he found, but all had suffered 
from one common weakness—the ten 
dency on the part of a dealer to re 
nege in accepting his purchase, which 
put the group on the spot. 

Roy Baumann thought of one fac 
tor which could make a buying group 
a success—have the dealer lay down 
his check with his order, cash on the 
barrelhead. 

That is the key that has put the 
Independent Reliable Merchants As 
sociation, 230 North Canal St., Chi 
cago, over the hump. It numbers 60 
members, all veterans, with 70 stores. 
Dues to each member are $25 a 
month. 

Every Tuesday the local members 
have a meeting, either breakfast o1 
evening, vote on what they want, put 
up the money. IRMA orders and 
splits up delivery from Seng’s bonded 
warehouse. 

One girl is employed and Roy Bau 
mann has been acting as _ business 
manager for the group, putting in half 
his time, he says, for $1,200 a year, 
salary. Just now a full time business 
manager is coming into the picture. 

Offer Any Brand. Because of 
IRMA’s carload ordering, members 
can save from $15 to $30 a piece. On 
one dryer, retailing for $299, the cost 
was $200 to dealers in less than cat 
load lots, $137 apiece in carload. It 
is felt that the association averages 
an 8 percent savings for dealers. Three 
of the members are big operators, buy 
by the carload themselves, but come 
in to the association because it gives 
them a chance to pick up any brand of 
appliance their customers want with- 
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ROY BAUMANN, founder and president 
of IRMA, describes the way the dealer 
group saves money 


out stocking. One of the conveniences 
has been the fact that any kind of 
an order can be filled by IRMA 
quickly at a bedrock price. 

An advantage not anticipated has 
been a leverage that an association can 
exert. At the present moment many 
distributors will give members the 
benefit of a carload price without any 
forma] bargaining. 

By-products Help. The organization 
has set up some exclusive deals. One 
is with Rheem water heaters. Here 
a three point pricing structure was set 
up allowing for a 25 percent discount 
to the public; a $349.50 floor for 
IRMA dealers, and $168 cost to 
dealers. 

As this is written a deal is coming 
up for IRMA members which gives 
them $160 cost on 3 hp room coolers, 
in line with the best offers in town. 

“I do not believe that Chicago dis 
tributors are particularly fond of the 
IRMA organization,” said Baumann. 
“This is because a lot of their profit 
comes from the less-than-carload prices 
ind they would rather sell this group 
of dealers separately on this basis.” 

Consequently, two-thirds of the 
present-day sales going to members 
arise from leverage the association ex- 
erts. For example, the distributor will 
come out with a proposition that will 
not only give members the carload 
price on LCL lots but he will throw 
in ultimately 60 to 90 days free financ- 
ing. Another strategy for distributors 
is to offer carload price at open ac- 
count basis with each dealer. The 
dating business is also back. 

Among the firms that IRMA mem- 
bers have done business with are 
Maytag, Westinghouse, Rheem, Ham- 
ilton, Air-Way vacuum cleaners, De- 
troit-Jewel, Magic Chef, Servel, Con- 
lon and ABC. 

Pool Advertising. There have been 
pool advertising given to members, 
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Profit-minded dealers have found that a DWW is the surest way to please themselves 

and their customers. That’s because the DWW line has every outstanding feature customers 

— demand — abundant hot water — low fuel costs — top quality construction and engineer- 

: ‘ ing . . . so you get a fast, easy sale. And once sold a DWW lives up to its reputation for 

: dependable, trouble-free operation — turns buyers into boosters who win new friends — 
. new sales — for DWW dealers. 





yw : ; Chromolox immersion heating unit @ Easily removable porthole cover © Cathodic protection by magnesium 

4 : rod @ Heavy legs for sturdy support @ Inlet and drain located to offer greatest installation convenience 
@ Heat trap to prevent back circulation in piping @ Double extra-heavy galvanized steel tank @ Under- 
writers’ approved heavy wiring ©@ Precision engineering @ Upright models to conserve floor space, table 
top for extra work space @ Advanced design ® Adjustable thermostats. 





Exclusive baffle at cold water inlet prevents mixing of hot water with incoming 
cold, insuring constantly even water temperature, greater economy of operation. 


@ QUICK CONSTANT HOT WATER e HEAVY FIBERGLAS INSULATION 
e LONG, TROUBLE-FREE SERVICE e MODERN SPARKLING BAKED ENAMEL JACKET 





AA tt ANOLE OREN RR 


e LOW-COST OPERATION e SAFETY AND CLEANLINESS 


Liberal 10 Year Guarantee on 
Extra-Heavy, Copper Bearing Gal- 
vanized Steel Tanks When Or- 
dered with Cathodic Protection. 








wm 
A TYPE AND SIZE 
: FOR EVERY 
PURPOSE 
a 
* : ee PA SALES OPPOR 








_#@ taste-rop 


DWW manufactures a 1 year, 5 year, 
10 year and Stone Lined Water Heater 
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ELECTRIC 
HOUSEWARES 


“EMPIRE” Does It Again! 


“EMPIRE”—first and foremost in the introduc- 
tion of top-performing, smartly designed Full 
Automatic Electric Percolators for the great popu- 
lar priced field .. . 


Now Introduces 


Greatest Combination No. 2012 
of Eye-And-Quality Appeal Ever 
Built Into Any Percolator At 


or $21.75 


Never before the equal of this! Brews perfect coffee—any 

way you make it! 

@ Exquisitely Designed in Lustrous Chromed-Copper, 8-Cup Capacity 

© “Flavor-Selector’ Assures Coffee “As You Like It’’—while keeping 
coffee costs down because less coffee is required! 

@ Graceful Non-Drip Teapot-Style Spout 

@ Red Signal Light Indicates When Coffee is Ready 


PLUS The Most Complete Line of Fully 
Automatic Percolators In The Field— 


Distinctively designed “EMPIRE” 
Automatic Percolators—with “Flavor 
Selector”. Highly polished aluminum: 


No. 1961—=3-to-5 Cup 
“Thrift-O-Matic” 
No. 1962—Standard 8-Cup.$10.95* 


“THRIFT-O-MATIC” 


Only Percolator that prop- 
erly makes small quantities 
of coffee automatically! 


TAS = No. 1941 — $8.75* 
. 3 to 5 Cup With “Flavor Selector”—$9.50* 


*Prices Slightly Higher in the West 


WRITE TODAY—For Catalog & Prices 


i d Labor Saver! 
Another Fast-Selling eS Time an 


ELECTRIC TABLE GRILL 


_— 





the “2- 


with 
. teams UP “"Perco- 


Cup Coffee-Quickt 
Drips”. Food & 
Warmer, Hot Plate. 
tional Empire A wg 
pieorypee A ~ dl oe 
m ple 
“aie Sheonte Housewares you 


can feature! 


The METAL WARE @ozgoration 


a ee TWO RIVERS, WIS. 


New York 


A chrome-plated beauty yi 
130 sq. im. OF 4 ae neat = 
interchangeden yable dripping 
an No. 788—$15.50 List. 


Merchandise Mart 
Chicago 
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EVERY TUESDAY, members of IRMA meet either in morning or evening to discuss 
buying plans, put up the money. Here a group of dealers considers one member's 


suggestion for carload buying. 


$29,000 spent by CBS-TV and in 
addition it has been done by Fryryte 
and Nesco. / ‘ 

Thanks to savings through IRMA 
the Baumann retail business has 
leveled off and is going ahead. Mr. 
Baumann has added furniture to his 
appliance line and 30 percent of his 
1954 volume is in this. Add a saving 
of 5 to 10 percent on white goods, 
and the advantage becomes definitely 
noticeable. 

Most of the IRMA members are 
veterans in the business. Besides the 
founder-president, Roy Baumann, 
treasurer is Stanley Lersch, Tri-Par 
Radio & Appliances, secretary, Frank 
Rajski, and directors are M. W. Crit- 
tenton, Henry Nei, John Beranich and 
Fred Dykstra. 










OVER 700 COPIES of the pocket-sized sales manual shown above have been sold 
in the first month and a half since publication. 


Pocketbook for the Trade 


Laundry Cleanup 


Laundry equipment probably will 
prove to be the primary source of in 
come for specialty appliance and tele 
vision dealers during 1954-55, accord 
ing to A. W. Bernsohn, managing 
director of NARDA. 

Speaking to the field sales organiza- 
tion of Hamilton Manufacturing Co., 
Bernsohn said: “It’s now the period 
between two great television drives. 
Now is the time for the laundry equip- 
ment field to dramatize the wonderful 
profit opportunity it offers the re- 
tailer.”” 

Bernsohn urged the industry to cash 
in on “the wide-open markets” for 
laundry equipment that are coming up 
this year and next. 


In addition to showing list and 


cost prices for hundreds of appliances, the manual also contains information on 
the features of individual products. The refrigerator section for instance, shows 
capacity, height, width, depth, freezer capacity, provision for automatic defrost- 
ing and the number of roll-out shelves. The manual is priced at $25 (an intro- 


ductory price of $18.75 is effective until September 15). 


For this the dealer gets 


the six-ring binder, current spec sheets, and supplements issued throughout the 


year which keep the manual up to date. 


Orders can be sent to | Want to Know 


Publications, 923 Kings Highway, Brooklyn 23, N. Y. 
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(Columbia Recording Artist) 


ee 
|} LIBERACE SAYS, “The depth and quality of its sound, its 
4 piano-key controls, its functional design . . . 
make the Ampro Tape Recorder my choice,” 


~f~ WATCH FOR 
AMPRO’S NATIONAL 
ADVERTISING CAMPAIGN 
FEATURING THIS POPULAR 
RADIO, TELEVISION AND 
RECORDING STAR 


and Yow. singh Hi- TWO: SPEED | 


y“ : Ra = Changes speeds 
This great new Tape Recorder provides the “podium presence” tonal quality Aa \ — <= om 
of Ampro’s famous model 756 Hi-Fi at 74 i.p.s. plus the long play for 4 
uninterrupted recording of the Ampro model 755 Celebrity 
at 334 i.p.s. Yes, both speeds with the Ampro Hi-Fi Two-Speed! 


















ONLY THE AMPRO Two speeds: 714 i.p.s. and 3% i.p.s. | 


Electro-magnetic piano-key controls 
for Record, Play, Fast Forward, on 
TWO-SPEED HAS ALL Fast Reverse and Stop - 


MODEL 757 HI-FI 


OF THESE OUTSTANDING Automatic Selection Locator (3-digit counter) 


guntimin e Electronic Tuning Eye Recording Level Indicator 


Large 6-in. x 9-in. Alnico-5 P.M. Speaker SAS SAS Retail 
Beautifully styled in the modern manner I 95 
e Recorder-radio combination (optional) 


See your distributor or write AMMPRO Corporation - 2835 North Western Avenue » Chicago 18, Illinois 
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‘These new Rohn Towers continue to feature the famous triangular design, 
the self-supporting features and the simplicity of design which gives extra-_ 
inary ruggedness and durability! New, advanced Rohn designing — 

itilizes mass production machinery to greatly lower cost — yet actually 

produce a tower structurally sturdier than belorel Get full facts today on 
Rohn Towers that,are loaded with “Sales Appeal” . . . so far advanced in | 
design and engineering to be truly years ahead! Sieh: ee | 


ALSO AVAILABLE 
FOLD-OVER TOWER 


This Rohn Tower is ideal for experimentation, amateur 
work and others who prefer quick interchange of 
antennae. 


TELESCOPING MASTS 


A complete line of “superior-design” Rohn telescoping 
masts are available in 20 - 30 - 40 - 50 ft. lengths. 
The finest type mast available anywhere. 


COMPLETE LINE OF ROHN ACCESSORIES 


An entire line of Rohn developed and manufactured 
accessories are available including such items as mast 
bases, wall mounts, roof mounts, guying brackets, 
guying rings, mast tubing, etc. — Get the complete 
catalog and then you can rely on one-stop service! 

















NEW ROHN no. 30 
COMMUNICATION TOWER 


The new No. 30 Rohn Tower is in 10 ft. sec- 
tions with an 18 in. triangular design. It 
utilizes heavy-duty tubular steel throughout 
and is completely electrically welded. The 
perfect tower for those requiring height up to 
66 ft. non-guyed or guyed heights up to 200 
ft. or more. 





See your authorized Rohn Representative or 
- Distributor for catalog sheets and complete de- 
phone or F 


tails. Or . . . write, 





% 











“Pioneer designers and manufacturers of towers of all kinds 
~. . sold with assurance and satisfaction coast-to-coast!’’ 
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JOINT VENTURE: presidents James Conkling, left, and Charles H. Percy of 
| Columbia Record and Bell & Howell, respectively, inspect a new tape recorder 
which is being marketed under the Columbia-Bell & Howell label 


| 
| 


[From Records to Recorders 


Columbia Records expands further into the in- 


AM-FM tuner, and a tape 


Columbia Records waded deepei 
into the home instrument market last 
month by introducing an expanded 
line of “360” phonographs, a new 
tape recorder fe pm AM-FM tuner. 

Although Columbia appears to be 
getting deeper and deeper into the in- 
struments field, president James Conk- 
ling says that the firm’s primary goal 
remains the marketing of recorded 
music. Conkling sees the company’s 
recent ventures into equipment as a 
means of getting more consumers (and 
more equipment manufacturers) in- 
terested in better recorded music. 
Willing to let his company act as a 
groundbreaker for the industry, Con- 
kling last month told a press confer- 
ence that Columbia Records was in 
terested in marketing anything of a 
sound nature still in a development 
stage. 

The success of the company’s “360” 
phonographs obviously hasn’t hurt 
Conkling’s confidence in offering new 
products. Introduced only 18 months 
ago, the “360” has been widely imi 
tated in the trade and has proven to 
be an even bigger success than Co- 
lumbia officials had anticipated. The 
firm sold over 50,000 units last year. 

The “360” has been changed some- 
what this year, with addition of a 
“kilosphere” speaker and substitution 
of a variable reluctance magnetic car- 
tridge for the ceramic type used last 
vear. Changes have also been made 
on the turntable motor and amplifier 
and provision has been made for an 
outlet to accept a new tuner being 
marketed by Columbia for the first 
time. The AM-FM tuner sells for 
$99.95. 

Price for the new “360-K” phono- 
graph is $149.95, $10 higher than last 
vear. Last year’s “360” has been re- 
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|strument field with a new “360-K” phonograph, an 


recorder 


tained in the line, however, and its 
price has been cut to $119.95. 

The kilosphere speaker system, 
which is also used on one of the firm’s 
two new tape recorders, is a small rec 
tangular bar honeycombed with more 
than a thousand minute loudspeakers. 
The system is able to relay frequen 
cies up to 20,000 cycles per second, 
giving a Clear, crisp reproduction of 
the treble range. 

The table model tape recorder, 
priced at $299.50, incorporates the 
kilosphere speaker. The portable tape 
recorder, using a standard speaker sys 
tem, is priced at $249.50. 

Both models are being manufac- 
tured for Columbia by Bell & Howell 
and will be marketed under a Colum 
bia-Bell & Howell label. 

Columbia’s jump to the tape re- 
corder field immediately created specu 
lation about the company’s plans to 
produce pre-recorder tapes. Conkling 
insisted, however, that no decision has 
been reached at Columbia on that 
subject at this time 


Maytag-Tide Tie-in 

Maytag now places a box of Tide 
detergent in every automatic washer 
coming off its assembly line. 

The Maytag washer, in turn, will be 
advertised on network radio and tele- 
vision shows sponsored by Tide during 
the coming year. Over 500 radio and 
television stations of the CBS and 
NBC network will carry the Maytag- 
Tide commercials. 

It is estimated that the total valuc 
of the advertising of the Maytag 
washer by Tide is over a quarter mil 
lion dollars. 
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4829 S.NORMANDIE AVE 
LOS ANGELES : 


AX. 5227 
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shorten your schedules 
and cut costs in the bargain! 


You can actually count on a Chevrolet truck doing your job faster 
and for less money. That’s a strong claim, sure; but one that’s been 
proved time after time on job after job. 


EXTRA POWER SAVES YOU TIME 


All three Chevrolet truck engines—the “Thriftmaster 235,” the 
‘Loadmaster 235” and the “Jobmaster 261”* —deliver extra horse- 
power for greater acceleration and hill-climbing ability. You haul 
your loads on a time-saving schedule and save money doing it—for 
with Chevrolet’s higher compression ratio you use less gas. 


BUILT-IN RUGGEDNESS SAVES YOU MONEY 


Stronger, more rigid frames, newly designed clutch; huskier rear 
axles and drive lines in 2-ton models; higher capacity universal joints 
in medium- and heavy-duty models —these beefed-up built-in chassis 
features mean your Chevrolet truck is going to stay on the job for a 
longer time. They also mean you can expect extra-low operating costs. 

Another important advantage is Chevrolet’s low original cost — 
lowest of all lines of trucks! You save the day you buy, and you go 
right on saving as long as you own that Chevrolet truck. Drop by 
your Chevrolet dealer’s and look over the many models he has to 
offer. ... Chevrolet Division of General Motors, Detroit 2, Michigan. 


MOST TRUSTWORTHY TRUCKS 
ON ANY JOB! 









1954 


CHEVROLET TRUCKS 









CHEVROLET ADVANCE-DESIGN 
TRUCK FEATURES 


THREE GREAT ENGINES—The new “Jobmaster 
261” engine* for extra heavy hauling. The 
“Thriftmaster 235” or “Loadmaster 235” for 
light-, medium- and heavy-duty hauling. NEW 
TRUCK HYDRA-MATIC TRANSMISSION * — offered 
on %-, %- and 1-ton models. Heavy-Duty 
SYNCHRO-MESH TRANSMISSION — for fast, 
smooth shifting. DIAPHRAGM SPRING CLUTCH 
—improved-action engagement. HYPOID REAR 
AXLE—for longer life on all models. TORQUE- 
ACTION BRAKES—on all wheels on light- 
and medium-duty models. TWIN-ACTION REAR 
WHEEL BRAKES—on heavy-duty models. DUAL- 
SHOE PARKING BRAKE -— greater holding ability 
on heavy-duty models. NEW RIDE CONTROL 
SEAT*—eliminates back-rubbing. NEW, LARGER 
UNIT-DESIGNED PICKUP AND PLATFORM STAKE 
BODIES — give increased load space. COMFORT- 
MASTER CAB—offers greater comfort, conven- 
ience and safety. PANORAMIC WINDSHIELD — for 
increased driver vision. WIDE-BASE WHEELS— 
for increased tire mileage. BALL-GEAR STEERING 
—easier, safer handling. ADVANCE-DESIGN 
STYLING —rugged, handsome appearance. 


*Optional at extra cost. Ride Control Seat is available on all cabs of 1'2- and 
2-ton models, standard cabs only in other models, “Jobmaster 261” engine 
available on 2-ton models, truck Sen transmission on Y2-, ¥4- and 
1-ton models, 
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EXcLusive / 
2- SPEED 


CONTROL 
QUIK-VAK 


Caniste, 


| Model ggg 


It pays to push Cadillac 
—the cleaner that pulls in sales! 


Actually, nobody pushes a Cadillac Quik-Vak—neither 
‘you nor the lady whose household cleaning jobs it handles 
with such amazing efficiency. You display it... 
demonstrate it ... and SHE BUYS, because this 
dirt-hungry Cadillac canister offers every feature she 
wants for fast, thorough cleaning. Namely: 


@ SWIVEL TOP e MOTOR MOUNTED 


IN RUBBER 
@ BEAUTIFUL 2-TONE GREEN FINISH Rate Uieciien 
© DISPOSABLE DUST BAG and noise 
@ “FLOATING BRUSH” FLOOR NOZZLE ,. no..eAK 


© OVERSIZE MOTOR—POWERFUL PICKUP FILTER SYSTEM 
© E-Z ROLL DOLLY (Optional Equipment) 


PLACE ORDERS 
NOW! 


Get set to meet the demand 


created by national ad- 
vertising in leading 


nsumer maqazines 





CLEMENTS MFG. CO. 


Dept. A., 6650 $. Narragansett Ave., Chicago 38, Ill. distributors. 


EE CE FW ES A TT 
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For more than 44 years, sold 
only by reliable dealers and 





ASSOCIATIONS 








1725 YOUNG Chicagoans attended the eighth annual ‘Cooking School for Junior 


Chefs’’ sponsored during July by the Electric Cooking Institute. The large regis- 
tration made it necessary to hold two complete schools, one on Tuesdays and 
Thursdays and the other on Wednesdays and Fridays. 


1700 Junior Chefs... 






MARGARET HALLOWED supervises three young chefs as they prepare one of 
the suggested luncheons. The school was under the direction of the Jane Foster 
Service. Balloons on back of range promoted ‘’Balloon Bursting Idea’’ con- 
test which scored the merits of electric cooking. 


... Try Electric Cooking 





BALLOON BUSTING is done by Geraldine Finlin as the contest ends. The junior 
chefs who gave the best reasons for cooking with electricity were awarded 
bicycles, radios, record players and other small appliances. The Electric Associa- 
tion termed the school ‘100 percent successful.” 
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Seth Thomas Presents 


outstanding new clocks in the 
fast-selling, low-price field 


‘oo SPARKLING MODELS added to America’s 
most complete line of clocks—Seth Thomas*, 
give “a clock for every room” real sales meaning. 
Their wide range of design and purpose make 
them ideal gifts. And they re priced for immediate 
sales—in a range that means many hundreds 
more prospective buyers in your neighborhood. 


Again this fall, dramatic full-color adver- 
tisements in BerreER HoMEs AND GARDENS 
and Livinc For Younc HoMeMaKERs help 
build the Seth Thomas market for you. 

It’s easy to bring the force of this campaign 
into your own store with local tie-in 
advertising and point-of-sale display. It’s 
easy to sell Seth Thomas Clocks—styled and 
priced for modern living. 


2A bus Cocks hy 
SETH» 4 
THOMAS 





RONDO-MINX OFFER No. 1 


Colorful free merchandising display as 
illustrated, with: 


RONDO-MINX OFFER No. 2 
Same free merchandising display, with: 


9 Rondo (2 each white, red, green, 
yellow—plus handsome black & gold 
Rondo FREE! ) 


4 Minx (2 plain, 2 luminous) 
Your cost, $52.10; your discount, 44.7% 


4 Rondo (white, red, green, yellow — 
retail $6.95 each) 


1 Minx plain, retail $6.95 
1 Minx luminous, retail $7.95 


Your cost, $26.05; your discount, 40.2% your profit, $40.25 


your profit, $16.65 


SETH THOMAS CLOCKS 


*Reg. U. S. Pat. Off. 
tPlus tax. Prices subject 
to change without notice. 
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The Rondo-— For the kitchen, 
yet decorative in any room. 
Large, easy-to-read dial. 

Red, white, green or yellow. 
Contrasting hands and numerals. 
Also in black with gold-bronze. 


Electric. $6.95t 








The Minx-— Lowest price 
ever for a genuine Seth Thomas 
electric bell alarm! Sophisticated 
model for fast sales. Beige 

and taupe gray. Red sweep 
second hand. $6.95t 
Luminous $7.951 





The Compass-—tThe new 
“Custom Look” in clocks. 
Ribbed silver-gray dial. Raised 
brown numerals and hour dots. 
Mahogany with ebony side 
trim—wheat blond with walnut. 


Electric bell alarm. $10.507 








A Repeat Offer—the highly successful Stop 'N Shop Clock Mart 


* Self-liquidating — Seth Thomas gives you clocks to more than 
pay for the display. : 
® Exhibits up to 18 clocks, including 6 wall models. 
* Gives you a complete clock department in 2 square feet. 
* Gives your customers easy inspection for quick selection. 


For full details on these three offers, ask your Seth Thomas dis- 
tributor’s salesman, or write to Seth Thomas, Thomaston, Conn. 


| GENERAL 


Thomaston, Conn. 
Division General Time Corp. 
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WAITING TO TEE OFF at AHLMA convention are, left to right, Frank Simpson 


Thor; Jack Carlson, Thor; Harry Almond, Alcoa; and James Tilbrook 


Laundry Men See... 


ASSOCIATE MEMBERS Irving Gobel, sales engineer, and Louis Putze, president 
both of Doreng Products, sun themse!ves on ferry from St. Ignace to Mackinac 


Blue Sky at Mackinac 


AHLMA’S president Homer Reeve forecasts a sub- 
stantial increase in sales for the second half of this 
year; manufacturers may investigate discounters 





KEEPING TRACK of golf tourney scores, associate member Frank Tullman, 
Emerson Electric, chaiks up a handicap during Monday afternoon opening 





ON THE GREEN? Bob Buddington, Inland Steel (left) and Joe Groshans, 
ironer division, Sp2ed Queen, look down the fairway. 
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For their annual summer meeting, 
members of the American Home 
Laundry Manufacturers Association 
gathered at Grand Hotel on Mackinac 
Island for three days of golf, boating, 
swimming—and business. 

The blue skies the members en- 
joyed at the northern Michigan resort 
also applied to AHLMA’s predictions 
for sales for the second half of 1954. 
The group sees a substantial increase 
in the next few months. Optimism 
was the key. 

In other matters, the AHLMA: 

—suggested a special committee b< 
set up to study the discount situation 
and report back at the winter meci- 
ing; 

—appointed a new executive di- 
rector. 

Good Second Half. President W. 
Homer Reeve, head of Easy Wash- 
ing Machine Corp., predicted that 
sales of home laundry equipment in 
the second half of 1954 will be up as 
much as 50 percent over first-half 
business. 

Reeve stated that out of an esti- 
mated total sales of 11,500,000 major 
labor-saving appliances going into 
American homes this year, 4 million 
“will be our own washers, dryers and 
ironers.” Reeve, who based his state- 
ments on an industry-wide poll, said 
that “some of our members estimate 
that their second half sales will be up 
20 to 25 percent. Others said 15 per- 
cent.” One predicted “‘about the same 


ind another declared that his increas« 
would he ‘a good one.’” 

Reeve stated that estimates for thc 
coming months, as compared with 
similar periods in 1953, range from as 
high as 50 percent to a low of 7 pet 
cent. One thought it might be below 
the second half of last year. 

Reasons for the optimistic views of 
AHLMA’s members varied. Their 
varied explanations included: “We 
have a big sales program planned for 
fall, plus expansion of our present dis- 
tributor and dealer organization.” 
“Our field organization is consistently, 
increasing its strength on laundry 
sales.” One manufacturer reported 
that .in a distributor meeting, the 
panel agreed that the second half of 
this year would be 50 percent ahead 
of the first half; 25 percent above the 
second half of last year. Another 
AHLMA member pointed out “the 
change in the attitude of our distrib 
utors and dealers from the latter part 
of 1953. Then there was much talk 
of the possibility of a recession. ‘Toda 
there is an optimistic outlook among 
them.” 

Reeve added that he did not think 
that “‘all this confidence is too much 
out of line. I think our members 
know what they are talking about.” 
Pointing out that nine out of every 
ten families are possible customers for 
one or more household appliances, 
Reeve outlined the many factors which 
point toward a healthy economic year. 
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ENJOYING “‘longest porch in the world’’—the porch 
at Grand Hotel—are Ken Ewing, Allianceware; W. B. 
Nixon, Armco Steel; and Walter Hauser, Lever Bros. 


le 


|) Industrial production shows up 
well, as do department stores sales. (2) 
Prices have held favorably, personal 
income is staying at high levels and 
construction activity is unusually high. 
3) Plant and new equipment expendi- 
tures are within 5 percent of the high 
rate of a year ago. ‘“There is plenty of 
such activity within our own industry, 
one of the most encouraging signs of 
our faith in the future,” he added. 

President Reeve backed up his 
thoughts when closing with ““We may 
some day come to the time when we 
will have complete saturation of wash- 
ers, dryers and ironers. But that will 
be nothing to fear. It will be some- 
thing to welcome. It will mean that 
every homeowner in the country will 
be sold on our three products. What 
a replacement market that will be for 
all of us.” 

New Angle on Discounters. A new 
angle on discounters was sounded 
when John Wicht, vice president of 
Blackstone, requested that “a prop- 
erly selected committee appointed by 
our association,” should study this 
situation and report back at the winter 
meeting this coming year. 

Admitting that it was a “touchy 
situation,” Wicht suggested that the 
attempt be made. Pointing out that 
the press, distributors and dealers 
have charged manufacturers with “tol- 
erating, aiding and outright support 
of discount houses,” Wicht felt that 
the committee findings might “indi- 


monishes guests at Hawaiian cocktail party. 
took time off from publicist duties to assume stern 
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Shaw 


cate whether we, as an industry, can 
take an action that might help safe 
guard the future of the washing ma- 
chine business. It is one of the first 
such approaches that have come from 
the manufacturing level. 

AHLMA’s New Director. ‘Timed 
well with the holding of the semi- 
annual meeting was the appointment 
of Guenther Baumgart to be execu 
tive director of the Association. 

Baumgart, who asked for coopera 
tion from the top of the industry on 
down, specified that he be backed to 
the hilt. “When we have management 
problems, send your top people in 
management. When we have pur- 
chasing topics, send your top people 
in purchasing,” he said. 

Baumgart, who was chosen by 
unanimous choice of AHLMA’s selec- 
tion committee, was manager of the 
membership department of the Chi- 
cago Assn. of Commerce and Indus- 
try. With the Chicago organization 
more than ten years, he worked with 
some 60 committees representing vari- 
ous Chicago industries. He was active 
in market research, association pro- 
gram activities and member relations 
and service. The new active director 
was earlier a market analyst for 
BBD&O advertising agency and for 
radio station WHO, Des Moines. He 
specialized in marketing and statistics 
at the University of Chicago and is 
past president of the Chicago chapter 
of the American Statistical Assn. 
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INDUSTRY discussion occupies (left to right) J. E. 
Britt, Mullins; E. J. Sorenson, Hotpoint; John Wicht, 
Blackstone; and Howell Evans, of Hamilton. 


SMILES for cameraman are in order at cocktail party 
Wearing Hawaiian leis, left to right, are Mrs. Joseph 
R. Larson, Monsanto; Mrs. Ralph Thomas, Meyer- 
cord; and E. L. Brunsman, Monsanto. 








OFFICIAL welcome to AHLMA’s new executive direc 
tor, Guenther Baumgart (right); is extended by presi- 
dent W. Homer Reeve. 














PRETTY Hawaiian girl decorates W. B. Nixon, 
Armco Steel, with traditional Hawaiian lei. Carl F. 
Oechsle, deputy assistant secretary, U. S. Department 


of Commerce, looks on. 



















































RELAXING during ferry trip back to Michigan’s lower peninsula are Black- 
stone’s John Wicht, v-p; R. A. Lenna, president; and J. E. Peters, ad manager 





HORSE-DRAWN taxis, an institution on Mackinac Island, load up with 
sightseeing AHLMA members of Grand Hotel for trip around island. 
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Cash in! HOT Profits! 


ELECTRIC 
HEATERS 








| 
Sadan 


THERMADOR 


ELECTRIC HEATERS 
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DISPLAY DEAL 


%& FREE with your order of one each of Thermador’s nine models of Bilt-in and Port- 
able Heaters you receive this attractive, sturdily constructed display. 


%& AMERICA’S MOST COMPLETE LINE of Bilt-in and Portable Electric Heaters will 


attract customers with this display. 


% SPECIAL DATING PLAN makes ordering easy. Send NOW for details. 
% NATIONAL ADVERTISING helps you sell Thermador Electric Heaters. 
% ORDER SEVERAL DISPLAYS with your seasonal order of heaters. 


ELECTRIC HEATERS FOR EVERY NEED 


THERMADOR ELECTRICAL MANUFACTURING CO. 


Division of Norris-Thermador Corporation 





information on Special Dating Plan. 


THERMADOR ELECTRICAL MANUFACTURING CO. 
Dept. 3952-EM, 5215 So. Boyle Ave., Los Angeles 58, Calif. 
Please send complete details and prices on Thermador Heater Display Deal. Also send 


3-952A 





Firm. 





Street Address 





City. 
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Medal of Honor Winner 





ROBERT C. SPRAGUE (left), chairman of the board of Sprague Electric Co., 
receives the Medal of Honor of the Radio-Electronic-Television Manufacturers 
Association from Glenn McDaniel, president of RETMA. Sprague is a former 
president of the group. 


| Kitchen Month 


October has been officially desig- 
nated as Steel Kitchen Cabinet 


| Month. 


The Steel Kitchen Cabinet Manu- 


| . . . 
| facturers Association, representing 21 


producers doing more than 90 percent 
of the industry's business, is now com 
pleting plans for the month-long pro- 
motion. 

The campaign will include national 
consumer advertising, direct mail, 
trade advertising, and displays, kitchen 
demonstrations and area newspaper 
advertising at the dealer level. Com- 
plete sections in leading newspapers 
will feature stories and pictures about 
steel kitchens. These sections will be 
a “package” including concentrated 
dealer advertising. 

Some of the largest steel companies 
are cooperating in the program on a 
national level with magazine advertis 
ing and promotion on a number of 
television programs. 

Plans for the month have been de- 
veloped under the direction of C. A. 
Reinbolt, Jr., a director of the Steel 
Kitchen Cabinet Manufacturers Asso 
ciation. 


NEMA Men Shifted 


Joseph F. Miller has been appointed 
assistant managing director of NEMA 
and Norman Wicks has been ap- 
pointed manager of the business de- 
velopment department. 

Miller joined NEMA in August, 
1953, as recording secretary of the 
NEMA wire and cable section. Wicks 
has been with NEMA since 1948 and 
has been assistant to the managing 
director since January 1, 1953. In 


| the business development department, 


he succeeds O. C. Small, who will be- 
come consultant to the business de- 
velopment department. 


Display Contest 


Winners have been announced in 
the annual housewares industry gift 
campaign display contest sponsored 
by NEMA. Awards of the first prize 
plaques in five categories will be made 
with presentations in the local area 

The winners are: appliance store, 
Oliver, Inc., Chevy Chase, Md.; hard 
ware store, Bessler’s Hardware, Inc., 
St. Albans, N. Y.; jewelry store, Bart’s, 
Philadelphia, Pa.; department store, 
George Allen, Inc., Philadelphia, Pa.; 
electric light and power company, 
Public Service Electric & Gas Co., 
Newark, N. J. 


Association Briefs 


@ Ken Stucky, national treasurer of 
NARDA since 1947, has been elected 
president of the Fort Wayne Televi- 
sion Radio Appliance Dealers Associa 
tion. 


@ Sam Hagy, Dallas, has been elected 
president of the new North Texas 
Appliance Dealers Association. 


@ James West, Jr., Goodhousekeep 
ing Co., Salina, Kans., spoke to the 
Wichita Appliance Dealers Associa 
tion, Inc., at a recent luncheon. 


@ James A. Colcombe is temporary 
president of Tri-City Appliance and 
Heating Dealers Association, newly 
formed group for Troy, Cohoes, Wa- 
tervliet, and Green Island, N. Y. 


@ Inland Empire Electric League has 
kicked off a “Freez n’ Save’’ sales 
campaign aimed at selling 1850 freez- 
ers and 2650 refrigerators. 


@ Reeves C. McMahon has been 
elected vice president of television 
service for the Washington Appliance 
& Radio-TV Deéalers Association. 
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PATENTS GRANTED ON 
JAMES WALL-OF-WATER™ 


Why wait until 1970, when James 


America’s only patented dishwasher action 
... removes even dried egg yolk! 


hands. This screw-shaped, 
ever-moving wall-of-water 
comes from the James pat- 
ented pumping unit. 


Now you can show your customers a dishwasher that really does the dishes! Because 
James’ patented “Wall-of-Water” is the only dishwashing action that vigorously “scrubs” 


every surface of every dish in turn with ever-moving, solid sheets of water . 


.. yet is safe 


for most delicate pieces. One demonstration proves James outwashes ordinary hit-or-miss 


“spray-type” dishwashers. . 


Only dishwasher to fit 18” cabinet open- 
ing. New James installed model also has 
removable front paneling that lets you 
match any cabinet finish. In the above in- 
stallation, for example, the steel front could 


be changed to match the cabinet paneling. 


. makes James easier to sell. 


America’s first and only portable garbage 
disposer, full-powered and full-sized. Grinds 
bones and food particles into waste water so 
clear you can actually see through it! No 
installation headaches . . . just demonstrate 
and sell . . . even to renters! 


*James,"’ ‘“Wall-of-Water” and ‘‘Sterile-Dry’’ are trademarks of James, Inc 


James, Inc., Independence, Kansas 


patents expire, when probably 
all dishwashers will be like James? 


One refrigerator door held groceries. All others did not. 
Patents expired. Now refrigerator doors are pretty much 
alike. The same likely will happen on dishwashers. Only 
the Wall-of-Water truly “water scrubs” dishes. Why wait 


until 1970? Sell James now! 


James “Wall-of-Water” is the 
only patented dishwashing ac- 
tion. And—it’s the easiest to 
demonstrate. Because James is 
mobile, and needs no installa- 
tion. Prospects can see “Wall- 
of-Water” in action through 
James’ clear glass top—right 
on your sales floor. Even bet- 
ter, roll James into prospect’s 
kitchen and do the dishes! 


Proof of James’ superiority 
is the fact that it is the only 
dishwasher so effective it is 
used by leading hospitals to 
wash hypodermic syringes! 
James sterilizes baby bottles, 
too—in steaming 180° auto- 
matically softened water. (Ex- 
clusive Sterile-Dry* process... 
a strong selling point that will 
impress new mothers.) 


Get a demonstrator from your 
James distributor. See how 
easy you can demonstrate and 
sell the patented “Wall-of- 
Water” dishwasher . . . priced 
up to $200 less than other 
brands it easily out-washes! 


No installation! 


Sells even to renters, and 
others who don’t want an in- 
stalled dishwasher. This auto- 
matically increases your dish- 
washer market 40%, frees you 
of installation headaches! 


Powerful ads in [7% will reach 
16,080,000 families . . . pre-sell them on 
James “Wall-of-Water”. .. America’s only 
patented dishwasher scrubbing action! 


James has chosen America’s 
biggest, best-known and most 
merchandisable magazine to 
tell its powerful ‘‘Patents 
Granted” selling story. 26,500,- 
000 readers of LIFE will be 
reached each week James’ ads 
run. LIFE stickers, displays, 


etc. help you promote James at 
point of sale. 


So act now... get full bene- 
fit of James’ advertising in 
LIFE by calling your James 
distributor for a demonstrator 
model today! 


“JAMES Do It!” 


Mobile Dishwashers & Portable Disposers 


JAMES “Wall-of-Water’—only dishwasher used by leading hospitals to wash nypodermic syringes 
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FRANK FREIMANN, president of Magnavox, demonstrates a hi fi Magnavox- 
designed tuner at the firm’s new line showing in New York 


Magnavox Broadens Line 


Freimann shows 


more competitively priced 


television receivers, more hi fi—including component 
parts—and says color television is still a ways off 


Magnavox last month showed 
generally broadened new line of 25 
radio-phonos, TV, and hi fi products, 
with some television sets priced at 
highly competitive levels. 

Price-leader of the new line is 
17-inch set at $149.50, compared with 
$179.00 for the lowest-priced model 
previously manufactured. A new 21 
inch set carries a $179.50 price-tag 
compared with $199 previously 

Magnavox hit hard on the sound 
systems of its TV sets, stressing the 
“Duosonic” speakers in 21-inch 
models, which have 8-inch speakers 
supplemented by high frequency 
front-mounted speakers. The com 
pany has three step-ups in high fidelity 
audio. 

A group of radio-phonos providing 
“ultimate” high fidelity—20 watts of 
undistorted power—represent the peak 
in sound systems shown by Magnavox 
A top line model is the “Symphonic 
Modem,” containing an AM-FM 
radio coupled with a three-speed auto 
matic record changer, at $595. There 
is also a “budget” high fidelity svs 
tem at $119.50 

For the first time, Magnavox intro- 
duced a group of “integrated design” 
component units for hi fi reproduc 
tion. Depending on the units selected, 
the price for a complete system ranges 
from $387.50 to $565. 

While the line was being shown in 
New York, president Frank Freimann 
took the opportunity to discuss color 
television, last year’s sales, and the 
prospects for the second half of 1954. 

Freimann said the color TV sets 
now being manufactured “will be 
obsolete even before thev are placed 
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on sale.” He said the 21-inch tube 
has become the acceptable screen area 
ind the public does not want to serve 
is guinea pigs while the product is 
being developed 

“Magnavox is definitely in th 
olor TV _ business,” Freimann said 
He added that while the company is 
continuing its research and develop 
ment in the color field, it is not in 
position to indicate an introduction 
date. 

Freimann announced _ that 
Magnavox achieved a gross sales peak 
of $62,500,000 for the fiscal year end 
ing June, 1954, as compared with the 
previous year’s gross of $57,979,000. 
He said this sales increase was “in 
marked contrast” to the general vol 
ume decline of the television industr 
this vear. 

Freimann forecast a 25 percent in 
crease in the dollar value of televi 
sion, radio and phonograph sales for 
the second half of 1954 over the cor 
responding period last year. 


ilso 


Du Mont Deal 


Du Mont dealers are giving away 
a toy television service truck to 
youngsters whose parents purchase a 
new Du Mont television set. 

The offer has proven to be one of 
the most popular in Du Mont history, 
according to J. Calvin Affleck, adver 
tising and sales promotion manager 
for the television receiver division. 

Since the offer was introduced to 
distributors in June, thousands of the 
trucks have been ordered. 


Color for $695 


Emerson will offer its 15-inch color 
TV sets at a price of $695 and dis- 
continue the leasing plan, it was an- 
nounced last month. 

President Ben Abrams informed dis- 
tributors in a letter that “service costs 
can now be cut in half and $695 for 
a color receiver is low enough to ap- 
peal to an appreciable number of 
color enthusiasts.” He pointed out 
that color programming will be in- 
creased considerably this fall. 

Abrams also announced that Emer 
son will not use the 19-inch color 
tube, but will wait for a “satisfactory” 
21-inch tube that is available in quan- 
tity. He added that this probably 
would not occur until the middle of 
1955. 

Emerson has produced a 
number of 15-inch color using 
the RCA tube. The company an- 
nounced a plan to rent them earlier 
this vear. 


limited 
scts, 


Drops TV Prices 

A new line of TV, featuring a 21- 
inch table model at $199.95 as price- 
leader, was introduced to distributors 
across the country recently by Strom 
berg-Carlson. 

The $199.95 “Courier” and an ac 
companying $229.95 table model in 
mahogany represent price reductions 
of $30 to $20 respectively from the 
former suggested lists of the low-end 
line. Dealer profit margins have been 
lengthened on all models. 

“These new retail and net prices 
are designed to make it possible for 
both our distributors and authorized 
dealers to compete in the present 
price-crazy market and still be able to 
make a fair profit for the time and 
effort they expend in the sale of our 
top quality television and radio prod 


Zenith’s “X-TV” 





ucts,” said F. Leo Granger, sales man 
ager. 

Consoles in the 1955 line include 
the 21-inch “Studio” model starting 
at $289.95. A mahogany 24-inch con- 
sole, the “Wentworth,” is a $490,000 
ind two 24-inch combinations are 
priced at over $1,000. 

Other additions to the line are the 
mahogany and bleached mahogany 
“Hi-Fi-Et” table model high fidelity 
three-speed phonographs priced at 
$119.95 and $124.95. Five new radios 
are included in the new line. 


“Points” System 


Hold back commissions, or “points” 
are to be an added spark plug to 
television sales in Chicago this winter, 
according to Fred W. North, sales 
manager for the Bercraft Corporation, 
distributor for CBS-Columbia. 

From 4 to 4 percent extra is to be 
given to retailers who make their 
quota at the end of the year, as an 
inducement to keep them on the ball. 
Called a retroactive carned rebate, it 
is expected to be a stimulus to the 
seven basic models that Bercraft is 
promoting. 

The Chicago distributing branch 
for Emerson television and radio is 
using a similar plan, calling it a 
“points” system. Emerson is using 
as a leader a +0 Ib. portable model 
television with a suitcase handle that 
permits it to be carried about. 


New Service Coat 


CBS-Hytron has introduced a new 
service coat designed to avoid the 
‘uniform look” for servicemen. !t 
is powder blue herringbone, with the 
CBS-Hytron emblem embroidered on 
the pocket. It is reinforced and double 
stitched, with bar-tacked pockets 





oi 
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H. C. BONFIG, vice president of Zenith Radio Corp., 


inspects the first box car 
loading of Zenith’s new television model ‘’X-TV.” The 1955 Zenith pace-setter 
was unveiled to Zenith distributors at their Chicago sales convention. 
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)) KitchenAid 


preparer 


Words are unnecessary when this powerful Hobart-built 
beauty starts to perform...it will almost sell itself as the single 
beater travels completely around the inside surface of the sta- 
tionary bowl (Pyrex or aluminum), rotating as it travels. This 
is the exclusive “round-the-bowl” action that positively mixes 
all ingredients, assuring “‘true-to-recipe” results every time. 

And then show the up-front mixing guide and the complete 
line of attachments available for the KitchenAid mixer... 
vegetable slicer, fruit juicer, food chopper, colander and sieve 
set, can opener...and tell them how they all operate without 
the need for expensive power boosters. 

The KitchenAid Food Preparer is not just a seasonal item. 
It’s a wonderful gift...for any occasion. 


KitchenAid Electric Housewares Division of 
The Hobart Manufacturing Co., Troy, Ohio 


In Canada: 175 George Street, Toronto 2 


turn on 
the 
KitchenAid 
coffee 


mill 


And that’s all you need to show your customers what a 
difference freshly ground coffee makes. Let them smell the 
aroma as the KitchenAid Coffee Mill grinds the whole bean, 
releasing the rich, natural oils that give coffee its delicious 
flavor...and it doesn’t lose that flavor; which means, in these 
days of high prices and shorter supplies, that your customers 
will get more cups out of each pound of coffee. 

You'll write a good sales case if you make a fresh cup of 
coffee while your customers wait...let them enjoy real drink- 
ing pleasure. ..coffee freshly ground on the spot. They'll love it! | 

Put the case for KitchenAid products to work for you by 
letting your customers see them in operation. Yes, flip the 
“switch” to greater sales! 


TRADE @mar« 
The Finest Made... by abs 


World’s Largest Manufacturer of Food, Kitchen and Dishwashing Machines 
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3 TOP VALUES! 


Son-Chief is made to sell fast to many! It’s the line that looks 
good . . . is good . .. and wears a mighty appealing price tag! 


MAGIC MAID 
POP-UP TOASTER 





SPEED-MASTER 
WAFFLE-GRILL 





FRI-MAID 
Super Size 
DEEP FRYER 





BACKED BY 40 YEARS OF MANUFACTURING “KNOW-HOW” 


SON-CH i E é Eloctrics, Tee. 


in Canada: SON-CHIEF ELECTRONICS, 64 Wellington St. W. Toronto 


WINSTED, CONN. 









Costs Less to Buy! 
Costs Less to Use! 


Eliminate damage claims . . . make 
taster deliveries . . . protect customers’ 
properties. You get these 3 big ben- 
efits when you use DREADNAUGHT 
form-fit, padded covers for all your ap- 
pliance deliveries. DREADNAUGHTS 
are chafe-proof on the finest finishes, 
water sopaliele and are made of NEW 
canvas with a soft moleskin lining. This 
is why DREADNAUGHTS last longer, 


cost you less to use. 


Van and Warehouse Accessories Also Available. 


NEW HAVEN QUILT & PAD CO., INC. 72-96 Franklin St., New Haven 11, Conn. 


Dept. 954E 
Please send me your free catalog and price list. 


SEND FOR 


FREE 














‘in CATALOG 
city STATE AND PRICES 
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FCC Okays UHF Satellites 


The Federal Communications Commission ap- 
proves the idea of UHF stations which rebroadcast 
programs of “mother” stations on another frequency 


The Federal Communications Com- 
mission has taken its first step to aid 
UHF broadcasting since all the fuss 
and furor that came out of congres- 
sional hearings: 

It has approved the idea of. UHF 
“satellite” stations which will rebroad- 
cast on a UHF channel the programs 
supplied it by a nearby parent station, 
which can be either UHF or VHF. 

Actually, the satellite would be a 
regular local station, except that it 
would originate no local programs. 

Approval of such stations isn’t auto- 
matic, of course. It will come only 
after applications go through the same 
procedure that applies to any applica- 
tion for a non-satellite TV permit. 

The Commission hopes that this 
will help encourage the sale of UHI 
sets by making it economically more 
attractive to some broadcasters to put 
a UHF satellite station on the air 
when they could not see their way 
clear to investing in a non-satellite 
UHF operation. 

The satellite station is, of course, 
much cheaper to build and operate 
than a station that has to originate 
programs of its own. 

Some applicants for satellite stations 
are already lined up: 

A UHF station in Jackson, Miss., 
is experimenting with a UHF booster 
in Vicksburg. Signals from Jackson 
are amplified and put on the same 
channel in Vicksburg. The tests are 
being conducted by RCA. 

At Emporium, Pa., a UHF station 
is receiving a signal from a distant 


VHF station (Johnstown, Pa.) and 
converting to UHF. These tests are 
being conducted by Sylvania, 

Commissioner Frieda Hennock, 
however, argues that the new ruling by 
the FCC majority may be “the final 
mortal blow to UHF.” 

She says that existing VHF stations 
are being given a big advantage by 
this new move—that they're the ones 
that will wind up with the UHF chan- 
nels, just as AM stations have wound 
up with most of the FM “satellite” 
stations. 


RCA Tube Warranty 


A one-year pro rata warranty policy 
will be given on all RCA black-and- 
white television tubes purchased for 
replacement service in home receivers. 

Under the warranty, RCA black- 
and-white kinescopes will be replaced 
in kind if they fail during the first 
three months after installation. ‘There- 
after, RCA will allow credits of 75 per- 
cent, 50 percent, and 25 percent re- 
spectively for tube failures during the 
second, third, and fourth three-month 
periods. 

The warranty program will be op- 
erated by RCA kinescope distributors, 
who will register the dates of tube 
sales to service dealers. The dealers 
will receive a serialized warranty cer- 
tificate which they and their customers 
can use to apply for warranty adjust- 
ment in case of tube failure. 


New Aids for Dealers 























HALLICRAFTERS new point-of-sale material for communications dealers is dis- 
played by (left to right) William J. Halligan Jr., manager of communications 
sales; William H. Halligan, president and board chairman; and John S. Mahoney, 
director of advertising for Hallicrafters. Theme of material is from expedition in 
Pacific by five radio hams. 
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Time is running out, mister. The big $27,000 G-E Cleaner Contest 
gets under way this week and runs on through November 15th. 


You'll want to be a part of this exciting promotion. As a G-E con- 
test dealer you’ll get increased floor traffic—make more cleaner sales 
—and you can win a glorious 17-day Caribbean Cruise for you and 
your wife with all expenses paid! 


It’s a real dream cruise! You'll be like a king and queen aboard a 
royal yacht—enjoying a luxurious cabin, excellent cuisine, and serv- 
ice that’s out of this world. Your every wish will be a command. 


First stop is historic St. Thomas in the romantic Virgin Islands. 
Then on you’ll go to the beautiful island of Curacao in the Nether- 
lands West Indies. Next stop, Cartagena, Colombia—the South 
American city rich in ancient pirate tradition. Then, up the coast 
of Central America to visit Cristobal and the Panama Canal Zone. 


You'll visit enchanting Nassau in the Bahama Islands—frolic for 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC ,s 
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a day and a night in exciting Havana, Cuba. Every minute of this 
cruise will be jam-packed with fun. And best of all, it won’t cost you 
a sun-tanned cent! 


How can you get aboard? 


Easy! All you have to do is give 10 G-E Cleaner demonstrations— 
complete a special G-E Cleaner jingle—and you’re in the running 
for a chance at this wonderful holiday cruise. 


All dealers who sign to be headquarters in G.E.’s big Cleaner Con- 
test for consumers will be eligible. And you can enter the special 
dealer cruise contest as often as you like—just be sure that each 
entry you submit includes the signatures of 10 people who have wit- 
nessed a demonstration of the new G-E Swivel-top Cleaner. 

The entry blanks you'll need are a part of the complete Contest 
Headquarters Kit. Your local G-E distributor has a supply of them 
on hand right now. Tell him you want to be Contest Headquarters 
in your neighborhood. Hurry! Call him today. Don’t miss the boat! 
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NEWLY elected Philco president, James H. Carmine is framed by one of the 


company’s newest distributors, Bob White (left), 


Raleigh, N. C., and one of its 


Idest, John P. Newsome of Birmingham, Ala 


New but Not Unexpected 


Philco unveils a new radio-TV-appliance line, 
talks about an inexpensive, one-gun color TV tube and 
institutes a tougher policy on distributors 


At its annual summer distributor's 
convention at New York’s Waldorf 
Astoria last month, the Philco Corpo 
ration made news but not all of it was 
unexpected. 

Chairman James T. Buckley de 
clined reelection after 42 years of ac 
tive service with the company and the 
three chief executive officers below 
him moved, logically, into the breach. 
William Balderston, Philco president 
for six years, became chairman. 

James H. Carmine, executive vice 
president, was elected president and 
John M. Otter, vice president, con 
sumer products, stepped into the 
executive vice presidency 

Speculation over Philco’s color tele 
vision plans got some confirmation 
from Carmine who said that the com 
pany “is working” on a single-gun 
color tube that will have a large (21 
inch) screen, and be lower in pric« 
than anything announced in the in 
dustry so far. 

However, said he, “Philco won't 
have any color sets this fall” and it’s 
doubtful that work on the Philco sys 
tem will be completed until sometime 
next year. “Color TV can’t get started 
until a real low cost, simplified color 
tube can be built,” he said. 

No More Small Screens. Philco an 
nounced that it has completely aban 
doned the manufacture of 17 in. sets, 
becoming the first in the industry to 
do so. Carmine declared that the pub- 
lic doesn’t want “those little” screens 
and will be perfectly willing to pay for 
a 21 im. line that starts at $169.95, 
“only a few dollars above the 17 in. 
sets”. 

All Philco television receivers this 
year will be equipped for modification 
to UHF in a matter of minutes and 
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for $45. The company has developed a 
conversion kit for simplified installa- 
tion that the set owner can install 
“without even opening up the back of 
the set”. In demonstration, it was 
installed in one minute, 10 seconds by 
opening an inspection plate on th« 
back of the set 

For the first time in its history, 
Philco will offer a line of standard and 
high fidelity phonographs. The line 
starts with portables at $29.95 and 
table and console models that run up 
to $750. 

Big feature of the hi-fi equipment is 
in electrostatic speaker that Philco 
says will reproduce frequencies up to 


20,000 cycles with little distortion 

Printed Circuits. The new radio line 
features printed circuits, a system in 
which a copper etched panel creates 
electrical conductors for more than 
140 circuit points. Philco says that 95 
percent of all radio circuits now can 
be uniformly soldered in four seconds 
using a new process. 

In a surprise move, Philco disen- 
franchised its more than 1,200 dis- 
tributors attending the convention and 
asked them to sign a new contract 
that includes some pretty stiff regula 
tions. Otter said the company isn’t 
trying to start a crusade or “get the 
jump” on its competitors. Rather, 
said he, Philco hopes that others in 
the industry will follow suit with sim 
ilar stringent agreements. 

The new agreement gives Philco the 
right to buy back merchandise that has 
been trans-shipped and send it to the 
distributor involved, charging the 
wholesale cost plus freight. — 

Philco retailers also must sign new 
agreements with their distributors that 
will tighten up the pricing operation. 

(Shortly after this Philco action was 
made public, it was commended by 
the executive committee of the Na- 
tional Association of Electrical Dis 
tributors. 

(NAED also expressed the hope that 
“this action will be the forerunner of 
voluntary widespread correction by 
others of this and other industry prob- 
lems.”’) 

Vice President Ray Rich an- 
nounced later that as of Aug. 30, all 
room air conditioners would be sold to 
distributors at the January 1954 price 
level. 


Sees TV Boom 


In anticipation of a “boom fall 
market,” Sylvania is increasing its tele 
vision set production by 50 percent 
this coming year. No color TV will be 
offered. 

Speaking at Sylvania’s three-day na 
tional convention in Buffalo, 
N..8e manager Bernard Hol 
singer emphasized that the company 
believes the 21-inch set will be the 


sales 


sales 





PHILCO’S new chairman, William Balderston, in a confidential mood, listens at- 


tentively to Boston distributor, 


John F. Burke during distributor convention. 
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big seller in television this  yeat 

Ihe 16-set line begins with the 
“Avalon,” the only 17-inch set offered. 
It is a mahogany table model at 
$169.95. The lowest-priced 21-inch 
set is the “Berwyn,” an ebony table 
model at $179.95. A mahogany set is 
at $199.95 and a blonde at $209.95. 

Among innovations in the 1955 TV 
line are the ““Super-Photopower Chas 
sis,” described by Holsinger as “the 
most powerful and automatic chassis 
yet designed.” Sylvania continues to 
offer ‘*“Halolight” on some models. 

“With the facilities of the new 
Batavia (N. Y.) plant, we are going to 
be able to increase our production by 
50 percent this coming year to meet 
the sales quota we’re setting for you,” 
Holsinger told distributors. He said 
prices are lower and more competitive 
than ever before in Sylvania history 
and that discounts have been in- 
creased. 

Nine new radios are offered, as well 
as Sylvania’s first high fidelity phono 
graph with “Surround Sound” em 
ploving three speakers. 


TV Set Promotion 


Che new Emerson portable televi 
sion set will receive the most extensive 
sales promotion campaign in the his 
tory of Emerson Radio and Phono 
graph Corp. 

A four-way display kit will promote 
the campaign in more than 10,000 
retail outlets throughout the country. 
The kit includes a life-size, five color 
floor display showing an_ attractive 
model carrying the “world’s only truly 
portable TV.” 

Full-color direct-mail postcards of 
the display will be made available with 
individual dealer imprints. Miniature 
“set-toppers” of the display and full 
color window streamers will also be 
used. 

Other displays in the campaign in 
clude a multi-purpose radio display, a 
corrugated island display kit for tele 
vision, a counter display for radio, and 
an illuminated “fade-in, fade-out dis 
play,” a full-size television display in 
motion. 


Failures Higher 


Failures of electronics-T'V-radio 
manufacturing firms during the year 
ended May 1954 were more than dou- 
ble the number which failed in the 
previous fiscal year. 

Thirty-three firms failed in the year 
ending May 1954, as compared with 
16 in the previous corresponding 
period, it was revealed by the credit 
committee report of RETMA. 

H. A. Pope, credit committee chair- 
man, said that 170 manufacturers en- 
countered serious financial difficulties 
since 1945. Including those where the 
reorganization proceedings are still 
pending, about 35 of the 170 are op- 
erating today, he said. 

Pope noted that the companies 
which failed for the latest 12-month 
period had liabilities of approximately 
$24.8-million. 
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Join 


the lronrite Crusade 
to banish ironing 


drudgery! 


(and fatten your purse in the bargain) 


Ironrite’s on a crusade. We want to set women free from the 
chore they hate most—tiresome, back-breaking hand ironing. 
We know we can emancipate them from this senseless drudgery, 
if we can get them just to try an Ironrite Automatic Ironer. 


We want you to join us in this crusade, with the same 
conviction. If you have any doubts about the fat profits 
involved, let us answer a few typical questions: 


Do | make any money when | sell an lronrite? 


You bet you do! If you’re fed up with seeing your dis- 
counts whittled away month by month, you’ll be espe- 
cially interested in this: Jronrite’s dollar yield to the dealer 
is actually higher now than it was after World War I]... 
and it has always been one of the highest in the appliance 
business! Your profit is a real profit, too, because there 
are virtually no trade-ins to dilute it. 


How big is the market for lronrite? 


It’s BIG . . . now, and for a long long time to come. In 
a recent month, for example, 1,598 [ronrites were sold in 
a single major city. Dealers there divided $150,000 in 
gross profits. And that’s just the beginning. Market 
studies show that the present saturation of ironers 
is only 10% . . . exactly the point at which sales of 
a major appliance can be expected to take off! The 








real boom in Ironrite sales and profits is just ahead! 


How about the competition? 


Actually, there needn’t be any . . . Ironrite is in a class by 
itself. Its two completely usable open ends make it the 
only truly versatile ironer on the market. This feature 
is protected by recent new patents for another 17 years! 
And Ironrite’s new, low-priced “‘Standard Line” .. . 
with the same exclusive design . . . has opened the way 
to your mass market, too! 


Will I run into service problems? 


No. Service costs on Ironrite are virtually negligible. 
That’s because Ironrite is built to last . . . by a company 
with over 30 years’ experience in the manufacture of 
ironers exclusively. You may be surprised to learn that 
there are literally thousands of Ironrites operating today 
after a quarter-century of weekly use! 


Won't demonstration costs eat up my profits? 


Absolutely not! Remember that with Ironrite you have 
no installation costs. You’ll actually find that it’s less 
expensive to give a complete home demonstration on 
Ironrite than it is just to install many major appliances. 
And sales figures show that you can expect six sales from 
every ten demonstrations. 


What kind of support will [ronrite give me? 


The kind an appliance retailer really needs! Look at this 
program: 


National advertising appears in the Ladies’ Home Journal. 
One out of every six families in your community will see 
these large-space ads. 


Local area advertising covers your market. Wherever possi- 
ble, television programs and spots, featuring actual Ironrite 
demonstrations, spearhead the campaign . . . and there are 
plenty of newspaper ads and radio spots, too. 


Top-drawer literature puts the entire Ironrite sales story 


lronrtle. 
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right in your prospects’ hands . . . does half of your selling 


for you! 


Seasonal promotions, timed to take advantage of the big 
selling seasons, really pull prospects. Ironrite promotions work! 


Demonstrator training by your distributor keeps you sup- 
plied with the greatest saleswomen in the appliance business. 


Any more questions? Well, talk with your local Ironrite dis- 
tributor, and you'll get all the answers. Or, if you prefer, just 
drop a line to: R. M. Gottlieb, Vice President in Charge of Sales, 
IRONRITE INC., Mt. Clemens, Michigan. 


. The appliance man’s appliance 


PAGE 








Stimulate Volume 


With the 


A.B.T. “Appliance Timer” & 


‘ Time Buying and 
Servicing jj 


The Most Compact 

Coin-Controlled 
PAY METER 

e Completely Automatic 


@ Neon Indicator Light when 
in operation 

e@ Rugged Construction 

@ Capacity $25.00 in 
Quarters 

e Accepts Quarters Only 

@ Size: 2% x 4% x 5% 

@ Time: 15 min., 30 min., 1 
hour, 2 hours, up to 24 
hours. Ws Se 


‘*FREE-VIEW”’ 
Television Meter 
For 25¢ Coin 


Operation 


















KEYNOTE of the Sylvania distributor convention was set by general sales manager 
Bernard O. Holsinger, the man in the white suit. Sylvania’s new line was intro- 


duced amid a five-hour musical show. 


Sylvania Sets Sail... 


The 3 min. Free-View Meter 
is especially designed for the 
operation of coin-controlled 
Television Sets in public 
places, such as hotels, mo- 
tels, hospitals, bus depots, 
and many others. 


TOP RADIO AND TV executives launched the 1955 sales campaign aboard the 
“S. S. Sylvania’ at the mid-July meeting in Buffalo, N. Y. More than 700 dis 
tributor representatives attended. 


@ Attracts attention 

e@ Creates viewer interest 

@ Can be furnished as an 
automatic feature, turning 
on the television set for 3 
minutes of Free-Viewing 
every half hour. 

@ Cash Box Capacity: Over 
$100.00 

@ Finish: Brown or Black Vel- 
vet Crackle 

@ Dimensions: 12” high,— 
7%" wide—3%” deep. 
Net weight 9/2 pounds 





Model 


Tend ... For Hoisted Sales 
Se Operate: ! 


Refrigerators, lroners, 
Dryers, Tele ncaa am 
Dishwashers, Vacuum Cc — : 
Deep Freeze Units, peer 
Machines, anything el€ 


with the PAY METER. 
Let us show you how.. 


Write for details and quan- 
tity prices. 





ieee ard 





Your merchandise does not have to be electrical to be 
sold through an A.B.T. PAY METER 


A. B. Te MANUFACTURING CORP. 


715-723 N. Kedzie Avenue ¢ Chicago 12, Illinois 


Representatives: The Irving Ballard Co., Inc., San Francisco | A HOISTED pirate-turned-angel graphically illustrated the Sylvania theme, ‘Hoist 
| Sales for ‘55,”” as the new radio line was displayed. Special music, lyrics and 
R. B Clapp Co., Los Angeles choreography were created for the show. 
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BIRDS-EYE VIEW of the coming year was delivered from the crow’s nest of the 
"S$. S. Sylvania’’ by Arthur A. Currie, assistant general sales manager and 
sales manager for radio and television. 


In Chicago, it takes 2— 


if you want 


to stay up 





CARIBBEAN-PIRATE MOTIF was carried through show as Sylvania mixed fun 

and business. Elaborate sets and costumes provided humor—and also scored sales | : 3 

features of the new line. No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 
unduplicated coverage, one must 


be the... 


CHICAGO 


SUN-TIMES 


211 W. Wacker Dr., Chicago * 250 Park Ave., New York 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


PA ~ 
. cs 


; REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., 
THREE MODELS, two named Sylvania, were displayed at the national sales con- LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA 
vention of the radio and television division as Sylvania set sail for hoisted TV 


set sales. HAL WINTER CO., MIAMI BEACH 
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Air Conditioner 


COVERS 


IN SIZES TO FIT 
ALL LEADING UNITS 
Made of Tough 
22 Oz. VINYL 
COATED 
FABRIC 


* Crackproof 

* Waterproof 

* Mildewproof 
* Fireproof 

* Easy to Install 


Protect valuable motor, coils, condensers, filters, etc., from winter 
exposure. Keep out dirt, water, snow—tend to prevent rust and de- 
terioration. Cut off winter drafts. 

Of fine vinyl coated fabric, not to be confused with film type ma- 
terials that crack and fail. One-piece face construction means greater 
beauty and longer service. 

A big new market for Ero Air Conditioner Covers. Thousands of units 
in use! Low priced—to obtain the volume market and yield excellent 
profit. Beautifully designed and packaged. Excellent for bonus or 
premium offers. 


Write Now for Complete Information 


ERO MANUFACTURING 


COMPANY 


714 West Monroe Street Chicago, Illinois 














Empire | \\ tapes 
OVE... full markup! 





Why? Because Empire is content with a 
small profit multiplied by heavy volume. 
Therefore, Empire’s suggested retail prices are 
attractively low yet provide you with a 
full mark-up, better than 40% on selling price. 


Buy Empire wrought iron tables, the 
quality line with strong customer appeal—a 
natural add-on to 
every TV and 
phonograph 


sale. 


W ont 8 illustrated descrip- 
tive literature and prices. 


mprze WorRKsS, INC. 


JTH DEARBORN STREET ie} 
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More Training for Color TV 


Du Mont and Motorola set up schools to train 
TV servicmen on handling color television, while RCA 
has qualified 1,800 dealers for a training course 


With color television rapidly ap 
proaching the installation-in-the-hom< 
stage, several manufacturers are taking 
definite steps to make sure the ser 
icemen will be able to maintain and 
repair the complicated new product. 

Du Mont last month announced 
inauguration of a special color TV 
school for service personnel of dis 
tributors. The school, at Du Mont’s 
plant in Paterson, N. J., began opera- 
tions on Aug. 23 

Joseph A. Hatchwell, director of 
Du Mont’s service, said the course 
of instruction would last one week 
and the size of the group would b 
limited to afford informal type train 
ing and discussion. The course will 
be repeated on a weekly basis to a 
commodate all participating distribu 
tor personnel. 

Another phase of the Du Mont 
color TV training program involves 
the instruction of service personnel 
at the dealer level by means of colo: 
service clinics to be held throughout 
the country in each distributor's ter 
ritory beginning this fall. 

Motorola School. At the samc 
time, Motorola has mailed invita 
tions directly to 180 servicemen and 
contractors’ associations to attend 
advanced training clinics at the 
Motorola factory. Invitations to in 
dependent dealers have been handled 
locally by company distributors. 

Motorola is now in the process of 


marketing 19-inch color TV sets 
across the country. President Paul 


Welcome to Trav-Ler 


Galvin has expressed intention 
ell 25,000 color sets this year. 

\. H. Alexander, Motorola direc- 
tor of service, said the course is de- 
signed for the men who already are 
skilled in servicing monochrome TV. 
I'he course is centered around the 
laboratory and experimental work, 
but includes some textbook work 
too, he said. 

The men will study different types 
of picture tubes, color signals and 
circuitrv. Most of the activity in- 
volves working on live sets in the 
school’s lab, which is equipped with 
film scanners, transmitters and test 
\lexander said the school 
would be kept open as long as de 
mand _ justified. 

Many Qualify. RCA, meanwhile, 
has announced that more than 1,800 
radio-TV service dealers have quali- 
fied for a color training course, with 
purchases of RCA electron receiving 
tubes. 

Harold I. Bersche, manager of 
distributor sales, said the heavy dealer 
response stems largely from the in- 
terest in color television servicing 
created by color television service 
clinics which RCA has been conduct- 
ing nationwide since early this year 

rhe current promotion, announced 
late in May, provides service dealers 
and technicians with a _ nine-lesson 
color television receiver home study 
course, obtainable on the basis of thei 
purchases of RCA receiving tubes 
from RCA distributors. 


ing devices 





DISTRIBUTOR MEETING held by Trav-Ler Radio Corp. finds Charles Rosen (left), 
Louisville, O., Specialty Co., chatting with president Joe Friedman. Visitors saw 
new 17-inch and 21-inch line of TV receivers, and a new line of radios and 


record players. 
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REGULAR $129.95" 


95° 


Sink Special that'll Complete with faucet and strainer 





really pull pros- 


pects during your 





big Youngstown 


Kitchens’ Fall Pro- 





motion! 





Look at these worth-more features! 








@ Streamlined in steel, built to last a housetime @ 3 sound-deadened doors open on roomy undercabinet 
@ Soap-box rack on back of door 
@ Beautiful, Easy-V handles 


@ One-piece, acid-resisting, porcelain-enameled steel top 


@ Drainboard right or left. Wide, no-tip fluting © Big undercabinet storage space 
@ 2 big drawers—one partitioned and linoleum-lined for @ Toe recess, plus correct height (36”) for easier standing 


cutlery @ Crumb-cup strainer 


@ Swinging mixing-foucet; exact temperature control As little as $1.25 a week on F.H.A. terms! 





AND YOU CAN SELL up TO THESE SPECIALS! 





= 
CP Youngstown fitehens 
66" SPECI iL 


AL_ 
=> — 





SALES AIDS GALORE! 


REGUL | 
* Long-lasting steey AR $129.95. | © Hord-selling 4-page, 4-color REGULAR $189.95* 


. snitruction TO RETA FOR broadside TO RETAIL FOR 
SMOoth-slidin, $ | 


— . 
Wo drainbor, 2 drawers; * Colorful window poster * 
® Mode} wae Compile ®@ Sink ban 
; 
— net, deluxe faucet  lavel Aa 4 @ Full 66” wide—and 
Partitions.) 2 shelve and strainer = © Ad mats steel throughout 
$ 43 !59.95* nov. 





_ Gc @ Twin drainboards; twin 
et fall off to a fast start. Contact bowls; two drawers Complete with faucet and strainers 
your Youngstown Kitchens distributor now! . — with _— faucet : 
and sproy, elves, 
*All regular and special prices partitioned cutlery drawer—- 
$5.00 higher West and South, regularly $209.95*, now 
Slightly higher in Canada, $165.40"! 


e@ Crumb-cup strainers. 


a 
i, Ip / , 
. MULLIN 
, $ MANUFACTURING CORPORATION . WARREN 
: — arons OHIO 


e world 


CABINETS OF STEEL FOR LASTING APPEAL 
’ 





AMONG BIG NAMES sttracting attention at the Music Merchant's Show was 
Motorola, which showed its first high fidelity units. 


ony . 
Motorola 
HI-FIDELITY 
PHONOGRAPH 

Hers 


SAACHON GUARANTEED 


Here Kip Anger explains 


advantages to R. H. Schulz, Meyer-Seeger Music Co., Appleton, Wisc. 


At the Music Show: 
New Products, New Names, and 


New Interest in High Fidelity 


In Chicago, a smaller crowd shows plenty of enthusiasm 
as big names enter the hi-fi field and a few novelties add 


variety at the Music Merchants Show 


Exhibits at the National Associa- 
tion of Music Merchants, held in Chi- 
cago in July, showed that big name 
manufacturers are coming into the 
high fidelity business in numbers. 
Westinghouse, Admiral and Motorola 
were among those joining the hi-fi 
ranks. 

Television, with the exception of 
General Electric low-boy and the price 
leaders on display for the first time, 
attracted relatively little attention. 





LOOKING OVER what the opposition (Motorola) has 
to offer are Du Mont’s W. H. Kelley, vice president; 
and Dan Halpin, general sales manager of Du Mont. 
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Interest was high on tape record- 
ers—especially two-speed jobs. The 
supply of ready recorded tapes is 
growing, observers noted, and sooner 
or later there will be an inexpensive 
reproducer which will put tape music 
in the popular price levels. 

Phonographs, as always, were big 
factors in the music merchants show, 
and this time battery operated phono- 
graphs offered by Majestic caught the 
public eye. 








TOM CAREY, Sampson Electric Co., Chicago dis- 
tributor, is fascinated by Capehart’s unit as demon- 
strated by Richard H. Roote. 


AMONG NEW PRODUCTS shown at the preview was this Majestic portable radio- 









phonograph, weighing 12 pounds and carrying a list price of $89.95. Vice 
President Lou Silver shows how its works. 





WEBCOR’S LARK, and New Midge, at $29.95, are 


shown here by S. T. Seaman. Looking on is A. 
Preskill, Lincoln Radio & TV Corp., Chicago. 
great advance for the industry. 


A clock radio-phono combination 
that wakes its owner up by his favor- 
ite record was a new item on show, 
and a device that permitted conver- 
sion of old fashioned consoles into 
hi fi reproducers caught the crowd. 

As one exhibitor put it, it is clear 
that the public is interested in much 
better phonograph music than the old 
types could give, and while a lot of 
newcomers may not give true high 
fidelity, nevertheless they represent a 


There was no feverish buying at 
the Music Merchants show inasmuch 
as these purchases usually go through 
local distributors. The crowd did not 
seem equal to that of a year ago, but 
it displayed the same eager interest 
in learning what was new. 

Speakers at press conferences dis- 
played the same optimism on trade 
outlook as was heard at the summer 
markets. 





PLENTY HOT—both VM’s three-speaker hi fi record 
player and the weather. Trying to cool off here are 
Pete Seaman and Roy Parr, VM. 


FOR MORE PICTURES SEE PAGE 220 
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Lew Business... 


LVew Profits for the 


retailer who sells... hood Cc A 


Customized 
HIGH FIDELIT ¥ 


Components 


Here’s a name accepted with confidence by millions who own RCA Victor television, 








radio, and recorded music. Now this famous name brings you the finest components 
that plug together in a jiffy and play like a charm . . . a cinch to demonstrate! 
No special knowledge needed, no tinkering, no carpentry. And they’re designed for easy 
sell-up, fast turnover, low retail inventories, too! 


Fatten your profits with RCA’s complete line of Customized ‘“‘New Orthophonic” 
high fidelity components—planned for the thousands who want hi-fi—and who 
want to get it from their own neighborhood dealers! 


Only RCA Makes Hi-Fi Profitable for Retailers! 


v¥ Complete line! v Mass market appeal! ¥ Fast sell-up features! 
¥ Easy to sell! ¥ Priced right! ¥ Planned for profit! 


Plus the most powerful Advertising ever — 
to the right Prospects ! 


NATIONAL MAGAZINES! NETWORK TV! SALES AIDS! 
Time Mat Ads 
Esquire Catalog Sheets 
House Beautiful NETWORK RADIO! In-store Displays 
New Yorker Streamers 
Atlantic Counter Cards 
Saturday Review Flyers 
High Fidelity LOCAL TV & RADIO! Line Folders 
Music at Home (factory-paid in major markets) Envelope Stuffers 


RCA led the way to big sales in TV, radio and recorded music. 
Now RCA High Fidelity can pay-off for you. 
Contact your RCA distributor for full information. 






RADIO CORPORATION of AMERICA 
® 
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At the Music Show (continued) 
boo | te RSF ge 


"WOR Apne So Se 


For the Fela in 
HIGH FIDELITY 


ine @ U Ss E WA R t ~ TAPE RECORDERS, such as this Crescent model, attracted considerable attention 


Russ Gawne demonstrates it to James McLoughlin, veteran appliance man 


AND HOME APPLIANCE Posnecs ig 
J Or 30 


MANUFACTURERS “Su Neo 
EXHIBIT 


] i e QR WILLIAM L. DUNN, president of Magnecord, Inc., shows the new Magnecord 
M-30 portable tape recorder to Alec Dexter, i 


British Consul in Chicago 


DRILL 
HALL 


NATIONAL HOUSEWARES 
MANUFACTURERS ASSOCIATION 


Incorporated not-for-profit 


: ‘ hicago 54, Illinois AMPRO TAPE RECORDER, plugged as Liberace’s choice, gets the attention of 
1140 Merchandise Mart, Chicag Mrs. Mildred Leavitt, of Philadelphia. William Mullen explains it 
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Name your choice 
for outstanding 





SS 


Hurry! Just two more weeks! 







"RETAIL APPLIANCE SALESMAN 
AWARD OF YEAR—1994 


New contest co-sponsored by Ladies’ Home Journal 


and National Appliance & Radio-TV 


Dealers Association closes Sept. 15th! 


Is there a top-flight retail salesman in your store or area? You can 
pay him a sincere compliment by entering his name in this exciting 
new contest. Maybe your choice will be picked as Retail Appliance 
Salesman of the Year! 

His prize will be $500 in cash and a suitable memento of the award, 
which will be presented for the first time in January 1955, at the 
Annual NARDA Convention in Chicago. 

HERE’S ALL YOU DO: 
Just write a letter telling us the name of your candidate and why 
you think he’s the man (or woman) we’re looking for. 

We need to know whom he works for, and approximately what his 
gross sales were for the first 6 months of 1954. 

Does he have any unusual sales technique? Is he particularly well- 
informed about the products he sells? Is he especially adept at han- 
dling trade-ins? We’d like to know all about him . . . just what you 
think makes him the crackerjack salesman he is. Write today! 


ach ent 


Nearly half—47%—of women who shop 


in appliance stores read... TOUR 
Home 


1954 
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3. You ma 


y submit 


3. Entries 
ntrles must be 

midnight, w, ode 2 not later th 
esda an 


be re 
and Well-kno Presentatives 
wn of the Jo 
; urna] 


the 4ppliance trade. The 


¥ September 15, 1954 


from Vv. 


: .“8Tious le 
scion 


— 
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a 
— 
_ 
i 
— oe 
_— 
— 
_ 
— 


NAL J 
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a 
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— 
— 
— 
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Independence Square, Philadelphia 5, Pa. 


A CURTIS PUBLICATION 
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New Lewyt with Wheels 


Alex Lewyt shows a radically-designed vacuum, 
with “big rubber wheels,” an attachment for carrying 
cleaning equipment, and a square-shaped cannister 


A completely redesigned vacuum 
cleaner, featuring “big rubber wheels” 
and a square-shaped cannister, was 
unveiled by Alex Lewyt last month. 

Some 550 distributors saw introduc- 
tion of the new 1955 Model 77, 
which carries a retail price of $89.95 
—the same as last year’s model. Dis- 
counts also remain the same. 

Alex Lewyt explained that the 
radically designed cleaner would stand 
out among other makes which “all 
look alike—except for the color and 
nameplate.” 

Backing up the new cleaner will be 
a giant advertising and promotion 
program making use of national 
magazine spreads, T'V and radio spots, 
local newspaper advertising, billboards 
and point-of-sale display, advertising 
director Don Smith said. The com- 
pany has budgeted some $2,000,000 
for advertising and promotion this 
fall alone. 

John O'Donovan, New York dis- 
trict manager, demonstrated window 
display material Lewyt is making avail- 
able to distributors. John Drake of 
Hicks & Greist advertising agency 
explained use of newly-devised promo- 
tional tie-ins. 

In addition to the “big rubber 
wheels” feature, which enable the 
cleaner to roll over rugs and door- 
sills, another highlight of the new 
model is an attachment for carrying 
cleaner tools. 

An “allergy-proof” filter system, 
pistol-grip hand control, _ built-in 
chlorophyll deodorizer, and instant 
dust disposal also are among the fea- 
tures of the new cleaner. 


SQUARE-SHAPED Lewyt vacuum cleaner, 
demonstrated in New York last month, 
has large, white-walled rubber wheels 
for navigating rugs, doorways. 


East-West Contest 


East is pitted against West in a new 
Ironrite sales contest. 

Four regional sales managers from 
the East, under the leadership of 
Frank Howard, will match their sales 
record for the ensuing year with four 
regional sales managers from the 


West, led by Clarence Everett. The 
entire national sales force, including 
Ironrite’s sales promotion managers 
will compete. 

The winners will be waited on hand 
and foot by the losers at the next 
national sales conference. 





BIG WHEELS SHOW BIG WHEELS: Alex Lewyt, president, and Walter J. Daily, 


vice president, of Lewyt Corp., show enlarged replica of their new 1955 model 


cleaner with “big rubber wheels.”’ 
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Proctor Promotion 





MOTHER-DAUGHTER ironing table gift combination is being offered by Proctor 


Electric Co. The child’s table, patterned after the Hi-Lo adjustable ironing table, 
will be sold only with the full-sized model. The combination retails for $16.95 


“Wash Opera” Ads 


Radio commercials that sound like 
“soap operas” will be used to plug 
Whirlpool automatic washers in a 
new series of eight one-minute local 
spot announcements. 

I'he commercials open with familiar 
“soap opera” organ themes followed 
by a dramatization of various launder- 
ing features of the Whirlpool washers. 
With titles like “Jane’s Other Wash- 
day,” “Lesson for Laura” and “Marion 
Faces Monday,” the spots are expected 
to gain wide audience attention. 

The eight commercials are on one 
long-play record with a space at the 
end of each commercial for local dealer 
identification. 


Refrigerette Uses 


Automatic refrigeration has become 
“socially acceptable” in the office and 
den, according to Servel, manufac- 
turer of the portable electric Wonder- 
bar. 

An analysis of the first year’s sales 
of the portable refrigerette shows that 
over half of the Wonderbars sold are 
being used in offices, dens or recrea- 
tion rooms. 

Just where refrigeration goes when 
it leaves the kitchen is revealed by 
Servel sales percentages. Wonderbars 
sold last year are being used as fol- 
lows: 

In offices, 35 percent; in recreation 
rooms or dens, 16.1 percent; in living 
rooms, 15 percent; bedrooms or nur- 
series, 12.2 percent; porches or patios, 
7.7 percent; hotels or hospitals, 6 
percent; and boats or airplanes, 3.5 
percent. 

The refrigerettes were most popu- 
lar in California, where 21.7 percent 
of the first year’s sales were made. 
Illinois and New York followed in 
that order. 
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Illinois Analysis 

Nearly every urban Illinois family 
owns a cooking range, a washing ma- 
chine and a refrigerator, but only one 
family in ten owns a clothes dryer. 
These are among the facts uncovered 
by the Illinois Daily Newspaper 
Markets 9th Annual Consumer An- 
alysis in a 23-city study, not including 
the city of Chicago. 

The analysis shows 99.9 percent of 
the families own a cooking range. Of 
these, over three-fourths are gas and 
22 percent are electric. A break-down 
of brand preferences shows that two- 
thirds of the electric ranges were made 
by four companies while the two most 
popular gas ranges accounted for one- 
third of the gas range market. 

Electric washing machines are 
owned by 93.2 percent of the families 
interviewed. Approximately two-thirds 
are wringer machines, one-fourth are 
automatic and the rest are spinner. 
The top three companies produced 
over half of the wringer machines 
while three-fourths of the automatic 
washers were made by five companies. 

Mechanical refrigerators are owned 
by 98.9 percent with the four leading 
brands accounting for one-half of the 
number. 

Only 11.3 percent owned automatic 
clothes dryers and four companies 
made two-thirds of those in use. 


Carrier Contest 


“Operation Carriertown,” the big- 
gest residential air conditioning sales 
contest ever held is being sponsored by 
Carrier Corp. from August 15 to Octo- 
ber 9. 

A week-long vacation for two to any 
part of the continental United States 
or Acapulco, Mexico City, Nassau, 
Bermuda or Havana will be awarded 
to the winning dealer salesman in each 
of the four Carrier regions. 
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A year ago, in national 
magazines, The Magnavox 
Company announced again 
that it stood firmly behind its 
dealers with a strict “No- 
Discount” policy. This policy 
was designed to help Magna- 
vox retailers sell values, 
profitably, against discount 
operators. 


The controversial issue of 
discount selling prompts 
Magnavox to state again, 
publicly, adherence to a con- 
tinuing policy of protecting 
Magnavox dealers from 


profitiess price-cutting. 














HE PREVALENCE of discount house 

selling and the attendant efforts 
of many dealers to meet that compe- 
tition has become a national con- 
troversial issue. Some people believe 
it benefits the consumer. We at 
Magnavox know that your best in- 
terests are served by buying, from 
a dependable dealer, a product that 
has price integrity. 


* * * 


Television, the great miracle of 
science, is of inestimable value to 
the American home. It has brought 
greater joy, entertainment and 
education to most families than 
anything they have ever bought re- 
gardless of price. Yet many people 
who believe they are shopping for 
a TV set are primarily shopping for 
a discount —that’s because most 
brands are sold at a cut price in 
discount houses and elsewhere. 


* - * 


We all seek the maximum value— 
no one wants to pay more than the 
lowest price, but a discount doesn’t 
necessarily enhance the value of a 
purchase. In television it often mis- 
leads the buyer, giving him only 
short lived satisfaction. Owners of 
Magnavox television and radio- 
phonographs know there is only one 
price—the lowest price. Magnavox 
is ‘‘Fair-Traded”’ —the only televi- 
sion brand sold under the legal agree- 
ments provided by the McGuire Act 
which prohibits a dealer from en- 
gaging in unfair trade practices. 
Here is how this benefits you: 


* + * 


Magnavox instruments are sold 
from our factory directly through 





Do You Really Get Maximum Value 


Buying at a Discount? 


franchised dealers—merchants who 
were painstakingly chosen for their 
integrity and ability to serve you. 
The factory guarantee of this fine 
product is backed by the dealer’s 
ability and eagerness to give you 
complete satisfaction. 


* * * 


Marketing surveys show that 
people consider Magnavox either 
the best or one of the best brands 
made, but many also think it is high 
priced because fine quality is often 
synonymous with high price. This 
is not the case with Magnavox. 


 -&€: 


Magnavox is your best value— 
regardless of discounts you can ob- 
tain on other brands. This is so be- 
cause of lower distribution costs and 
greater engineering and manufac- 
turing efficiency. By by-passing the 
jobbers and the extra margin of sell- 
ing cost to which such wholesalers 
are entitled, your cost is substan- 
tially less. Magnavox is not a con- 
ventional assembler of parts. We 
manufacture most of the costly 
components that go into our prod- 
ucts . . . fine cabinetry, right from 
the log to finished furniture . . . our 
loudspeakers, tuners, condensers 
and transformers . . . thereby effec- 
tively controlling quality and reduc- 
ing costs. The savings thus effected 
go into the extra quality you receive 
when you buy a Magnavox. 


* + * 
Before you consider buying an- 
other brand at a discount, we urge 


you to compare the prices in rela- 
tion to the quality of the product. 


FRANK FREIMANN, 


THE MAGNAVOX COMPANY « FORT WAYNE 4, INDIANA 


A fair comparison will convince you 
that a Magnavox is your best buy. 
You will be surprised to find Mag- 
navox television models as low as 
$149.50—with a full transformer 
powered 20 tube, 41 Mc. IF ampli- 
fier chassis. The Magnavox standard 
of quality is never sacrificed for price. 


* * * 


Magnavox instruments are occa- 
sionally sold at factory-authorized 
reduced prices to clear floor stocks 
for new models—such reductions are 
not drastic because the original 
prices were not inflated to allow for 
large mark-downs—that’s why, too, 
your old Magnavox has a greater re- 
sale value than other brands. 


* * * 


New Magnavox models are now 
being displayed by Magnavox deal- 
ers everywhere. You owe it to your- 
self to see the greatest advance in 
television, the new look in beautiful 
styling; functional features and per- 
formance that will delight you. You 
will agree that no other television 
has the beauty of appearance, the 
fidelity of picture and sound. You 
can buy with confidence knowing 
that you are getting the best price 
and the greatest value that will 
bring you lasting satisfaction. You 
will enjoy the pride of ownership 
that comes from having the best. 


. * + 


Because Magnavox is sold only 
through the selected few dealers in 
your community, look in your classi- 
fied telephone book under ““TV- 
Radio-Phonographs” for the name 
of your nearest Magnavox dealer. 


President 








Magnavox is the only profit opportunity in the industry 


% Largest Mark-ups 


% Protected Inventory Prices 


% Fewer Dealers in Each Market 


%* No Annual Line Mark-downs 


% No Price-cutting % Magnavox Quality In Every Model 


Now—Famed Magnavox Quality at Competitive Prices. 


No Stripped-Down-Chassis Television. 


Prices start as low as $149.50 
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A few selective territories are available for dealers who can quali- 
fy for the profitable Magnavox Franchise. If you want to make 
money selling high-fidelity television and radio-phonographs, 
write or call The Magnavox Company, Fort Wayne 4, Indiana. 





PAGE 223 






































REVERE “400” 
3-WAY PORTABLE RADIO 


Exclusive Features 


For AC., D.C. or battery 
operation. Self-contained in 
weatherproof, top grain 
cowhide “Camera Style” case. 
Unique dual purpose carrying 
strap plugs into any outlet for 
power operation. Snaps 

into receptacle for battery 
operation. 62 x 5% inches. 
Weight 4% Ibs. Output 

for Ear phone and recorder. 


$4450 less batteries 




















REVERE T-1100 2-SPEED 
“BALANCED TONE”* TAPE RECORDER 


Single knob control; 3% and 7 
speeds; dual acoustically matched 
speakers; 2 hour play on 7” reel. 
Complete with microphone, reels and 


corrying case... $] 5950 


TR -1200—Same as above with radio $209.50 


*PATENTED—A REVERE EXCLUSIVE 














Sold only through 
Revere Franchised dealers. 
Write today for complete details. 
Revere CAMERA COMPANY 
CHICAGO 16, ILLINOIS 





COMPLETE LINE! 
ATTRACTIVE APPEARANCE! 
FEATURES THAT SELL! 
EASY INSTALLATION! 
TROUBLE-FREE PERFORMANCE! 
FULL PROFIT! 





GOT WHAT YOU WANT 
in WATER SOFTENERS! 


No two ways about it— MODERN’s 
the moneymaker in water softeners! 
Because MODERN gives you— 
everything you want. Top quality line 
—in models and sizes for every need. 
Exclusive features that close sales 
quick. Easy installation. Trouble- 
free performance. Right prices— 
with full profit on every unit. Go 
MODERN-—and make money in 
the softener business. Ask your 
wholesaler—or mail coupon for 
details. 





COMPARE! SEE WHY! 


Complete line—avutomatic elec- 
tric, single control, brine tank, 
and dry salt models « Residential 
sizes to 100,000 grains capacity, 
commercial to 1,000,000 grains 
¢ Triple-duty minerals soften, re- 
move iron, filter sediment ¢ Extra 
heavy gauge steel tanks elec- 
trically welded and hot dip galva- 
nized « Top styling, attractively 
finished in white baked enamel 
#10 year warranty 


MAIL COUPON FOR DETAILS >) 


MODERN 


means business 


MODERN WATER EQUIPMENT CO. 
Dept. EM, West Chicago, III. 


Send full details on your complete line of water softeners. 





Address — 
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DOMINION Electric Corporation’s new appliances were unveiled recently for sales 


representatives from all over the country. 


In the rear row, left, is Robert Shaffer, 


director of sales and moderator of the sales meeting. Headquarters personnel 
standing next to him are Jim McNoldy, Sheldon Shaffer, Paul Kohler, Mrs. Ida 
Eppley, M. V. Rutherford and Burton S. Lifson. Seated at the table are Dominion’s 


national sales representatives. 


Dominion Meeting 


Dominion Electric Corporation 
held its twelfth semi-annual sales 
meeting in Mansfield, Ohio, recently. 

The full-day session was attended 
by factory engineers, headquarters per- 
sonnel and sales representatives from 
all over the country. 

Unveiled at the meeting was Do- 
minion’s new electric-automatic fry 
skillet which went into full produc- 
tion in August. Other new appliances 
in the 1954 Dominion line include 
twin window fans, floor circulators, 
window ventilators, a combination 
heater and fan, and the _ restyled 
chrome and polished aluminum coffee- 
makers. 

The meeting also reviewed the sec- 
ond six-month’s advertising and sales 
promotion program which will pro- 
mote the new items in the line. Dur- 
ing the first half of 1954, over three 
billion impressions were made of 
Dominion advertising and sales pro- 
motion materials. 


Kitchen Campaign 


“King-Size Kitchen Fit for a 
Queen” is the theme of the fall con- 
sumer magazine of American Kit- 
chens Division of AVCO Manufac 
turing Corp. 

The four-color ads, which will con- 
tinue through October, feature sinks, 
cabinets, Roto-tray dishwasher, dis- 
posers, ventilators and accessories. 
Each ad includes a coupon which in- 
vites readers to write for a 24-page 
kitchen catalog. 


Telechron Meeting 


Fall marketing plans were mapped 
at the annual marketing conference of 
General Electric’s Telechron depart- 
ment held at Fisher’s Island, New 
York, in late June. 

Roy W. Johnson, General Electric 
executive vice president, and A. F. 
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Fisher, general manager, predicted an 
optimistic fall marketing season. 

Nearly 100 executives and salesmen 
gathered for the two-day sessions. The 
group named television personality 
Dave Garroway as top Telechron sales- 
man of 1954. Garroway, who pro- 
motes Telechron on his morning tele- 
vision show, flew to the conference to 
speak to the sales force. 


Sales Task Force 


Raytheon is sending a three-man 
“task-force” factory training crew 
around the country to call on distribu- 
tors at their headquarters to discuss 
merchandising and promotion matters. 

“This unique task force spends one 
to two days at the distributor’s head- 
quarters, with every salesman in at- 
tendance, covering the Raytheon sales 
training course,” said D. O. Klein, 
marketing director. 

“Following this planned program, 
the crew goes out into the field with 
the salesmen to call on existing deal 
ers, aid in franchising new outlets, and 
in general apply their experience in 
meeting the problems the men may 
have in selling, merchandising, pro 
motion, credit analysis, etc. This on- 
the-job training is proving far more 
valuable to the distributor than any 
theoretical classroom training.” 


Betty’s Cook Book 


Westinghouse Electric Corp. has 
just released a new “Betty Furness- 
Westinghouse Cook Book.” 

A pre-release, unabridged edition is 
now available to the public at West- 
inghouse appliance dealers for 88 
cents. The book, which contains ap- 
proximately 500 pages and 1,000 
recipes, will be available in book stores 
on October | at $3.50. 

Westinghouse has publicized the 
special offer on its “Studio One” tele- 
vision program and in magazine and 
newspaper advertisements. 
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ATTENTION DEALERS! 


We are expanding our distribution. Profitable 
opportunities are available for aggressive, sales- 
minded dealers. For full details send in coupon! 





Products of the 


Detroit 31, Michigan 





rc 


TROIT 


1954 


Model illustrated is 453-9XW, 
The Mrs. America Range, with Signa Dials 
and Handee-Hi Infra Red Broiler. 




















Detroit-Michigan Stove Co. 
Gentlemen: 


lam ted in | 


Dealership. 
Name —— 


the lete details of a Detroit Jewel 








Title Se RE EES ES ne PRE 





Type of Business__.__ enh STS. 


Street a. __City & Zone. State 


PRODUCTS 
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B iggest all-new, all-star attraction 
at the Housewares Show! Just what 
Mrs. America asked for—General’s 
revolutionary functional SLICER. 
More useful, more valuable, more 
“sell’—more profits for YOU! 
GRAVITY FEED for easier, 
smoother slicing . . . PEDESTAL 
LEGS put 2” clearance under ma- 
chine for plate, tray . . . SUCTION 
CUPS hold fast. Today's greatest 
slicer buy at General's low, low 
prices! Two sell-sational models — 
419 Porcenamel. . $29.95 
420 All-Chrome . . $39.95 


General's famous line of low-priced 
slicers now available with BOTH 
Clamps and suction cups at no in- 
crease in price. 
300 Porcenamel. . $17.95 
400 All-Chrome . . $24.95 


Write for details Dept. 480 
gute) SLICING MACHINE COMPANY, INC., 
Walden, N. Y. 













































PLEASE NOTE: 


See August issue of Electrical 
Merchandising for special bonus plan ad 


FULLY 


AUTOMATIC 


PORTABLE ELECTRIC GLASS 


WONDER HEATER 





5 YEAR 
PROTECTION 
PLAN 
@ THERMOSTATICALLY 
CONTROLLED 


@ NO FIRE OR EXPLOSIVE 
HAZARD 


@ QUIET, SAFE, PENETRATING 
@ DEPENDABLE 

@ CLEAN HEAT 

@ APPROVED BY U.L. 


MODELS *" 3995 





ABSOLUTELY SAFE 
THE GLASS IN ALL ELECTROMAID GLASS HEATERS IS MADE OF HEAVY 


AND HIGHLY TEMPERED GLASS, ALMOST UNBREAKABLE, ASSURING 
SAFETY AND LONGER LIFE. IDEAL FOR ANY ROOM THAT NEEDS 
ADDITIONAL HEAT. THE ELECTROMAID PORTABLE GLASS HEATER 
IS THE SAFEST EVER BUILT. TESTED AND APPROVED BY UNDERWRITERS’ 
LABORATORIES. 


ACCEPT NO SUBSTITUTES—THERE IS ONLY ONE ELECTROMAID HEATER. 
NATIONALLY KNOWN AND DISTRIBUTED FROM COAST-TO-COAST, 
SERVING AMERICA FOR OVER 20 YEARS. 


ELECTROMAID CORP., P.O. Box 30, Chazy, N. Y. 


Sold only through legitimate electrical wholesalers. Please contact us 
for name of your local distributor. Write us for catalogue showing 
complete line of radiant glass and convection heaters. 
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FINANCIAL 








Mid-Year Yardstick 


A few large companies are having a record year, 
but other manufacturers in the industry are running 
behind the record-breaking pace set in 1953 


Financial reports released in mid- 
summer indicate that 1954 will be 
a record-breaking year for a few large 
manufacturers. Many smaller compan- 
ies report a drop in sales from 1953, 
but tax reductions have helped keep 
earnings high. 

Westinghouse, RCA and General 
Electric reported sizable increases in 
earnings although General Electric ex- 
perienced a dip in sales. Stromberg- 
Carlson and Schick, among the 
smaller companies, reported gains. 

Here are the individual reports: 

RCA. Record sales of $444,369,000 
were reported for the first half of 
1954. This is an eight percent climb 
over the first six months of 1953. Net 
earnings increased six percent over 
the previous year to a record $19,268,- 
000. 

Westinghouse. Sales climbed four 
percent and earnings jumped 27 per- 
cent over the first six months of 1953. 
Sales reached a record $811,709,000 
as compared to $780,489,000 last year. 
Net income was $45,359,000. Presi- 
dent Gwilym Price predicted an all- 
time sales record for the year. 

General Electric. Net earnings rose 
24 percent over last year’s first half, 
despite a seven percent drop in sales. 
President Ralph Cordiner explained 
that most of the sales drop occurred 
in defense business and that sales of 
the appliance and electronics group 
were generally higher than in 1953. 
Total sales were $1,447,597,000 and 
net earnings were $93,856,000 for the 
first half. 

Philco. Reflecting a seven-week 
strike, dropped from $238,522,000 in 
1953 to $174,676,000 for the first 
half of 1954. Earnings dropped from 
$6,933,000 to $1,735,000. 

Admiral. Sales dropped from $131,- 
222,438 in 1953 to $105,201,498 in 
1954 while earnings slipped from $4,- 
762,152 to $2,558,850. But officials 
said earnings during the second half 
of 1954 should equal or exceed 1953. 

Zenith. Sales for the first half of 
1954 dipped to $56,681,409 compared 
to $82,207,174 in 1953. Earnings 
dropped from $2,776,190 to $1,288,- 
246 this year. 

Motorola. Sales for the first six 
months were $92,465,210 compared 
to $109,532,968 last year. Earnings 
dropped from $4,640,679 to $2,858,- 
301. President Paul Galvin predicted 
1954 sales would be second only to 
1953 and “earnings will be approxi- 
mately the same as last year.” 

Norge. Without revealing dollar 
volume, President Judson Sayre an- 
nounced that Norge sales are up 50 
percent for the first six months of 
1954 compared to the same period in 
1953. 

Sylvania. Sales of $127,070,638 for 
the first half were down from the 
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1953 record of $149,092,932. 1954 
sales are still running 22 percent ahead 
of 1952 figures, however. Net income 
for the first half of 1954 was $3,522,- 
785, compared to $5,169,092 in 1953. 
Officials noted that the second quarter 
of 1954 was closer to 1953 volume 
than the first quarter and they pre- 
dicted “steady improvement” in the 
last half of 1954. 

Raytheon. In a fiscal year report, 
annual sales totaled $177,099,790, 
compared with $179,179,000 for the 
previous year. Net earnings dropped 
slightly to $3,523,316 for the fiscal 
year ending May 31, 1954. 

Stewart-Wamner. Sales for the first 
six months totaled $48,974,416, a 
drop from the 1953 figure of $67,- 
338,941. Net earnings were $1,511,- 
560. Officials stated that while de- 
creases were experienced in the sales 
of most lines, the principal sales de- 
cline was in military items. 

Maytag. Sales dropped 18 percent 
for the first half of 1954 from $45,- 
481,422, in 1953, to $37,079,450 this 
year. Net income for the period 
dipped to $2,867,528, off 12 percent 
from 1953 earnings. 

Stromberg-Carlson. Sales rose in 
1954 to $31,928,861, compared to 
$31,042,754 for the first half of 1953. 
First half earnings amounted to 
$1,177,759, compared with $1,071,- 
271 in 1953. Officials expect second 
half sales and earnings to exceed those 
of the first six months. 

Schick. Sales for the first six 
months hit a record $8,463,034, a 17 
percent jump over the 1953 figures. 
Earnings advanced 71 percent to 
$669,948, reflecting in part the elimi- 
nation of the excess profits tax. Off- 
cials predict a continued pace during 
the second half and a record year. 

Magic Chef. Reporting a net loss 
for the first six months of 1954, off- 
cials predict a “marked improvement” 
and “in the black” operation for the 
second half. Overall sales for the first 
five months dropped 23 percent from 
the previous year. Figures for the first 
three months reflect a net loss of 
$829,700 on sales of $5,006,975. 

Emerson. Reporting on the first 
five months of its fiscal year which 
began November 30, 1953, the com 
pany said sales were up 31 percent 
from the same period in the previous 
vear. Earnings for the year ending 
in October will probably be one-third 
lower than fiscal 1953 earnings, how- 
ever. This drop in earnings reflects a 
rise in costs and a drop in prices. 

Cory. Net income increased 23 per- 
cent despite a sales decline of six per- 
cent during the first six months. Sales 
totaled $8,470,633, compared to 
$8,994,027 in 1953. Net income was 
$941,665, compared to $756,997 for 


the previous year. 
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@ 1954's most unusual clock item! 
















@ Looks like a real aquarium! 

@ Fish ‘swim’ in lazy, lifelike circles! 
@ Switch illuminates ‘underwater Settings! 
@ Perfect for gift business! 


@ To be launched 
with nationwide 
fall magazine advertising! 


@ Priced to give you an 
extra-high profit margin! 


@ Ready for delivery 


@ Retail price: *22.95* 


STYLED BY MAC TORNQUIST 








THIS YEAR’S ELECTRIC CLOCK SENSATION! 


..- the new Sessions ‘Aquarius’ with the fascinating secret 


only an expert can fathom! 


It's the year’s triumph in optical illusion! Only an expert can fathom its secret. 


a 
A fine electric clock made with Sessions New Thin Movement for longer, quieter life. e S S | O nN S 


A crowd-catching window dispiay item, here’s a clock that sells on sight! 


It's brand-new and just in time to boost your 1954 Christmas clock business! et 
A full-color magazine ad in HOLIDAY and SPORTS ILLUSTRATED will reach 7,500,000 Americans on 4 - y 
with the news about the ‘Aquarius’ smack in the middle of the fall gift-buying season. NW ee 
Put your order in now. The ‘Aquarius,’ introduced for the first time 


at the Atlantic City Housewares Show, is ready for delivery. YEARS AHEAD IN ELECTRIC TIMI 
*plus applicable taxes The Sessions Clock Company, Forestville, Conn. 
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BENDIX IN BRAZIL: Sales manager Eric Hanns, 





left, 
Melvin Goecke of Bendix’s plant in Sao Paulo are shown beside Bendix Economat 
automatic washers, the only fully-automatic washing machines made in Brazil. 


and factory manager 


How Bendix Opened Brazil 


There weren’t any automatic washers manu- 
factured in Brazil until Bendix built a plant to make 
Economats and sell them in the South American market 


The only Brazilian-made automatic 
washers are now rolling off the as- 
sembly lines at the new Bendix plant 
in Sao Paulo at the rate of 50 a day 
and are being shipped to appliance 
dealers in that country. 

The washers are the low-priced 
Bendix Economat model, similar to 
the washer marketed in the United 
States, and are manufactured by 
“Bendix Home Appliances do Brazil, 
S. A.,” a joint venture of a group of 
Brazilian industrialists and Bendix 
Home Appliances, U. S. A. 

The first washers were put into 
production early this year, and in 
June a second assembly line was 
added, boosting daily output to about 
50 units. A new factory is being con- 
sidered in the firm’s long-range plans. 

About a year ago Bendix sent engi- 
neers and designers to Brazil to line 
up local manufacturers who could 
turn out parts for the Bendix washer. 
They now have 45 suppliers, turning 
out about 490 parts. 

Heavier Motor. The suppliers fur- 
nish parts that are specially made for 
the Bendix Economat to suit local 
conditions. The electric motor is 25 
per cent heavier duty than the U. S. 
model, necessary because of the ir- 
regular power supply in Brazil. For 
the same reason, the motor includes 
a capacitor. 

Between the end of March, 1953, 
and February 1, 1954, the plant was 
built, molds were made, component 
parts delivered and the first dummy 
Economat was put together. All parts 
made in Brazil were sent to South 
Bend, Ind., for laboratory approval 
by Bendix. 

The assembly lines started rolling 
a few days later, on February 18, with 
93 percent of the parts provided by 
Brazilian firms. Such items as elec- 
tric timers and automatic mixer valves 
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are currently being imported from the 
United States, but even those will be 
made in Brazil under license soon. 

All parts are inspected when they 
enter the assembly plant, and again 
after assembly, in operation. Among 
tests is a two-hour run given to the 
washing machine transmission on the 
test bench before it is mounted in 
the machine. Then each machine is 
run through the full cycle of wash, 
rinse and extraction with an overload 
of clothes before being okayed for 
shipment. 

European Machinery. Bendix was 
able to find almost all of its machin- 
ery in Sao Paulo, facilitating the 
speedy setting up of the plant. Some 
of the machinery is American, most of 
it European. Among the few items 
that had to be imported by Bendix 
were an electric welder and a metal- 
folding machine, both from the 
United States. 

Fifty-two plant workers turn out 
the washing machines on a five-day 
week basis. Sao Paulo’s power short- 
age poses no problem, since the firm 
has a 150-kva German Dornhoff 
generator. A 30-hp unit supplies air 
pressure for pneumatic tools. 

Bendix management has hired a 
sales promotion agency for training 
and promotional campaigns and 
groups of service men and demon- 
strators from all over Brazil appear 
periodically at the plant for meetings. 
First sales of the washers were re- 
ported very good. 

Bendix Home Appliances do Brazil, 
S. A. (Bendix of Brazil) is headed by 
Luis Eduardo Campello, with Dr. 
Nicholau Morais Barros Filho as 
manging director. Sales manager is 
Eric Hanns. Address of the factory 
is Rua Guiaba, 989, Sao Paulo. Local 
office is at Rua Marconi, 53, Sao 
Paulo. 


Norge Expansion 


Norge Division of Borg-Warner 
Corp. announced plans to spend 
nearly $500,000 on new refrigerator 
manufacturing facilities. 

Judson S. Sayre, Norge president, 
said the company will modernize and 
expand productive capacity at its 
Muskegon, Mich., refrigerator plant. 
He announced that refrigerator sales in 
the first five months increased 50 per- 
cent over the same period last year. 
The prospect for continued sales gains 
influenced the company’s decision to 
invest in the new facilities, he said. 

The expenditure is the second major 
expansion program announced by 
Norge in recent months. Previously, 
the company reported a $1,600,000 
expenditure to increase range and 
laundry equipment production at the 
Herrin and Effingham, IIl., plants. 

Factory shipments of Norge laundry 
equipment has reached an all-time 
high. June shipments of washers were 
up more than 206 percent over June, 
1953, and dryer shipments increased 
almost 95 percent over the previous 
June. 


Blackstone Expands 


Blackstone Corp. of Jamestown, 
New York, recently bought all the 
land and buildings of the adjoining 
Swanson Machine Corporation. 

The purchase is part of an expan- 
sion program started four years ago by 
Blackstone. The newly-acquired build- 
ings will be used for the manufacture 
of Blackstone home laundry appli- 
ances and automotive radiators. 

Blackstone also completed plans re- 
cently to construct a plant in Strat- 
ford, Ontario. The Canadian plant 
will be used initially to produce auto- 
motive heater cores, but the plant is 
adaptable to home laundry appliance 
production. The plant will begin op- 
erating in early 1955. 


A. D. Vining Honored 


A. D. VINING, vice president in charge of sales for White 





Toro Takes Tomlee 


Toro Manufacturing Corp., Minne- 
apolis, Minn., has acquired all the 
assets of Tomlee Tool and Engineer- 
ing Company, Inc., makers of thir- 
teen basic power tools. 


Toro will now manufacture the 
Tomlee items, including powered 
jig saws, wood-turning lathes, circle 
saws, drill presses, sanders and related 
products. 

The move is in line with Toro’s 
program for diversification. The firm 
sees a growing market for power tools 
in the “do-it-yourself” business which 
now grosses $200,000,000 annually. 


Alliance Bought 


Tectum Corp., Newark, Ohio, has 
purchased 80 percent of the stock of 
Alliance Manufacturing Co., builder 
of fractional horse-power motors. 

Alliance Manufacturing also pro- 
duces Tennarotor, a device for rotating 
directional television antennas, and a 
radio-controlled device for garage 
doors. Tectum produces industrial 
roof-decking. 


Kelvinator Shift 


Kelvinator has shifted production 
of ice cream cabinets, beverage coolers 
and chest-type home freezers from its 
Detroit plant to the firm’s main 
manufacturing plant in Grand Rapids, 
Mich. 


Readies New Washer 


Pennsylvania Range Boiler Co. will 
introduce a washing machine as a 
companion product to the Douglas 
dryer in the near future, it was an- 
nounced recently by Harry Lasky, 
general sales manager. 








Corp., 


Products 


receives a testimonial volume from John Popson, right. White’s salesmen marked 
May as “A. D. Vining Month” and established a sales record in tribute to Vining. 
The testimonial volume and parchment scroll signed by the salesmen were pre- 
sented to Vining at the summer sales meeting. 
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We really mean business 
on Fair Trade! 


The Small Appliance Division of the General Electric indiscriminate price cutting is a serious threat to your 
Company is waging a full-scale campaign to enforce Fair business and ours. We equally believe that in the long 
Y Trade agreements. run, a fair margin of profit for you is essential to the 


We are doing this because we sincerely believe that health of all retailing. 


Here’s what we have done... 


15,600 Fair Trade agreements have been signed with retailers. 
11,700 shoppings have been conducted in 43 states. 


2,700 retailers have received one or more registered letters 
concerning alleged violations. 


435 legal actions have been taken in 16 states. 


Every legal action we have finally concluded has resulted in an 
injunction or in an agreement which assures compliance by the 
retailer charged with violation of the Fair Trade Laws. 


Here’s what we are going to do... assist him in building a sound business can be a real help 


We will continue to shop retailers in every state which in our campaign by following three simple rules: 


has Fair Trade Laws. We will investigate every complaint 1. Sign the voluntary Fair Trade agreement which he 
of illegal price cutting on G-E Small Appliances. We will receives from us. 
seek voluntary agreements to end Fair Trade violations. 2. Observe our Fair-Traded prices. 

We will take legal action in every case where it is neces- 3. Whenever he has positive evidence that a retailer is 
sary to enforce compliance with the laws. selling any G-E Small Appliance at less than the 

: Fair Trade price, he should report it immediately to 

Here's what you can do... the Fair Trade Section, Small Appliance Division, 
Every retailer who believes that the Fair Trade Laws can General Electric Company, Bridgeport 2, Conn. 


Small Appliance Divison—GENERAL @ ELECTRIC 


Manufacturers of TOaSters - Grills - Irons - Mixers - Automatic Coffee Makers 
Clocks - Fans - Vacuum Cleaners - Automatic Blankets - Heating Pads 
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LET 
IBUGE 
coffee filters 
add profit “cream” 
to all your 


coffeemaker 
sales! 


Popular because they help to 
CUT COFFEE COSTS 


and because “coffee tastes better, filtered for flavor” 








For all types and sizes of home PERCOLATORS and DRIP 
coffeemakers. They save coffee (use less of finer grind) 
and filter out smoggy dregs, bitter sediment. Put the 
display carton on your coffeemaker counter and watch 
sales start! Rapid turnover for the “cream” of the profits! 


NATIONALLY ADVERTISED IN 
LIFE « SATURDAY EVENING POST « BETTER HOMES & GARDENS 


and other leading national magazines 


FOR ALL TYPES and SIZES of PERCOLATORS and DRIP COFFEEMAKERS 


ASK YOUR JOBBER or write Dept.EM for samples, data and prices 






“First in Filters” 


SCHWARTZ manuracturinc Co., Two Rivers, Wis. 


TV DEALERS QUIZ.... 


Customers ask too much for their used sets? 
Take you too long to decide on a fair offer? 
Customers doubt your word on trade-in values? 


Too much money tied up in used merchandise? 
DO YOU WANT TO MAKE MORE MONEY ON TRADE-INS? 








If you answer YES to any of the above questions the 
\ TV Blue Book can help you. Here is a GUARANTEED 
offer: 

The Official NARDA TV Blue Book, with the brand 
new Appraisal Guide, will pay for itself the first time you 
use it or you may return it and your entire purchase price 
will be refunded. 


een anes 


een te 
a. 















Single copy @ $5.00 each 
2 or more @ $3.50 each 
Quantity prices on request. 


Fill it out 
& send it in 


Please send me 
TV Blue Book. 
*Postage paid on cash orders, 


a oe wwe we ee oe ee eee 








NATIONAL APPLIANCE TRADE-IN GUIDE COMPANY 
2132 FORDEM AVENUE @ MADISON 1, WISCONSIN 
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John W. Rietzke, sales promotion 
and advertising manager of Revco, 
Inc., resigned that post last month. 

Rietzke joined Revco more than 
two years ago. Prior to his service with 
the freezer manufacturing firm, he 
spent 14 years as retail advertising 
manager of three Sears, Roebuck and 
Co. stores. He also had been man- 
ager of retail new business for the 
Toledo Blade, and served as an adver- 
tising consultant in Ohio. 


Presto VPs Resign 


Morton B. Phillips, executive vice 
president, and Jules Lederer, vice 
president and director of sales for Na- 
tional Presto Industries, Inc., are re- 
signing as officers of the company 
effective December 31, 1954. 

Both men are directors of the com- 
pany and will continue in those posts. 
Phillips joined the company in 1943 
and became executive vice president 
in 1949. Lederer joined the organiza- 
tion in 1946 and was appointed vice 
president and director in 1951. 


Takes Agency Post 


Richard N. Scanlon has joined 
Hicks & Greist, Inc., advertising 
agency, as account executive to serv- 
ice some of the agency’s appliance ac- 
counts. 

Scanlon previously was with the ap- 
pliance section of Farm Journal, and 
before that was sales and advertising 
manager of Steam-O-Matic Irons, and 
merchandising manager of Sapolin 
Paint Co. 


Joins Life Staff 


Ted Hahn has been named appli- 
ance merchandising manager for Life 
magazine, it was announced recently. 

Hahn formerly was assistant to the 
vice president in charge of sales at 
Raymond Rosen & Co., Philadelphia 
appliance distributor. 
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New Reps 


R. V. Palmquist, sales manager, and 
C. E. Whiteside, midwestern district 
manager, have resigned from McGraw 
Electric Co.’s Clark Division to form 
a new manufacturers’ representative 
organization in Des Moines, Ia. The 
new firm will distribute Toastmaster 
water heaters and other major appli- 
ances. 


Bryant to Dash 


George T. Bryant, former national 
sales manager of major appliances for 
Graybar Electric, joined Compton Ad- 
vertising, Inc. as a vice president. In 
his new post, Bryant will work with 
the appliance industry in behalf of 
Dash, Proctor & Gamble’s new de- 
tergent for automatic washers. 


Rice Retires 





Henry C. Rice, director of sales of 
Southern California Edison Co., re- 
tired last month after 37 years with 
the Edison organization. 

Rice joined Southern California Ed- 
ison in 1917 as a salesman, and served 
successively as chief appliance sales- 
man, merchandise manager, domestic 
sales manager, and sales manager. 


Kidd, Belknap Move 


James L. Kidd and B. F. Belknap 
have joined California Electric Serv- 
ice, Inc. as branch managers. Kidd, 
former midwest regional service man- 
ager for Landers, Frary & Clark, manu- 
facturers of Universal electric house- 
wares, heads the Los Angeles branch 
of California Electric. Belknap joins 
the San Francisco branch from Bass- 
ford Co., appliance distributors in 
San Francisco. 


Joins Redbook Staff 


Maureen Sutherland has _ been 
named associate homemaking editor 
of Redbook magazine. She will handle 
home appliance and kitchen planning 
service features in the magazine’s 
monthly home section. 

Miss Sutherland previously was 
with Ted Bates Co. and General Elec- 
tric. 
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says: 


MR. JULIUS KLEIN, President 
Caloric Stove Corporation 
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“Caloric is ready for a big new 
market with Wilcolator’s OVEN-REDDY” 


“We've been fortunate to date in seeing our sales volume grow 
in each of the past five years. And we believe, without false pride, 
the basic reason is this:—we have consistently tried to offer today’s 
smart buyers every feature that makes a gas range give better 
service in the home. 


“In short, we have tried as often as possible to be the first with 
the best. 

“In keeping with this policy, we are now equipping the Automatic 
Caloric ‘Built-in’ gas range with Wilcolator’s Oven-Reddy control, 
and we know it’s going to make more and easier sales in today’s 
tough market for our dealers and for us. 


“Frankly, we feel that a ‘built-in’ gas range with Oven-Reddy 
is a far better buy, in the terms of the service it will give, than a 
‘built-in’ gas range without Oven-Reddy. For women have always 
wanted an automatic signal that tells them exactly when their oven 
has reached cooking temperature. Now they can get it! 


With Oven-Reddy... 
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“This seemed pretty clear to us when we first heard of Oven- 
Reddy. There remained only to test the device thoroughly. We gave 
it the most severe tests we could think of—and Oven-Reddy passed 
with flying colors. 


“We're happy to offer it to our dealers as a feature on the 


leading automatic ‘built-in’ gas range on the market. And we’re 
confident this improvement will be reflected in their sales.” 


w * * 


There is little we can add to Mr. Klein’s remarks. If you 
are handling Oven-Reddy, Mr. Dealer, you know this 
feature excites interest ... closes sales. Insist on handling 
ranges with Oven-Reddy. Make your selling job easier. 
The Wilcolator Company, 1001 Newark Ave., Elizabeth, 
N. J. Canadian Plant: Mimieo, Toronto, Ont. 


| ilcolalor 
OVEN-REDD) 


es ee 





In 1964, Dream Appliances for a Dream House 


In the dream house shown above— 

—radiant canopies which fold out 
over the beds replace blankets 

—electric clocks run on energy re 
ceived from local radio broadcasts and 
have no electric cords 

—a central vacuum cleaner is lo- 
cated in the garage and is connected 
to central points in all rooms by ducts 
in the floor. 

—appliances are built-in and col- 
ored. A refrigerator center provides 
space for refrigeration and for frozen 
foods and dispenses ice water, ice 
cubes and crushed ice. 

—the range has two wall-mounted 
ovens, one electronic, one of the con- 


Discount Dilemma 


The role the manufacturer and his 
brand lines play in the discount selling 
dilemma were analyzed recently by a 
manufacturer and a leading dealer as- 
sociation executive. 

The manufacturer—Frank  Frei- 
mann, president of Magnavox—de- 
nounced discount selling of TV as 
causing “lower quality for the con- 
sumer and gradually decreasing profit 
margins for the retailer.” 

“Price stability is the greatest in- 
centive to improve production quality 
in the industry,” Freimann told the 
New York Society of Security Analysts. 
“Some TV sets are priced with an 
eye to selling them competitively 
through discount outfits. This prac- 
tice handicaps the dealer in main- 
taining good service for his custom- 
ers.” 

Examine Lines. A. W. Bernsohn, 
managing director of NARDA, urged 
dealers to “throw out lines from which 
chiseling competition steals the 
chance of a fair profit.” 

Writing in NARDA News, Bern- 
sohn suggested that dealer “make a 
thorough analysis” of the lines they 
handle to find out “at what price and 
through what channels they are being 
sold.” 

“There’s not a market in the coun- 
try—including its worst cesspools—that 
doesn’t have some clean lines in it,” 
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ventional resistance-type element. A 
fry-broil griddle can be pulled out and 
used on the plastic counter surface. 
Pot and pan cooking is done in new 
utensils with built-in heating elements. 

—the dishwasher has a disposer 
built-in so that preliminary scraping 
of dishes is unnecessary. 

—a combination washer-dryer is 
built under the counter 

—at the sink there are taps for ice 
water, soda and hot instant coffee. 

~—kitchen cabinets have textured 
plastic panels that can be interchanged 
when a new color scheme is desired. 

—an electronic entertainment center 
in the living room contains a large- 


screen color TV receiver, a video tape 
recorder, audio recorder and a hi-fi 
system. A motorized “living circle” 
in the center of the living room turns 
at the touch of a button so the family 
can focus its attention on the enter- 
tainment center or in any other di- 
rection desired. 

How It Came About. The model 
house and its novel furnishings are an 
attempt by General Electric to get a 
glimpse of the future. The firm com- 
missioned architect Eliot Noyes to 
design the house, gave him a list of 
findings about the family of 1964 (the 
family will be bigger, live further out 
in the country, will have more leisure 





Bernsohn said in the article. 
Emphasizing the need for main- 
taining brand-strength, Bernsohn said 
the dealer should “tell the story of 
the honest dealer, of making adjust- 
ments, offering service, granting credit, 
assuring the customer of full value, 
fair treatment, no switching from re- 
putable brands, of having been there 


Trio at Trio 


for years and of being there as a part 
of the community years from now, a 
place offering recourse.” 

Bernsohn said “the greatest power 
for correction of the mis-channeling 
of merchandise lies in the hands of 
the manufacturer and his greatest in- 
centive for steering the business 
strength to you is the knowledge that 





HAROLD HOWIG, administrative manager of the electronic parts division of 
Gifford-Brown, Inc., Des Moines, lowa, is greeted by Roy J. Wade, Trio sales 
manager, on his arrival to visit the Trio Manufacturing Co. plant at Griggsville, 
itl. At right is E. W. McGrade, factory representative who brought Howig to 


the plant in his private airplane. 
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time, more recreational facilities avail- 
able to them, etc.) 

The unusual stressed-skin roof is 
self-supporting. The roof is also the 
ceiling and in addition acts as a single 
lighting fixture, bathing every area 
(except the bathrooms and bedroom 
halls) in even, indirect light. The 
four bedrooms have louvered ceilings 
which, when closed, become a source 
of illumination through the use of 
fluorescent lamps in the louvers. The 
bath and hall areas have special ceil- 
ings which become luminous when 
current is passed through them. 

The house is built almost entirely 
of prefabricated plastic panels. 


he’d not be penalized by lack of dis- 
tribution and brand strength were he 
to do so.” 

“ .. Find out when a newcomer is 
to be franchised with your brands and 
review your brands if he’s the wrong 
type,” Bernsohn said. : 


Necchi in Europe 


About 100 distributors last month 
flew to Europe to visit the Necchi 
and Elna sewing machine factories in 
Italy and Switzerland and hold their 
annual convention. 

The group, which previously has 
convened in New York, inspected the 
Tavaro works in Geneva, Switzerland, 
where the Elna machines are made, 
then journeyed to Pavia, Italy, for a 
tour of the Necchi works. 

The annual Necchi convention took 
place at Lake Como, Italy, where dis- 
tributors heard sales promotion plans 
and viewed the new 1955 line of 
Necchi machines and cabinets. Leon 
Jolson, president of Necchi, and sev- 
eral other executives addressed the 
group. 

Other highlights of the visit in- 
cluded a visit to Paris, an audience 
with the Pope for those who desired 
it, and side trips to the Alps and other 
scenic spots. The group was scheduled 
to fly back to the United States on 
Sept. 4. 
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... YOU are, if you’re a Frigidaire Dealer! 


IN BASEBALL, the first object of the game is to get on first base. The Rapidry Spin and other outstanding, top-flight, first base “coaches”. 
same thing holds true in the appliance industry. And a dealer who Yes, Frigidaire’s sales leadership puts Frigidaire Dealers on first 
is granted a Frigidaire franchise is automatically on first base ! base — and what brings them around the bases to score every time is 

He’s on first base because Frigidaire’s leading position in refriger- everything else Frigidaire offers its dealers . . . all the factors that com- 
ator sales has put him there—like a clean single to center. And he’s bine to make the Frigidaire franchise the most valued in the industry. 
on first base because of Frigidaire’s sensational rise to the top in 


electric range sales. 
No competitive “pitcher” is going to pick him off first base, either ° ad eo 
— because he’s solidly entrenched there by the outstanding salability a) i CG i re 
of Frigidaire Laundry equipment — of Frigidaire’s great Food Freezer 
line, Water Heaters, Dehumidifiers. And his safety is doubly assured 


by such sales-winning features as Cycla-matic Defrosting, Roll-to-You Built and backed by General Motors 
Shelves, new Color Styling, Lifetime Porcelain, Live-Water Action, 
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3-, 4-, 5- and 6-ft., type SR rubber covered 
range cable. Two #6 and one #8 conduc- 
tors for 50 amp., or two #8 and one #10 
conductors for 35 amp. service. CORNISH 
#500 molded-on plug vulcanized to cable 
for long-time water-repellent security. 
Equipped with suitable terminals and metal 
strain relief. Each cord individually boxed. 






electric 
dryer 
cord sets 


Series #5533, utilizing a new molded-on 
three pole angle rubber plug equipped 
with “L” shaped grounding blades. Used 
primarily for application to 10/3 S cord 
or type SR range cable. Rated at 30 amperes 
250 volts, approved by Underwriters’ Labo- 
ratories. Individually packaged in a carton 
that serves os a shipping container 


replacement 
cord sets 


for Lamps, Radios, Small 
Appliances 

6-, 8- and 10-f,, 18/2 type 
$P-1 brown cord, with 
molded-on plastic plug. 
Appliance end stripped 
%" Hanked, with UL 
Green Cord Set label ap- 
plied. 


for Vacuum Cleaners, Small 
Tools, Mixers, etc. 

6-, 10- and 20-ft., 18/2 
type SV black cord, with 
molded-on plug. Applianc 
end jacket removed 2"; 
conductors stripped 1”. 
Hanked, with UL Green 
Cord Set label applied. 


for Trouble Lights, Small 

Motors, Tools, etc. 
6-, 10- and 20-ft., 18/2 
16/30 SJ black cord with 
molded-on plug at one 
end. Appliance end jacket 
removed 2”; conductors 
stri 1” Hanked, with 
UL Green Cord Set label 
applied. 


Support your local 








Adequate Wiring Bureau program 


CORNISH WIRE: COMPANY, xc 


50 Church Street, New York 7, N. Y. 
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Award for Distributor 
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PLAQUE citing Bernard Distributing Co., Peoria, IIl., for outstanding increase in 
sales of Du Mont TV is presented to Bernard Venezky, president, by Dr. Allen B. 
Du Mont, president of Du Mont. Award was made at convention recently when 
Du Mont showed its new line. 


Distributors Appointed 


Ben-Hur—Southern Radio Corp., 
Charlotte, N. C.; Emmons-Hawkins 
Hardware Co., Huntington, West 
Virginia. 


Airtemp—Eastern Company, Provi- 
dence, Rhode Island. 


Bendix—Hart Distributing Co., Louis- 
ville, Ky.; Electric Sales & Service 
Co., Atlanta, Ga.; Fordyce Elec 
tronic Distributors, Miami, Fla. 


Capehart—Olson & Co., Philadelphia, 
Pa. 


CBS-Columbia— Bonn Co., Minne- 
apolis, Minn.; Columbia Distribut- 
ing Co., Inc., Seattle, Wash.; Con- 
solidated Appliances, Inc., Amarillo, 
Tex.; Edwards Co., Salt Lake City, 
Utah; Femco Corp., South Bend, 
Ind.; Kiefer-Stewart Co., Indianap- 
olis, Ind.; Midwest Timmermann 
Co., Davenport, Iowa; Providence 
Electric Co., Providence, R. I. 
Ry-Bar Distributing Co., Portland, 
Ore.; Standard Electric Supply Co., 
Milwaukee, Wisc.; A. K. Sutton 
Co., Inc., Charlotte, N. C. 


Du Mont, Labs—Ray Distributing Co., 
Savannah, Ga.; Bernard Distribut- 
ing Co., Bettendorf, Iowa; Eastern 
Wholesalers, Inc., Baltimore, Md. 


Emerson—Grossman Distributors, Inc.., 
Rochester, N. Y.; Peaslee Gaulbert 
Corp., Jacksonville, Fla.; Tri-City 
Radio Supply, Inc., Davenport, 
Iowa; M and N. Distributing Co., 
Buffalo, N. Y. 


| Free Sewing—Morley Murphy Com- 


pany, Wisconsin-upper Michigan. 


Gerity-Michigan—Central Dishmaster 
Sales and Service Co., Toledo, 
Ohio. 


General Electric Co.—Tauberg Co., 
Pittsburgh, Pa.; (small appliances). 


Jet-O-Mat—Matt Vea & Co., Pitts- 
burgh, Pa.; Crain Brennan Associ- 


ates, Cleveland 14, Ohio; Arthur L. 


Ehlers, Cincinnati, Ohio. 


Landers, Frary & Clark—Graybar Elec- 
tric Co., Grand Rapids, Mich. 

Norge—Straus-Frank Co., Dallas, Tex.; 
I. Feldman Co., Providence, R. I.; 


Cambria Equipment Co., Johns- | 


town, Pa.; Cain & Bultman, Jack- 
sonville, Fla.; Philadelphia Distrib- 
utors, Philadelphia, Pa. 


Raytheon—H. G. Bogart Co., Toledo, 
Ohio; Delta Distributors, New Or- | 


leans, La.; Boyd Corp., Cambridge, 
Mass.; Brown Supply Co., St. 
Louis, Mo.; LaSalle Supply Corp., 
Detroit, Mich.; Mid-State Distrib- 
uting Co., Des Moines, Iowa; 
Mid-State Electric Supply, Harvey, 
N. D.; Dixie Distributors, Inc., 


Birmingham, Ala.; Certified Elec- | 


tronics, Inc., Middletown, N. Y.; 
Joe Lapkin Co., San Francisco, Cal.; 
Harper McIntire Co., Ottumwa, 
Iowa; Chambers Electronic Supply 
Inc., Cincinnati, Ohio. 

Republic Kitchens—R. D. Schwalb 
Co., San Francisco, Cal.; Wright 


and Wilhelmy Co., Omaha, Nebr.; | 


Main Line Distributors, Inc., Chi- 
cago, Ill. 


Revco— Crider Sales Co., Portland, 
Ore.; Modern Heating & Supply, 


Portland, Ore.; Graybar Electric | 
Co., Inc., Indianapolis, Ind.; Delta | 


Distributors, New Orleans, La. 


Sylvania — Tri-City Distributors, Inc., 


Tampa, Fla.; Victor H. Meyer Dis- | 


tributing Corp., New York, N. Y. 


Thor—Dale Distributing Co., New 
York, N. Y.; R. Warncke Co., San 
Antonio, Tex. 


VM-—Peirce Phelps, Philadelphia, Pa.; 
Bursma Radio, Grand Rapids. 
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WASHERS 


A Complete Line 
5 Wringer Models 





Wreuis with 
Aqua-matic Balanced Tub 








The One Minute line is’ 
giving quicker, cleaner, 
more economical washing 
service to over 1,000,000 
satisfied users. 

Get complete information 
on this famous money- 
making washer line. 
Write today. 


ONE MINUTE 
WASHER COMPANY 


44S Relcicmm ied 7.\ 
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ANNOUNCING TWO PORTABLE POWER 


TOOL LINES FOR ALL KINDS OF USERS... 
ALL TYPES OF RESALE! 


This line represents the 
peak of quality . . . and at 
prices that give the public 


© full value and the trade 
full profit. This brand’s 
outstanding growth 


, through the past eight years 
POWER TOOLS is your assurance of its 


salability and turnover. 






Here, from a single source, are two distinct lines of 
portable power tools. Together, they satisfy every con- 
sumer and resale need as to quality, price and discount 
structure. 

The PET line, as heretofore, will be backed with con- 
sistent national advertising. And this, as usual, will 
show full retail prices. 

The SHOPMATE line, on the other hand, is designed 
specifically to fit the needs of the promotional market. 

The public, in its buying habits, has proved be- 
yond question the huge demand for both types of [ 
merchandise. 

























No. 2000 Reciprocating 


No. 1440-G 1%” Drill 


No. 200 Oscillating Sander 


No. 614 Ball Bearing Saw 














Jig Saw 
BACKED WITH POWERFUL ADVERTISING SUPPORT IN THESE MAGAZINES! Other PET Tools Include: 
es No. 411 44%” Saw No. 1540 Sander-Polisher 
be == -) : —e- No. 464 4 HP Grinder No. 1490-G %” Drill 
ryt hors tds pat ant i : No. 466 4% HP Grinder No. 1401-24 %” Ball Bearing 
\ 7” Standard Duty Disc Sander Drill 


7” Heavy Duty Disc Sander No. 551 through No. 556: 4%” 


Ny ae . — ; =~ ™ re > 9” Heavy Duty Disc Sander 


and 4%” Ball Bearing Drills 


This line is designed to meet the needs of those among the public who 
insist on buying promotional merchandise. As such, this line offers a 
wide new opportunity for those in the trade who may have, until now, 
passed up this profitable additional source of business. 








, Gl, , 
ie 2o2 — 


ee 


No. KU-118 De Luxe 
Home Work Shop 








No. 445 44%” Saw 


No. 6000 Sander-Polisher 


No. 1950-G 4” Drill 


Other SHOPMATE Tools Include: 


No. 77-H %” Drill No. 510 4” Drill 
PORTABLE ELECTRIC TOOLS, INC. No. 250%” Drill No. 400 Grinder 
320 W. 83rd St., Dept. EM-94, Chi 20, lll. No. 277-H yy" Drill No. 462 % HP Grinder 
aie — No. 320-6 %" Drill No. 625L 6%" Saw 
In Canada: Portable Electric Tools, Ltd., 425 Birchmount Rd., Toronto 13, Ont. No. 500 4” Drill Shopmate 8-1 Bench Tool 
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NOW! NEW LOW PRICE on 
FLEXO-SPACE Self-Service Island 


ANNOUNCING our new low prices on 
FLEXO-SPACE Self-Service Islands. Here 
is your opportunity to follow the trend 
of thousands of aggressive merchants and 
modernize your store with FLEXO-SPACE 
at a savings of 50% over competitive 
Islands. FLEXO-SPACE gives you Self- 
Service, Mass Display and 300% more 
Selling Space than one flat-type counter. 
Yes, in only 124 Sq. Ft. of floor area you 
get 50 Sq. Ft. of selling space. Raise or 
lower the shelves every 2” within 15 
adjustments. FLEXO-SPACE is a complete 
Island! Your customers shop on 4 sides 
from 5 large Self-Service shelves. FLEXO- 
SPACE has been “Tested and Proved’’ by 
thousands of retail merchants. New amaz- 
ingly low prices on FLEXO-SPACE at 
almost 50% less than you expect to pay. 
Write for FREE catalog on FLEXO-SPACE 
and other Self-Service fixtures. Do it 
now—Today! 


Migs. Write for special extra low prices 
ADD SALES CO. 


802 York St. Manitowoc, Wis. 


‘There’s an art to carrying 
appliances, too... 







SLINGABOUTS |\)- 


FOR APPLIANCE PROTECTION iq N= 


HERE'S A PROFIT ITEM 


| THAT REALLY 


cs rs! 
attra customers” 


Dealers everywhere, are quick to 
appreciate the extra profit possibil- 
ities of Celina Twin, or Single 
Portable Tubs. 


Washer owners or buyers, in- 
stantly recognize their beauty and 
usefulness. Excellent for promoting 
washer sales. Single Tubs are ideal 
for use with Automatic washers 
equipped with Suds-Saver. 

Furnished in twin or single models, 
with or without covers. Tubs packed 
nested 3 in carton, to save freight 
and storage space. Tubs and covers 
packed separately, also priced sep- 
arately. 


Dealer and jobber inquiries in- 
vited. 


see CELINA First 


FOR THE FINESTZ 


THE CELINA MANUFACTURING CO. 
CELINA, OHIO 





Lift, carry and deliver your 
appliances with safety 
and economy. Use 
Slingabouts . . . water 
repellent canvas jackets, 
thickly padded and flannel 
lined. Easy to slip on and off. 
Convenient handsling reduces 
handling hazards. For years of 
service use Slingabouts. 


Ask about 
Wrapabouts for 
radio, TV, HiFi and 
Air Conditioners 




















WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 


Send Slingabout or Wrapabout prices for Model + 

















Make Refrigerator 
Range 
Name. Washer 
pane ; Check Radio 
, Air Conditioner 
City State (please specify) 
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NEW POSITIONS 








Philco—James H. Carmine, top, 
has been elected to the presidency 
of the company. Named to succeed 
Carmine as executive vice president 
is John M. Otter. 





Crosley-Bendix—A. FE. Cascino, 
above, formerly director cf market 
research has been advanced to the 
newly created post of director of 
marketing. Charles A. Groene has 
been named sales training manager 
of appliances. 





Manitowoc—Thomas F. Hannon 
has been appointed general sales 
manager. Hannon was formerly 
vice president and general manager 
of Ryan Refrigeration. 


SEPTEMBER, 





Kelvinator—H. A. Willis, above, has 
been named national advertising dli- 
rector following the resignation of 


T. J. King. Also named was W. E. 
Saylor as manager of sales promo- 
tion. 





Tracy Kitchens—Charles L. Stoup 
has been appointed general sales 
manager, Tracy Kitchens Division, 
Edgewater Steel Company. 





General Electric—Fred J. Borch has 
been elected a vice president. Borch 
will serve as vice president of mar- 
keting and manager of the com- 
pany’s marketing services division 
with headquarters in New York. 


CBS-Columbia— Recent regional 
appointments include O. R. Barnes 
as manager in the Michigan-In- 
diana area, and Murray Fiebert to 
a like post in sections of Pennsyl- 
vania, Maryland and Virginia. 


Coleman Co.—Harry C. McAuley 
has been promoted to regional sales 
manager in sections of Illinois, 
Indiana and Iowa. 


Raytheon—Curtis L. Petersen has 
been named assistant advertising 
manager, and Frank Loasby director 
of sales engineering and service. 
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NEW POSITIONS 








Motor Products—L. J. Sorensen, 
above, has been elected president. 
Since last December Sorensen had 
been successively vice president and 
acting president of the corporation, 
and prior to that had served as presi- 
dent of the Deepfreeze Appliance 
division. 





Tele-Tone Co.—Milton C. Perl- 
mutter has been elected executive 
vice president in charge of sales 
and merchandising. 


Sylvania—James W. Safford and 
Virgil W. Wittman have been 
appointed regional sales managers 
in the eastern and southern regions 
of the U. S. respectively. Named as 
district sales managers were Nor- 
man B. Scott in Virginia, the Caro- 
lina’s and Tennessee; Alfred Ross 
for metropolitan New York and 
New Jersey; John C. Dews for Cin- 
cinnati, Ohio; and John O. Painter 
for portions of Pennsylvania, and 
the Baltimore area. 


E;merson—Jack Weisman has been 
appointed northeastern district 
manager and Raymond W. Herrick 
takes over a like post in portions 
of Michigan, Indiana and Ohio. 


Dayton Pump—Donald Paulson has 
been appointed service and train- 
ing manager, a newly created post. 


Nesco—John G. Unverzagt has 
been named southeastern district 
manager for the firm. 


Stromberg-Carlson — H. Jeffrey 
Mapes has joined the radio-tele- 
vision division as sales promotion 
and assistant advertising manager. 


Landers, Frary & Clark—James D. 
Grant has been appointed super- 
visor of promotion and sales train- 
ing. 

»> 
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Westinghouse — W. M. Byme, 
above, has been appointed merch- 
andising manager of electric house- 
wares. Regional appointees include 
J. M. Oliver as manager of the 
newly formed central-southern sales 
district, and Dale C. Haynes as na- 
tional sales representative at the 
new refrigerator-freezer plant in Co- 
lumbus, Ohio. 





Florence Stove—Joseph J. Ptacin 
has been appointed advertising 
manager. Ptacin was previously 
sales promotion manager for Ad- 
miral’s appliance division. 





International Appliance—Thomas 
M. Ford has been appointed sales 
manager for Broil King. 


Norge—Recent managerial appoint- 
ments include those of James Ruff 
to the new position of director of 
marketing research and Walter C. 
Fisher to manager of key accounts. 


Carrier Corp—Theodore Skoglund 
has been named director of sales 
training. 


Du Mont Labs—Keeton Arnett has 
been named vice president in 


charge of administration. 


1954 





INSURE CLOTHES 
DRYER SATISFACTION 


The ORIGINAL 


For ALL Clothes Dryers 


retards down draft. . . Easy to install. 


NEW LOW PRICES! 
3" LAUND-R-VENT only is $1.95—4’' LAUND-R-VENT only 


ells, is only $4.30... 4'’ Standard complete kit is only $4.93 . 
Special kits available. 


Complete Your Installation”’ 


ee Your Jobber, or Write 


C OLE - § E W E LL Engineering Co. 


2288 UNIVERSITY AVE. ST. PAUL 14, MINN. 





The ONLY COMPLETELY ILLUSTRATED 
TV TRADE-IN PROFIT-BUILDER 


2,133 Pictures! (Exclusive with Nelda) 
4.300 Impartial Evaluations! 


Valuable Tips by National Experts! 


ALL THE FACTS YOU NEED TO GET YOUR SHARE 
OF TV TRADE-IN DOLLARS! 


Use it as an OVER THE COUNTER CONVINCER! 





Case-bound, 
4%” x 64”, 

256 pages. 
NATIONALLY 


ADVERTISED 
PRICE PER COPY: 
$15.00 


CLINCH REPLACEMENT SALES 
NELDA Publications, Inc., 185 Madison Ave., New York 16, N. Y. 


Please send________copies of The NELDA TV TRADE-IN GUIDE 
@ $15.00 each on a 10-day approval basis. 


(0 Kindly send FREE literature on other Nelda Publications. 


Order Your APPROVAL COPY Today 








J NAME 
CASH IN PEE Tis DLAI Ss EY 
ON EXTRA eR a 7 
CITY ZONE STATE 





TV PROFITS 











AUND-R-VENT 


BEST BY TEST—Don’'t risk your customer relations by installing 
inferior clothes dryer vents. ‘‘Look under the hood’’—compare 
LAND-R-VENT and LAUND-R-VENT’S new low prices with all 
others. Note these superior LAUND-R-VENT features . . . all alumi- 
num construction; no rust or ice worries... Friction free damper; 


$2.20. 3’’ Standard complete kit containing one LAUND-R-VENT, 


three 24” lengths aluminum pipe, and two adjustable aluminum 





















































is 
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service 


PINPOINTER MILBY: Service costs are so high because manufacturers waver between 
appearance and sales features on the one hand and easy serviceability on the other. 


At Detroit Edison, which services over 600,000 
appliances a year, they have to carry 591 types 
of nuts, screws, rivets and washers 


They stock 4,000 parts—including 22 kinds of 
pilot lights—just for ranges and dryers. They‘ve 
found three different motors, all with different 
mounts, on one model of one make of dryer 


Out of their experience came these recom- 
mendations for simplifying and expediting 


Let's Make Appliances 
Easier to Service 


BY W. R. MILBY 


Assistant Superintendent, 
Customer Service Division, 
Detroit Edison Company 


NERVICE—a word of many differ 
S ent meanings to many different 
people. To the manufacturer, 
distributor and dealer it is something 
that keeps popping up like a bad 
dream. It’s something they realiz« 
they must at least pay lip service to 
because in some remote wa\ it seems 
to have some effect on sales. 

l'o the utility, service is important 
because appliances in good operating 
condition mean more revenue. 

I'o the consumer, who incidentally 
always seem to be at the end of the 
line, service has a much more personal 
meaning. Electrical living today is no 
longer a slogan, it is a reality and the 
use of hundreds of appliances is a part 
of our everyday life. To the con- 
sumer good service is a necessity, but 
unfortunately it is not always to be 
had. 

While it seems at first thought that 
these three views are widely divergent 
thev do have this in common, there 
can be neither sales, service, nor cus 
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tomer satisfaction without the cooper 
ition of all three groups. ‘The manu 
facturers must take into account the 
consumer’s problems in using his prod- 
uct and in keeping it in good operat- 
ing condition. He can also learn much 
from the service organizations that will 
improve his product. 

On the other hand the consumer 
must understand the function, proper 
care and use of his appliances. Some- 
where in between, the utility must 
coordinate and correlate the problems 
of both the consumer and the manu- 
facturer. The problems are mutual 
iid none of us are in a position to 
point a finger at other segments of the 
industry. 

I have not intended to, and I hop« 
have not, created the impression that 
the manufacturers have no interest at 


ill in service. ‘The manufacturer is in 


business to build and sell appliances, 
service is necessarily a secondary con- 
sideration. From our own experience 
we have found the manufacturers to 
be very cooperative in solving service 
problems and in making changes to 
correct deficiencies in their product. 

Major, as well as traffic appliances 
today require relatively little service, 
but when we consider the huge vol- 
ume sold and in use, even this little 
bit of service adds up to a big problem 
ind to a big business. Our investment 
in stock for traffic appliances alone is 
$87,000. 

Housewares Headache 


We service most traffic appliances 
as well as ranges, dryers and water 
heaters. Last year we repaired over 





Editor's Note: This article was recently presented as a speech to the 
Fifth Annual American Institute of Electrical Engineers’ Appliance 


Technical Conference in Chicago. 


Because it contains so much im- 


portant information and pinpoints so accurately an important industry 
problem which has had too few champions of influence, it is being 
presented here in its entirety with only minor editing changes. 





600,000 small appliances and to make 
these repairs we carried 15,000 parts. 

Irons account for 42.5 percent of 
our total repairs. With practically 100 
percent saturation on irons, this means 
that 31 percent of the irons in use in 
the metropolitan area of Detroit need 
repairing each year. Almost one in 
every three. 

Steam iron repairs are about 16 per- 
cent of the total iron repairs. Here 
also, we are repairing one out of every 
three steam irons in use. 

There are some service problems in 
connection with steam irons. It is im- 
possible to get some irons apart with- 
out breaking off and drilling out screws. 
Here is an appliance where perhaps 
the manufacturers should recognize 
that the consumer in most cases will 
not follow instructions and use dis- 
tilled water or for those manufacturers 
who claim distilled water is not neces- 
sary the performance test standard 
should include the ability to disassem- 
ble the iron after a reasonable period 
of operation. 

There are three other appliances 
that, along with irons, make up the 
bulk of our traffic appliance repair 

(Continued on page 240) 
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EXCLUSIVE: World's only truly Portable TV! Model 1080, $150. 
The set that stops traffic and starts sales—typical of Emerson’s 
pioneering-engineering! So light, so compact — you can take it 
with you—room-to-room, town or country, wherever you go! 


Emerson 54 TV sales UP 30.6% 
industry sales DOWN 11.5% 


— proof again that Emerson is the fastest-growing New sets, exclusive models, exclusive features, l-o-n-g dis- 


. n > counts and low prices are only a few of the reasons why 
TV and radio manufacturer in the industry Emerson is a gilt-edged investment for you. 

But Emerson is not just another line—it’s a ruck-solid 
foundation for your business. Not just a “token” hi-fi set 
or two, not just one or two clock radios. Every category 
is a line so complete, so powerful—it’s actually a franchise 
in itself! 

And behind the exciting merchandise, there’s a smash- 
ing program of national and local advertising and promo- 
tion that’s second-to-none for impact! 

No wonder, in eleven years since 1943, Emerson has 
grown over three times as fast as its nearest competitor! 

Now, why not take another look at the TV and radio 
merchandise on your sales floor. Do you see the complete 
lines, the news-making exclusives, the extra-profit dis- 
counts that Emerson offers? If not —isn’t it time you 
hitched your wagon to Emerson... the industry’s fastest- 
rising star? 


EXCITING EXCLUSIVES EACH SPEARHEADING 
A COMPLETE FRANCHISE IN ITSELF! 


all this and 3=D too... 








7 : (Dividend Dollars for Dealers) EXCLUSIVE! New 17° WIDE-ANGLE TV EXCLUSIVE! 5 DECORIGHT FINISHES 
° ° at $129.95! Full-power chassis! IN 21” TV Only Emerson dealers 
offers final, convincing proof that Curved wide-angle screen! Most can match every customer's fur- 


compact cabinet ever! All-wood! niture—from $179.95! 


Emerson is truly the line 
with the dealer in mind! 


Fimerson 


EMERSON RADIO & PHONOGRAPH CORP., NEW YORK, U.S.A. 











Over 15,000,000 satisfied owners EXCLUSIVE! $49.95 HI-FI... Acom- EXCLUSIVE! TWO-SPEAKER RADIO, 

a is A ica’s Best Buy! plete hi-fi franchise from $49.95 $29.95! Clock radios as low as 
prove Emerson is America’s Best Buy! to $129.95 captures the hottest $24.95! Portables from $19.95! 
SALED FIOURES COMPRISE FIRST Five eonTHS 966 VEROUS °80; new market in the industry! Table models from $14.95! 


PRICES SLIGHTLY HIGHER SOUTH & WEST, 








@REG. U.S. PAT. OFF. 








EXCLUSIVE! WORLD’S SMALLEST EXCLUSIVE! MULTI-PURPOSE RADIO! 
PERSONAL PORTABLE! Emerson With “ear-phone” and “under 
“Pocket Radio”’—another of pillow” attachments, it’s actually 
many Emerson news-making ex- 3-radios-in-one! 

clusives—that make sales! 
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CLEAR JY PICTURE 


119 MILES 
FROM 
STATION 


TV TOWER 


Eliminate tower-mounting head- 
aches. Insure better reception 
and fewer service calls with 
America’s Lowest Cost TV 


Tower, 
& 










Adapter locks mast | 
in position or serves | 


bracket for rotor. iil 
Mi 


<< Bl pe 






All-Angle” feet 
fits any roof. 


DEALERS PROFIT TWO WAYS 


1. One man erects.a neat, firmly supported 
antenna without special tools. Towers are 
light weight easy handling — individually 
packaged. Reduces objectionable guy wires. 


2. increase television sales with these per- 
manent tower installations, Raise antennas 
to correct height with mast adapter. Re- 
ception goes up — service calls go down, 














NEWTON, 1OWA 


USA 
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Easier to Service Appliances 





business. We repaired 72,000 toasters, 
59,000 clocks and 37,000 coffeemak- 
ers in 1953. The saturation in our 
area is about 90 percent on toasters, 
87.5 percent on clocks and 32 percent 
on coffeemakers. One in every 7.5 
toasters, one in every nine clocks and 
one in every five coffeemakers required 
some type of repair in 1953. 

Just as an indication of how the 
appliance repair business has grown. 
Ten years ago in 1944 we repaired 
245,000 small appliances and in 1949 
we repaired 390,000 as compared with 
over 600,000 last year. With this vol- 
ume, even the little service problems 


grow big. 
Problems with Majors 


Let’s take a look now at some of 
the service problems in connection 
with major appliances. The service 
record for ranges, dryers, water heat- 
ers and automatic washers is excellent. 
There are, however, a few points 
we might consider which woukd make 
that record even better. 

I’m sure that we are all interested 
in service at the lowest possible cost. 
Certainly the consumer is and he’s a 
pretty important part of this picture. 

Supposing we start with laundry 
equipment. The automatic washer, to- 
gether with the clothes dryer, make 
the greatest labor saving combination 
found in the home. These aren’t lux- 
ury items found only in the homes in 
the upper income bracket. There 
would be no volume production and 
sales of these appliances if they weren't 
bought by the middle and low income 
groups. 

The sales people have done an ex- 
cellent job of making it easy to buy 
an automatic washer with only a few 
dollars down and the balance on easy 
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terms, but when a repair costs $50, 
$60 or $75 and the terms are cash, we 
may find that middle and low income 
people can’t afford to own this essen- 
tial piece of equipment. They can af- 
ford to buy it, but they can’t afford 
to keep it in repair. 

Why are service costs so high? Sure, 
labor rates are high and the appliances 
are complex, but our job—you the 
manufacturer, you the design engineer 
and we the utility companies—is to de- 
sign and build machines that require 
a minimum of service and which, 
when service is required, can be re- 
paired without dismantling the ma- 
chine. 

A case in point involves a particular 
make of washer which must be half 
torn down in order to replace a belt. 
Another cause of high service costs is 
the necessity in many cases to replace 
an entire transmission on an auto- 
matic washer at a parts cost to the cus- 
tomer of $50 to $75 when the replace- 
ment of only a 15¢ spring would 
effect a complete repair. In this par- 
ticular case, the labor involved in 
opening up the transmission and re- 
placing the spring must be taken into 
consideration, but it may be possible 
to design the unit so that vulnerable 
parts can be readily replaced. 

Lint accumulates around the bear- 
ings on some dryers, but no provision 
is made for cleaning the lint out. 
When the lint finally accumulates to 
the point where the drum stops, the 
machine must be completely torn 
down just to clean out the lint. 

This is not a criticism of any one 
manufacturer, it is merely an example 
of some of the places we can look to 
improve the product and the service 
record. 

(Continued on page 242) 





IDEA FILE 





ELECTRICAL MERCHANDISING will pay $10.00 for accept- 
able photographs of dealer ideas similar to the one below. 





FREE TV SERVICE. Martino’s Radio-TV Service, Buffalo, N. Y. found that 
offer of free TV service in store made for easier sales. Customers bringing 
in sets for free servicing were usually ready to trade when they had seen 
their older model side by side with new, larger screen sets. 
discouraged with work of bringing set to store were quickly educated to 
using stores at-home service at prevailing service rates. 


The balance, 








SEPTEMBER, 


APPLIANCE 








Welded tubular construction. Channel iron skids 
reduce wear and tear. Handholds where you 
need them. Barrel shaped cross bars for round 
or square appliances. Tailgate notch for safety. 
Face of truck covered with durable grey non- 
marring rubber—form fitted for protection of 
load. In use for over 8 years. 


Write for literature and name 
of nearest jobber 
Dutro Company 


3110 Adeline - Oakland, Calif. 


JOBBER INQUIRIES INVITED 
ATTRACTIVE FREIGHT ALLOWANCES 


Quick 
easy way 


to make gas connections 


FOR LAUNDRIES, DRYERS, 
REFRIGERATORS, 
AND OTHERS 










Model ST— 
for pipe connections. 


Model CT—with flared 
joint for copper tubing. 


SKINNER-SEAL SADDLE TEE—for mak- 
ing gas ond water connections. No pipe 
cutting or threading. Quick. Easy. Cuts 
costs. For gas refrigerators, home laun- 


dries, heaters, etc. Write for circular. 


Approved by Underwriters’ Laboratories, Inc. 


M.B. SKINNER CO. 


SOUTH BEND, 21, IND., U.S.A. 
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These popular, portable heater- 
fans mean volume! 100's of uses! 
Warms in winter... cools in sum- 
mer! 1320 watt retails at $14.95 
and 1650 watt retails at $16.95 
...2-tone baked enamel metal 
housing, metal safety guard, 
carrying handle. 





Once the word got out about Fresh’nd-Aire’s new 
Automatic heater line and our new MAGIC-MONEY 
promotion — EVERYONE BOUGHT... and BOUGHT 
... and BOUGHT! It’s the hottest new heater line 
in the country. Place your order now! Ask your 


distributor about Fresh’nd-Aire Magic-Money. 


Automatic thermostat—just set dial; 
heater turns itself on and off automati- 
cally. Maintains desired temperature. 
Fan-forced heat at flick of switch. Keep- 
Kool case is air cooled—always cool to 
touch! Safety guards and automatic tip- 
over switch. Metallic green. Both 1320 
and 1650 watt models retail at $18.95. 





Provides both fan-forced, circulated heat 
and radiant, infra-red heat at flick of 
switch. Fully automatic thermostat. 
includes Keep-Kool case—with no heat 
traps, safety light, automatic tip-over 
switch that cuts off current if heater tips 
over, and safety guards. Metallic green. 
Both 1320 and 1650 watt models retail 
at $24.95. 


— 





, 
Ae 


So-0-0-0 automatic! Just push the 
button. Provides either fan forced 
heat — radiant, infra-red heat — or 
air purification and deodorizing 
automatically. Push-button controls 
plus a host of safety features— 
safety light, automatic tip-over switch, 
Keep-Kool case, safety guards. 
Metallic green. Both 1320 and 1650 
watt models retail at $49.95 





i 
quality products of famous CORY CORPO ‘we 
RATION 


4 


~ 


RIP OUT AND MAIL THIS COUPON RIGHT NOW 


FRESH 'ND-AIRE division of CORY CORPCRATION 


221 N. LaSalle St. Chicago 1, Ill. 
COUNT ME IN! 
Have my distributor ship me the following: 


My Distributor isi 
Distributor’s City 
Name 

















Store 
Address 
City 





27 styles to 
fit every 
leading 
make from 
1/3 to I ton, 
1951 to 1954 


models 


sold this year! 


first, the finest 
Velon. It's 
made. Get the 
show 


plan 


Ven VEATS Shorty’ 
STATION WAGON 
& PANEL PICK-UP 


appliance 
a“ dolly 





Only 47” tall, this new . 
Yeats dolly is designed 
for TV and appliance 
men who make deiiver- 
ies by station wagon or 
panel delivery. No need 
to detach appliance for 
loading . . . the YEATS 
“Shorty” will slide into 
your vehicle with ease 
Has same aluminum al- 
loy frame, 30 second 
strap ratchet and cater 
pillar step glide as the 
standard size YEATS 
dolly! See your 
dealer today! 



















veats Swerlael” COVERS & PADS 


Washer Cover 





Furniture Pad 





SEND postcard for full information 
on our complete line TODAY! 


dolly sales co. 
Milwavkee 5, Wis. 





2127 WN. 12th St. 
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market for covers 


heavier, it's 


SS EXTRA PROFITS ! 
BLOWING YOUR WAY 


wit INTERNATIONAL 
AIR CONDITIONER 


COVERS __ 
io scam 


INTERNATIONAL 





abage top 


AIR CONDITIONER 


PROTECTS TOUR AIR CONDITIONER 
i OFF SEASONS 


+ veres verecing clewmeng covty 


Experts predict’ 1,500,000 air conditioners will be 
Get your share of the booming 


with INTERNATIONAL the 
made of genuine Firestone 


it’s the best 


trouble-free 


jump on the market let us 
you how with our cooperative advertising 


get the facts today 


INTERNATIONAL COVERS, 
39 GREAT JONES STREET 


INC. 


NEW YORK 12,N. Y 





Exhaust Dryer Troubles 


with the 


Dry-R-X Vent 


Assure your dryer customers that mois- 
ture, heat and lint will be no problem 
. . sell venting as part of the hook-up. 


The Dry-R-X exhaust unit is the sim- 
ple, economical way to vent dryers. It's 
all rust proof aluminum. The automatic 
damper is completely weather proof 
and self thawing. 


The hood is available as a unit or in 
kits containing sufficient aluminum 
pipe and elbows for the average in- 
stallation. Alternate installation con 
be made with the new low cost, grey 
Flexible Duct, now available in 6’ and 
9’ lengths 


Ask your dryer distributor or write 
stating name of distributor and make 
of dryer you sell. 


DRY-R-X COMPANY 


5521 Code Ave. * Minneapolis 10, Minn. 
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Appearance and cost of manufac- 
ture must always be taken into ac- 
count. We don’t want to solve our 
service problems by building appli- 
ances that have no sales appeal or 
appliances which must sell at a pro- 
hibitive price. There is a middle 
ground that we are trying to find be- 
tween sales and service. Neither can 
exist without the other and each 
poses certain problems to the other. 


Needed: Standardization 


Where does standardization fit in 
the service picture? There are per- 
formance standards for a few appli- 
ances and there are many more being 
prepared. The manufacturers make 
sure of high quality in their own prod- 
uct through quality control in their 
plants. But no one to my knowledge 
has proposed a Service Standard. 

What might such a Standard en- 

compass? 

1. A minimum number of standard 
size screws, nuts and bolts 
should be used in assembling the 
appliance. 

Rivets and press fits should not 
be used to mount parts which 
must be replaced nor to assem- 
ble the body or case of the ap- 
pliance. 

Component parts should be 
easily accessible and easy to re- 
place. 

4. Small parts and sub-assemblies 
should be replaceable instead of 
making it necessary to replace 
larger more costly assemblies. 
Major appliances, such as ranges, 
dryers, washers, etc., should be 
designed to permit most service 
operations to be performed from 
the front so that the appliance 
does not have to be moved out 
from the wall. 


Nw 


ws 
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These are very broad considerations 
and if incorporated in a Service Stand- 
ard would necessarily be applied in 
more detail to the particular appliance 
covered. 

Such a Standard should receive the 
careful attention of the entire appli- 
ance industry. It could be a very use- 
ful document to manufacturers and 
dealers alike. It could become part of 
a certification program similar to the 
certified lamp program. The dealers 
might find it a strong selling tool. 

Let’s review the points I have just 
mentioned and see how valid they are: 

FIRST—The use of standard size 
screws, nuts and bolts in assembling 
the appliance. In our appliance repair 
shop we carry 591 different type nuts, 
screws, rivets and washers just for the 
repair of traffic appliances. We can 
live with this sort of a situation in a 
shop, but it is not physically nor econ- 
ically possible to provide fieldmen with 
such a stock. Our men are pretty 
good mechanics and do a good job of 
parts substitution and improvisation in 
many cases to complete a repair. It 
would save a lot of manhours, how- 
ever, if a small stock of nuts and bolts 
were all that were necessary to make 
repairs to any appliance. 
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SECOND-Rivets and press fits 

should not be used to mount parts 
which must be serviced. This perhaps 
is part of the requirement for easy re- 
placement of parts, but this type of 
assembly is common enough to war- 
rant listing it as a separate item. A 
device put together with rivets and 
clips is not readily serviced. Rivets 
must be drilled out and clips often 
break off. 
THIRD—Component parts should be 
easily accessible and easy to replace. 
Some ranges have been designed so 
that it is necessary to remove the oven 
lining in order to replace the oven 
unit. On one range it is necessary to 
raise the table top to replace a pilot 
light. Many ranges must be pulled out 
from the wall to replace a pilot light 
or a switch. 

The replacement of bearings on 
clothes dryers should be a relatively 
easy one-man job. However, in many 
cases two men are required and in 
some cases it has been necessary to 
replace the entire drum and _ shaft 
assembly because it was impossible to 
remove the bearing assembly. 

The replacement of oven element 
terminals on a range would seem to be 
a simple operation, but on some ranges 
it is a difficult task for one man be- 
cause of the type of mounting. The 
serviceman needs one hand inside the 
oven and one hand on the back of the 
range. Our servicemen’s arms aren’t 
that long. 

FOURTH-Small parts and sub- 
assemblies should be replaceable rather 
than requiring replacement of larger, 
more costly assemblies. Thermostat 
and timer assemblies on toasters for in- 
stance which might cost, let us say $5 
to replace, might be repaired and 
made operative by merely replacing 
small parts, such as insulators, contact 
points or a spring at a parts costs of 
only 10¢ to 50¢. There are many ex- 
amples of this, particularly in the small 
appliance field. The practice has prob- 
ably been justified on the basis that 
the average repairman or repair shop 
hasn’t sufficient training or know-how 
to make the partial replacement. How- 
ever, the service business has grown 
beyond the handyman’s stage and we 
must assume that competent men are 
making many of the repairs. 

FIFTH—The design and construc- 
tion of the appliance to be such that 
most service operations can be per- 
formed from the front on major appli- 
ances, such as ranges, dryers and 
washers. Moving any one of these 
appliances out from the wall requires 
additional manhours and involves pos- 
sibility of injury to the serviceman. 
Several of our men have incurred back 
injuries lifting ranges out from the 
wall. Sliding the range over the 
kitchen linoleum floor often cuts or 
scratches the linoleum resulting in a 
damage claim. After the repair has 
been completed the appliance, and 
this applies to ranges, dryers and wash- 
ers, must be carefully checked to make 
sure it is level. 

With the growing trend toward one 

(Continued on page 244) 
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UNTZ TV 





























“so 


Meticulously styled, designed, 





compacted; brilliantly engineered; 
incredibly priced; now in full-scale, 
overtime production! All America 
will be made to know and see and 
hear and wonder about these amaz- 
ing sets as Muntz makes an all-out, 
chips-down bid for merchandising 
greatness! Protected territories now 
being allocated to aggressive 
retailers with an 18 karat discount 
and sales program no other in the 
field can begin to match! Write... 
wire... phone: 


MUNTZ TV, INC.- 1000 GREY AVE.+ EVANSTON, ILL. 
* Suggested Retail: add $10 in the West +» UHF Optional ATTENTION: SALES DEPARTMENT 
PHONE: SHELDRAKE 3-1828 
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if this is your 


PROBL 


If you need effective, highly 
readable, smartly illustrated 
company literature (booklets, 
pamphlets, manuals) to dis- 
play your products, inform 
the public of your operations, 
attract key personnel to your 
plant, train employees, and perform 
any of the other communicative, 
functions vital to your business. . . 
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this Is your 


ANSWER 


The McGraw-Hill TECHNICAL 
WRITING SERVICE has a staff 

of more than 150 highly-trained 

yd writers, editors, and illustration 
j specialists whose job it is to create 
technical and general literature for 
industry. We write, illustrate, de- 
sign, and print Equipment Manuals, 
Product Bulletins, Handbooks, 
Company Histories, Annual Re- 
ports, and other specialized mate- 
rial. Save money and time. Let our 

staff be your staff for Technical and 


Business publications. 


This service is available through ad agencies. 


Write e A alolal 


TECHNICAL WRITING SERVICE 


McGraw-Hill Book Co., Inc 
330 W. 42nd St... N. Y. 36, N.Y 
LOngacre 4-3000 

















Easier to Service Appliances 





floor ranch homes with no basement 
there are more and more counter-type 
installations of washers and dryers with 
the range squeezed into its particular 
niche. This means that it will be even 
more important that all but the most 
major repairs should be possible from 
the front of the appliance. 


From Standardization, Lower Costs 


There is much that can be done in 
the way of standardization in the ap- 
pliance field. Standardization which 
would not be included in a Service 
Standard, but at the same time would 
do much to lower service costs and 
possibly manufacturing costs as well. 
The greatest potential here lies in the 
major appliance field particularly in 
connection with ranges, dryers and wa- 
ter heaters. 

I don’t mean that we should dis- 
continue new models, new ideas or 
gadgets. Standardization should never 
limit ingenuity in design, nor radical 
departures to new methods or mate- 
rials. The appliance industry like the 
automobile manufacturers have devel- 
oped to a very high degree that sales 
stimulant—new models. 

Ranges. We stock parts for some 
37 makes of ranges, representing about 
1400 different models. We also stock 
parts for 21 makes of dryers, totalling 
95 different models. There are almost 
4000 different stock items required to 
service the many different models of 
these two appliances. 

There are many places where some 
degree of standardization could be es- 
tablished without interfering with 
progress and improvement in design. 
As an example, switches controlling 
surface units on ranges could be stand- 
ardized by establishing a maximum 
over-all size, standard size and length 
of shaft and a uniform mounting 
method. 

Some seven or eight years ago we 
looked at the possibility of using some 
universal type of replacement switch. 
We ran into a multiplicity of mount- 
ings, different sizes and types of shafts, 
different arrangements for connecting 
to the bus feeder and the problem 
of mounting space. We finally found 
that by using nine switch bodies, 25 
shafts, eight mounting fittings and 
four knobs we could assemble enough 
different combinations to replace 126 
types of switches we formerly stocked. 

It didn’t take the manufacturers 
long to catch up to us though. Many 
ranges today are equipped with push- 
button switches having a much smaller 
body and requiring less space. As a re- 
sult we are not able to assemble com- 
binations that will fit many of the 
ranges being built today, but it is still 
4 good solution on the older models. 
We don’t quarrel with these advance- 
ments and improvements, but we 
haven’t given up our efforts to find 
and use as many universal replacement 
parts as possible. 

Some uniformity in surface units 
could be achieved by setting a stand- 
ard for the size of the opening in the 
table top, as well as the tvpe of mount- 
ing flange in the opening. We have a 
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good deal of success in the use of a 
universal type of replacement surface 
unit, but it requires the stocking of 39 
adapter rings to fit the many openings 

Another item that could stand a lot 
of standardizing is pilot lights. And, 
here it seems as though the lamp 
manufacturers could help. 

We replace 60,000 pilot light bulbs 
each year. That represents a lot of 
manhours to make a relatively minor 
repair or let’s say to install a low cost 
part. If only one trip were required 
for each call it wouldn’t be too bad, 
but each fieldman can’t carry all 22 
different varieties of pilot lights along 
with table top lamps and oven bulbs 
which we stock and extra trips are all 
too frequent. Incidentally, some stand- 
ardization here might also result in 
the use of pilot lights better designed 
for this particular application which 
might mean longer life. 

There are many more possibilities 
for standardization on ranges. Table 
top lamps, starters for fluorescent 
lights, switches, oven bulbs, etc. 

Dryers. Let’s take a quick look at 
the dryer problem. As I mentioned a 
moment ago, we are servicing 21 
makes, totalling 95 models of clothes 
dryers and we carry 434 different stock 
items for this appliance alone. Stand- 
ardization which would permit the use 
of universal type heating units and 
timers is a little difficult without re- 
stricting the design and operating 
characteristics of the dryer. It might 
be possible, however, to standardize 
on the type of mounting of the timer, 
shaft size, etc., and to specify the 
maximum size of the heating unit and 
general method of mounting. 

Standards for motors could be estab- 
lished, however, which would make 
mountings uniform as well as the shaft 
and electrical circuit connections. Last 
year we replaced 970 motors on dryers 
and it required 23 different types. One 
manufacturer used 3, } and 4 horse- 
power motors on the same model. 

Water Heaters. The water heater 
is one appliance that lends itself very 
well to standardization. All immersion 
units should have a standard spacing 
for bolt holes. At the present time 
there are two generally used spacings, 
but there is no official standard. A 
uniform mounting method could be 
established for all surface mounted 
thermostats and another for all immer- 
sion thermostats. A standard could 
be arrived at which would provide for 
the installation of a temperature re- 
lief valve. More and more communi- 
ties are making the use of a tempera- 
ture relief valve mandatory. While the 
water heater is generally thought of as 
a simple device, we stock parts for 38 
makes and we have gone a long way 
toward stocking elements and thermo- 
stats which have universal application. 

Another problem is that of getting 
service information on new appliances. 
The information generally lags the 
introduction of the new model by 60 
to 90 days and often parts are not 
available for new models. Perhaps this 
would be a good point to include in a 
Service Standard. End 
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big winner! 


YOU are eligible for the coveted Brand Name Retailer-of-the-Year 
Plaque or one of four Certificates of Distinction to be awarded 
Win one of these important awards by promoting brand names 
all through 1954! Brand names mean business. Thousands—or millions— 
of dollars worth of national advertising, paid for by the 
manufacturers, pre-sell your customers and cut selling time. You get 
faster turnover, because known brands outsell unknowns by 
seven or eight to one in most categories. 
Steady demand and repeat sales give you fewer markdowns. Because 
brand name manufacturers pre-test their products, and assume 





responsibility for them, you have fewer adjustment worries. Reputable 

brands add prestige to your store, and bring you advertising help 

that cuts your costs and adds to the effectiveness of your advertising. 
These are the ways you win, this year, by promoting brand names. When 

you win a Brand Name Retailer-of-the-Year Award, your winnings 

increase! Exciting publicity in your local newspapers and trade papers 

brings you prestige among your customers and your suppliers, 

and adds to store traffic. 











Be a big winner! Send the coupon for your Brand Name 
Retailer-of-the-Year entry blank today! There’s no cost, 
no obligation, no entry fee. And you get the idea-packed 
merchandising kit, “Brand Names Mean Business,” 


pt oe ee an ee es eee ee 


37 West 57th Street, New York 19, N. Y. 


Please send me an entry form for the 1954 Brand Name 
Retailer-of-the-Year competition, and a copy of the 
free kit, “Brand Names Mean Business.” 





Firm Name__ 








Type of Firm 





Executive 





Title_ ee eee 





Street 


City Zone State 
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THIS FELLOW IS TRAINED IN YOUR BUSINESS. His 
main duty is to travel the country — and world 
— penetrating the plants, laboratories and man- 
agement councils . . . reporting back to you 
every significant innovation in technology, eell- 
ing tactics, management strategy. He functions 
as your all-seeing, all-hearing, all-reporting 
business communications system. 


THE MAN WE MEAN IS A Composite of the edi- 
torial staff of this magazine. For, obviously, no 
one individual could ever accomplish such a 
vast business news job. It’s the result of many 
qualified men of diversified and specialized 
talents. 


AND, THERE'S ANOTHER SIDE TO THIS “COMPOSITB 
man,” another complete news service which 
complements the editorial section of this maga- 
sine — the advertising pages. It’s been said that 
in a business publication the editorial pages 
tell “how they do it” — “they” being all the 
industry's front line of innovators and improv- 
ers—and the advertising pages tell “with what.” 
Each issue unfolds an industrial exposition be- 
fore you — giving a ready panorama of up-to- 
date tools, materials, equipment. 


SUCH A “MAN” 1S ON YOUR PAYROLL. Be sure to 
“listen” regularly and carefully to the practical 
business information he gathers. 
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SELLING 
EMPLOYMENT 


RATES: 


UNDISPLAYED 

$1.80 a line, minimum 3 lines. To figure advance 
payment, count 5 average words as a line. 
DISCOUNT of 10% if full payment is made in 
advance for 4 consecutive insertions. 

POSITION WANTED & Individual Selling Op- 
portunity wanted undisplayed advertising rate is 
one-half of above rate, payable in advance. 
BOX NUMBERS—Count as 1 line, 


SEARCHLIGHT SECTION 


c 


‘“OPPORTUNITIES’”’ 








DISPLAYED (NDIVIDWaL SPaCKEP oud ocor- 


dei (ules lor promipem of advertisments. 
vertising rate is $1 per inch for all 
on other than a contract 


advertising appearing 
basis. Contract rates quoted on request. 


AN ADVERTISING INC is measured %” ver- 
column 


pa : 
Office, 330 W. 42nd St., N. Y. 36 
October Issue closing September 13th. 





RCHANDISING 


SUPPLEMENT 
PRODUCTS - SERVICES 
FOR MORE SALES - MORE PROFITS 


























WANTED 


stores, mail order houses. 











NEW ELECTRICAL PRODUCT 
TO MANUFACTURE AND MARKET 


By well established, medium size, independent manufacturer of electro mechanical devices. 
Has national distribution through finest hardware, electrical distributors, department 

Interested in new product to make and market. 

Basis outright sale or royalty. 

















BO-1859 ELECTRICAL MERCHANDISING 330 W. 42 St., New York 36, N. Y. 
(Be « naret vow | | NO $ 
REPLIES (Box No.): Address to office nearest you NOTICE APPLIANCE MANUFACTURER 
- pe Be wy — ao — (10) Man thirty-seven years of age with fifteen years 
~ successful Sales and Sales Management with lead- 


SAN FRANCISCO: 68 Post St. (4) 





POSITION VACANT 


ASSISTANT UTILITY Sales Manager. Excel- 

lent opening for high-grade sales manager 
as second man in Electric Utility Commercial 
Department, Job will pay the right man well 
and in a few years the present sales manager 
retires. Replies held in strict confidence. Mid- 
dle West Service Company, 20 N, Wacker 
Drive, Chicago 6, Illinois. 


“SELLING OPPORTUNITY OFFERED 


SALESMAN WANTED: Experience necessary 
in selling Electrical appliances to large 
Syndicate buying organizations in New York 
and New Jersey. Commission basis. Write 
details. SW-3658, Electrical Merchandising. 


POSITION WANTED 


FREE TWO Inventions for the major heating 

and air conditioning field. Included with 
the services of a man with 20 yrs. experience 
in this fleld. Will manage or develop a new 
division to diversify from your present pro- 
duction. Inquires invited from principals only. 
PW-3614, Electrical Merchandising. 











SELLING OPPORTUNITIES WANTE 


AVAILABLE: THE kind of sales representa- 
tion you want in Missouri, Kansas, and 
Southern Illinois, successful, resourceful and 
well financed—established over twenty years, 
with plenty of young blood—3 salesmen— 
Large display space and warehouse facilities. 
Now contacting Electrical and Hardware 
Trade, RA-3635, Electrical Merchandising. 








WANTED: BY Salesman experienced in call- 

ing on electrical jobbers in midwest ter- 
ritory. Have treavelled Minnesota, Iowa, Kan- 
sas, Nebraska, and South Dakota. RA-3672, 
Electrical Merchandising. 





MANUFACTURER'S REPRESENTATIVES 

covering the heating trade in New England 
can give you results on Sellable lines through 
distributors and direct to the trade. Northeast 
Utilities Equipment Corporation, 77 South St., 
Stamford, Conn. 





ing West Coast Distributors, handling Major Ap- 
pliance Lines, now seeks permanent connection with 
Appliance Manufacturer. Willing to move to any 
locality. 

PW-3496, Electrical Merchandising 

68 Post St., San Francisco 4, Calif. 





Modern Appliance Displays 
Need LIGHTED MOTION! 


The Action wa to-Sho 


Display-Way 
ELECTRIC TURWTABLES, 


To Boost 

Your Sales! 

THE OLDEST NAME in turntables assures you 
profitable, trouble-free operation. Used by 
merchants nationwide for unusual action dis- 
plays. Model 712 ROTO-SHO illustrated, re- 
volves 3 times ¢ minute, permits novel, self- 
contained lighting effects as weii as opera- 
tion of electrical devices. Table 18” diam- 
eter. A.C. only. Sturdy steel construction. 
Guaranteed Write today for complete turn- 
table catalog including build-up fixtures! 


Carries up 










tric motors, electric 
Barbacue and Christ- 
mas ree turners. 
24 hour delivery 
from stock. 
KASSON DIE & MOTOR CORP. : 
Formerly General Die & Integrity 
Stamping Co Since 
ept. 65, 32-14 Northern Bivd. 1919 
Long Island City |, N. Y. 

















Burt Sane 


manufacturers’ agent 


57 somerset dr. 
great neck. NY. 


Territory covered- Metropolitan New York 








SALESMEN CALLING ON 
ELECTRIC APPLIANCE DEALERS 


LIBERAL COMMISSION! 
Steady extra income potential 
NO COMPETITION! 
Fully protected nationwide territories available. 
Sell as a sideline a fully tested and accepted line 
of unique buying and selling aids for electric ap- 
pliance dealers. Box 1189, 217-7 Ave. N. Y. 











FOR SALE 
USED REFRIGERATORS 
Electric or gas — truck or trailer 
Get on our mailing list. 
NEW OR USED CLOSEOUTS WANTED 


AJAX FURNITURE OUTLET, Inc. 
1000 Rockaway Ave. Brooklyn 12, N. Y. 


No. 102 
BALANCE Truck 


For Safe and Easy Handling , 
of Ranges, Refrigerators, 

Home Freeze and Air 

Conditioning Units, 

Radio, Television 

and Window Cooling Units 


SELF-LIFTING PIANO TRUCK CO. 


426 North Main Street Findlay, Ohio 











+30 ELECTROLUX 
REBUILT SWITCHES 
Sold outright or exchanged 


Write for particulars 
Rebuilt by 


CENTRAL VAC. CL. CO. 
4509 - 104 St. Corona, L.I., N.Y. 








ROHN 
TV Service Table 


Eliminates moving or lift- 
ing the set from the time 
it enters your shop till the 
time it leaves! 


Table places set at proper 
height for servicing. Large 
9» casters means steady, 
unruffied ride! 

Excellent for use In hos- 
pitals, institutions, service 
organizations, etc. Dozens 
of uses—sell them in your 
community! 

Call on Your Authorized Rohn 
Representative Or Write Direct 


ROHN MANUFACTURING CO. 
116 LIMESTONE, BELLEVUE, PEORIA, ILL. 

















2 TELEPHONES $22.75 
Inter-communication handsets, two 
wire system. Included Two 3 volt 
batteries, 50 ft. of wire and sim- 
ple wiring instructions, Additional 
wire 1 cent per ft. or $25.00 per 
mile. Complete list of telephone 

arts, handsets, magneto—common 

ttery — and dial telephones, 
witchboards, etc, Write: 

n 


8 : 
Telephone Engineering Co., Dept. 9P4, Simpson, Pa. 








VACUUM CLEANER 
MOTORS REBUILT 


Your burnt out tank vacuum cleaner motors com- 
pletely rebuilt guaranteed one year. 

Your cost $8.50 Uprite motor $7.50 
Rebuilt vacuum cleaners in stock 
DEALERS’ VACUUM CLEANER CO. 

140 Nostrand Ave. Brooklyn 5, N. Y. 








ELECTRIC BLANKET SERVICE 


(All makes except Simmons and G.E. Signalwire) 


FAST —5 Day Delivery—tast 
aes & West Coast Plants 
EFFICIENT —Factory Equipment and 
Methods — UL Ap- 
proved Parts 
GUARANTEED—1 Year 


Repairs and Rebuilds from $5.75 to $9.00 
For Details Write to: 


BOBRICH SERVICE INC. 


Beacon, New York 


1 East Main Street 


Roll ‘em with ROLL-OR-KARI 
DUAL TRUCKS 
, The safe, easy and 











{ quick way to han- 
J — dle appliances. 

——|—f Patented Step-On 

Lift — Retractable 





wheels. Cap. 1,000 
‘ Ibs. Ship.wt. 45 lbs. 


REGULAR MODEL equipped with fixed wheels. 
DE LUXE MODEL with swivel wheels at one end. 














BUSINESS 
EQUIPMENT 





PERSONNEL 


OPPORTUNITIES 


May Be Sought From, or Offered To, the Readers 
of This Publication Through Its Classified Section 
The Searchlight Section 


SELLING 
FINANCIAL 








Write Dept. B 


ROLL-OR-KARI CO. 


ZUMBROTA, MINNESOTA 








Manvtacturers 








FAMOUS 


Permanently agplices 
broken wires and coils in 
electric appliances, auto- 
motive and industria) 
\J equipment. Make repairs 
and splices quickly. 
cheaply. 5 Sizes. 


WRITE FOR CATALOG 
& FREE SAMPLE 





. _o 
Just insert wire 
ends and crimp 


tight with 
nary pliers. 


ordi- 


MEND-IT SLEEVE MFG. CO. 


Piedmont 11, Callt. 


136 Bonita Ave. 
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EDITORIAL 








Modern Mortgage Practice 


OU are going to be hearing a lot more about 
b Greed. and “open-end” mortgages in the 

near future, despite the fact that the Federal 
Housing Administration has ruled out insurance 
on appliances which it considers not permanently 
installed. 

For one thing, the flexible mortgage approach 
to financing home appliances and equipment has 
been given a new shot in the arm from the top 
legal authority in the $28 billion dollar United 
States Savings & Loan League. Horace Russell, 
general counsel of the League, recently urged its 
4,100 association members, who do close to 40 
percent of home financing, to extend their service 
through more active participation in flexible mort- 
gaging. 

Those who have not been following these new 
developments in mortgage practice should know 
that under “package” mortgage terms the home 
buyer mortgages home appliances such as refrig 
erators, ranges, dishwashers, garbage disposers, 
water heaters and home laundry equipment and 
kitchen cabinets as part of the real estate. Fami 
lies of limited means, therefore, are enabled to 
equip their new home with all the modern con- 
veniences on long-term financing at low interest 
rates instead of going into debt on short-term, 
higher cost terms at a time when the budget 
has been strained in making the initial purchase 
of the home. 


HE “open-end” or expandable mortgage 
permits re-borrowing at a later date for im- 
provements or additions at regular mortgage rates, 
all amortized. The laws of most states permit 
such financing arrangements and it is estimated 
that from 1948 to 1953 the volume of “open-end” 


mortgage financing has grown from $100 million 
to $500 million dollars. 


HE question confronting the distributing 

trades of the appliance industry is whether 
these flexible mortgages will result in increased 
business. Obviously, under “package” mortgage 
terms, young families have access to long term 
financing of appliances and are in a position to 
install complete kitchens and laundries at low 
cost. The trouble is that most of those appliances 
are bought direct from the builders, who have 
been taking a larger and larger share of this busi- 
ness. Large-scale builders who put up hundreds of 
houses a year buy direct. But there are thousands 
of contractors who build from one to five houses. 
‘These logically should buy their electrical equip 
ment from local sources. There is considerable 
evidence, however that they are able to buy at 
less than distributor's cost and often buy far be 
yond their actual needs. The surplus goods usuall; 
find their way to discounters. 


HE “open end” mortgage, on the other hand, 

should prove a stimulating source of new bus 
iness to wide-awake dealers. Kitchen moderniza- 
tion, if properly sold, should result in appliance 
and equipment volume of around $2,000. “Open- 
end” mortgage financing makes such sales feasible 
to the home-owner and removes another barrie1 
for the dealer. 

Dealers who want to participate in this profit- 
able business should contact their local banks and 
savings and loan associations to find out whether 
they are issuing “open-end” mortgages. If so, they 
have a potent sales weapon to use on those pros- 
pects who would like to install new kitchens or 
home laundries, but have been deterred by the 
cost. 


Ber Pu ca Are, -7 


Eprror 
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rwe™ Roll Stas vot 


enepaeat BELLAS 


34-INCH TAPERED BOARD PASSES THROUGH WRINGER ROLLS to test the hundreds of passes, this breakdown test failed to loosen Lovell rolls from their 
strength of the bond between the rubber and the steel shafts. Even after shafts. All competitive roils came loose under the identical torture test. 


5 
ee Rais an 
vaupanae wereast 


4 


A CHAIN OF TOUGH HARDWOOD LINKS GRINDS ITS WAY continuously 
between wringer rolls under pressure in this rugged test to check wear- 
ing quality of the rolls. Results show that Lovell wringer rolls outwear 
all others by as much as 235%! 


Of : Wy ; SSPE ” 
vos APRESS. Hy *- Ka)” Fel 


IMMEDIATE SHIPMENT OF LOVELL REPLACEMENT ROLLS FOR ALL 
WRINGERS! Photo shows a portion of Lovell’s wringer roll warehouse 
in Erie which keeps hundreds of Lovell distributors from coast to coast 
supplied with every size of wringer roll you'll ever need. (Lovell even 
makes rolls for many special industrial uses, in sizes up to six feet 
long and twelve inches in diameter.) 


TORTURE TESTS 


prove Lovell wringer rolls 
outwear all others by 


as much as 235% 


E SURE you re giving your customers the best by using genuine 
Lovell wringer rolls, bearings and parts for every replace- 
ment job. They'll know you’re giving them the best when they 
see the familiar “Lovell” on the roll. Tell new wringer washer 
customers the advantages of Lovell rolls, too. It’s a quicker 
way to sell the 4 out of 10 women who buy wringer washers. 


SPECIAL BONDING AGENT holds 
roll firmly to shaft. 


CUSHION OF PLIABLE RUBBER 
insures thorough pressure cleansing 


action. 


~ 
“@® TREAD IS EXTRA TOUGH to resist abrasion, caustics, 
alkalies, yet is soft enough to protect buttons and zippers. 


(Tr pJ PRESSURE CLEANSING 
ove WRINGERS 


<, LOVELL MANUFACTURING CO. «+ ERIE, PA. 





Announcing ...A Totally Automatic Washer! 


1955 KELVINATOR AUTOMATIC WASHER 


2 COMPLETELY INDEPENDENT WASHING CYCLES! 


1955 KELVINATOR MODEL AW-2 WASHER 


With 2 completely separate « 
matic washing 
beauty, new color, 
ing. The most beautiful washer in 
the industry 


iuto 
New 
and new sty! 


cy¢ les 


—— avons 


=e me 


NEW CONTROL PANEL WITH 
EXCLUSIVE “‘TEL-A-FABRIC”’ SIGNAL LIGHTS. . 
A POWERFUL DEMONSTRATE-TO-SELL FEATURE! 


Dial ‘‘Fine Fabrics” . the completely automatic short 
cycle for finest sheers, nylons, or light loads . 
almost !4 the soap and water, washes and damp dries in 
only 17 minutes. 
Dial “‘Regular Fabrics” . . . the completely automatic 
cycle for heavy loads and really dirty fabrics. Even denim 
work clothes, with stubborn grime, wash fresh and clean. 
Kelvinator’s exclusive ‘“Tel-a-Fabric’’ Signal Panel. . . 
As either cycle is dialed, Kelvinator’s exclusive ‘“Tel-a- 
Fabric’”’ signal lights show the fabrics washed best by the 
cycle selected. It’s practically impossible to make a mis- 
take. Backguards of both 1955 washer and dryer have full 
length fluorescent lighting for easier sorting of clothes. 


. Saves 


Kechunator 


KELVINATOR’S NEW MODEL DE-2 DRYER 


New beauty, 
ing for the on/ 


new color, new styl- 


automatic dryer 


with all three safety features: safe 


temperature, 


safety door! 


ANOTHER ‘FIRST’ FOR KELVINATOR DEALERS 





... Two-Cycle Automatic Washer with 
Exclusive “Tel-A-Fabric” Signal Lights! 


Now, new and greater sales-power has been added to the proved 
cleansing power of Kelvinator’s Automatic Washers! Now—new beauty, 
brilliant new styling: Graceful, hooded gold and chrome backguard 
with full-length fluorescent lighting! 

Now—two completely independent washing cycles. Like having two 
different washers in one: a special washer for fine, fragile and lightly 
soiled fabrics and small loads; another washer for sturdier, and very 
soiled fabrics, and heavy loads. Here’s the one washer that fits the cycle 
to the job! 

Now—exclusive ‘“Tel-a-Fabric’’ panel signals the correct cycle for 
fabrics to be washed. Eliminates guesswork—safeguards against care- 
lessness— protects clothes! 

Now—continued for completely superior results: the unmatched effi- 
ciency of Kelvinator’s laundering process . . . with Shampoo Washing, 
X-Centric Agitation, True Overflow Rinsing! 

Here are the finest washer and dryer built today ...and you can prove 
it by any test you care to make! More than ever Kelvinator gives its 
dealers ‘‘the kind of products, features, and advantages more sales 
are made of”! 





safe cylinder and 








Shampoo Washing— 
begins with concen- 
trated suds solution 
most effective 
for stubborn dirt! 


X-Centric perme 
a continuous vibrat- 
ing action... gen 
tler . . . safer! 


True Overflow Rinsing 
floats dirt off top 
of clothes . . . and 
spin drying gets out 
25% more water! 


THE MOST VALUABLE FRANCHISE 
IN THE APPLIANCE INDUSTRY 


Division of American Motors Corporation, Detroit 32, Michigan 
ELECTRIC REFRIGERATORS . ELECTRIC RANGES . HOME FREEZERS . WATER HEATERS . KITCHEN CABINETS AND SINKS . 
IRONERS . GARBAGE DISPOSERS . WATER COOLERS . ROOM AIR CONDITIONERS . DEHUMIDIFIERS * 


WASHERS . DRYERS 
COMMERCIAL REFRIGERATION 





